JEWELRY... 


the brightest star 
on your 


Christmas tree! 
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WATCH STRAPS 
FINE JEWELRY 

















All of us here in 
our bright new home 


at A. Sauer & Company 


extend to every body everywhere 


our sincerest best wasleee for a very 


MERRY CHRISTMAS and 
a PROSPEROUS NEW YEAR 
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SPEAKING OF 


‘nage through the files 
the other day, we unearthed a 
page torn from an old issye of this 
publication—circa 1932. And on the 
page appeared a short account of a 
peculiar problem faced by one jew- 
eler. Seems he charged a customer 
$6 for a watch repair job: $3 for 








repairing and $3 for insecticide used 
upon a louse in the works. 

This, naturally, opened up a won- 
derful train of thought. (Almost 
anything opens up a_ wonderful 
train of thought for us on a dull 
Monday.) Now that we are in the 
enlightened DDT age, wouldn’t it 
(we asked ourselves) be a good idea 
for watch manufacturers to include 
a pinch of the deadly chemical some- 
where in the mechanism in order to 
discourage insects completely? 

Of course there are certain angles 
to such a plan which might make it 
impracticable. For instance, the 
odds on a bug getting into a watch 
in the first place are about a million 
to one—odds which would indicate 
that the whole thing wouldn’t be 
worth the trouble. 

Then too, a watch with DDT in 
it would, immediately, start a great 
deal of advertising hullabaloo—the 
maker would point with pride and 
all that. And when it came to adding 
“louseproof” to the already overlong 
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list of wonderful attributes, it might 
be the straw which broke the camel's 
back. Is there room, on the average 
watch, for another word? Doubtful. 

All in all, we think, a manufac- 
turer would have to study the thing 
pretty deeply before going ahead 
with a DDT-style watch. 


Look before you de-louse, men. 


© © 

NDETERRED by the prospect 

of a 600-mile rail journey fol- 
lowed by an additional 600 by road, 
dozens of optimistic Australians are 
setting out from Adelaide, capital of 
South Australia, for Coober Pedy, a 
remote township in Central Aus- 
tralia. 

Opals are the lure. Reports reach- 
ing Adelaide say that a new opal 
field near the town is the finest in 
Australia — richer even than _ the 
famous Lightning Ridge field in New 
South Wales. Opals worth thousands 
of pounds have been taken at Coober 
Pedy since last February. The town 
is booming and the aborigines who 
made the original strikes are cele- 
brating by buying everything in the 
local stores, whether they need it or 
not. 

A well-known opal buyer, W. T. 
Francis, came back from the field 
recently and reported: “It is a truly 
fine discovery. There is a growing 
demand overseas for our opals and 
I for one could sell £100,000 ($400,- 
000) worth at once.” He brought 
to Adelaide a 6 x 5 inch opal for 
which he paid £900 ($3,600), one 
of the best found in the new field. 
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ERHAPS Horatio Alger is dead, 
but the sort of success stories he 
specialized in writing just keep right 
on happening. Most recent is the 
tale of Max Twentier, an ex-GI, who 
built a million dollar business in just 
eight months. 


In August, 45, Max, fresh from the 
Army and wearing a Purple Heart 
for wounds received in Italy, was 
back home in Bisbee, Ariz. And he 
had an idea. It seemed to him that 
GI’s (and ex-GI’s) might like a 
ring bearing their Army, Corps or 
Divisional insignia. So he got down 
to business. 

First he invested his mustering- 





out pay and savings in sample rings, 
supplied by an Indianapolis jeweler. 
Then he mailed the sample to the 
commanding generals of each of the 
Army’s 105 divisions. Then he wait- 
ed—and waited, and waited and 
waited. Nothing happened. 

He went back to his old bus sta- 
tion job and offered a friend a half 
interest in the divisional ring busi- 
ness. The horrified friend backed 
away muttering “‘no thanks.” 

A few days later he received a 
letter containing a check for $150,- 
000 from the Third Armored Divi- 
sion. They wanted 6600 divisional 
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PARKER “51° 


Fastest Seller in Jewelry Store History 
JRANESVITLE. WIS: 


THE PARKER PEN COMPANY 
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Half of the men in the outfit 


rings. 
had placed orders. 

Quitting his bus-station job, Max 
went into full production with the 


Indianapolis jeweler. And orders 
started pouring in from other units, 
checks ranging from $7,000 to $15,- 
000. Moving in on the Marines and 
Army Air Forces, Max’s production 
jumped to 20,000 rings weekly. 

Max recently incorporated the 
business and has general offices and a 
factory at Phoenix, Ariz. He plans 
to manufacture other types of jewel- 
ry as well. 
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HE pre-World Series pennant 

race in the National League had 
the residents of Brooklyn and St. 
Louis in a fine frenzy, indeed. And 
when “Dem Bums” were finally 
nosed out, Brooklyn's gift to the 
Jewelry Trade, Phineas Peters, was 
a sad, sad man. 

As though things weren’t bad 
enough, “Bill” Drosten, St. Louis 
retailer, had to rub salt in “Pinky’s” 
wounds. He wrote: 

“IT was going to send you a 
thousand word telegram collect, 
but taking into consideration that 
the jewelry business is getting a 
little ‘Schwach, I had more re- 
spect for your pocketbook. 

“Believe me you will agree with 


me that the Cardinals have some 
team—they certainly made your 
team look like amateurs — and 
when it came to taking on the 
Boston Red Sox, that was some- 
thing for the book, don’t you 
think ?”’ 

Mr. Peters, of course, couldn't let 
that pass by. He replied gamely: 

“I answer your letter with 
bowed head, but with high hopes 
for the future. 

w “True, our Dodgers lost the 
pennant. You must agree, how- 
ever, that they went down fighting. 
They made baseball history in tie- 
ing up your colorful Cardinals, 
giving this good old U. S. A. the 
“Spirit of St. Louis” and “A Ball 
Club Grows in Brooklyn.” 

Like all other good Brooklynites, 
“Pinky” Peters is even now making 
elaborate plans for next year’s World 
Series. 
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F ANYBODY tries to argue that 

the jewelry business is old-fash- 
ioned, stuck in a rut and hasn't 
changed in forty years, all you have 
to do is cite the instance of John A. 
Banyon, a stone-setter with Unter- 
meyer, Robbins & Co., New York. 
It becomes quite obvious that con- 
ditions have changed for the better. 
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"Tut, now, Gridley! We don't demonstrate that fully.” 
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In January, 1906, Banyon started 
with UR under the firm’s then-exist- 
ing apprenticeship contract signed 
by parents and boy for a three-year 
period. The starting salary was $3 
per week with an increase of $1 
monthly. Upon the completion of 
the course the lad would receive $50. 

When Banyon was 16 he tried to 
break the contract, was taken to 
court and given the choice of return- 
ing to work or serving a 30-day 
term on bread and water. He de- 
cided to return to work, and has been 
with Untermeyer, Robbins’ ever 
since even though the bread-and- 
water threat was removed when the 
apprenticeship ended. 

During his 40-year association 
with the firm, Banyon has never 
left the original bench to which he 
was assigned although it has been 
moved to three successive factories. 

On January 26 of this year the 
firm threw an anniversary dinner 
and dance in Banyon’s honor and 
presented him with a gold wrist 
watch. Fellow employees gave him 
an initialled tie-clip. Mrs. Banyon, 
two Banyon children and two grand- 
children also attended the affair. 
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KAY, Diogenes. You can blow 

out your lantern, now, and give 
those be-bunioned feet of yours a 
rest. The honest man you were look- 
ing for has been found at last. 


Some weeks ago, while en route 
from East St. Louis, IIl., to St. 
Louis, Mo., Cliff Beard, a jeweler 
from the Illinois town lost a woman’s 
platinum wrist watch, the band of 
which contained 38 diamonds. It 
was in a jobber’s envelope which 
bore his address, but that didn’t 
cheer Beard up much, people being 


as they are. 


However, the next morning when 
he arrived at his office for work, 
Beard was met by a man carrying 
the envelope—and watch. Said he'd 
found it near the St. Louis bus sta- 
tion and thought maybe someone 
might be looking for it. 


Beard, understandably excited at 
having the good luck, failed to get 
the man’s name and address. How- 
ever, he did manage to press a 17- 
jewel wrist watch upon the honest 
man, although it took much persua- 
sion to make the fellow accept it. 

The millenium approaches! 
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Durward Howes, President, American National 
Retail Jewelers Association: The record of the American 
National Retail Jewelers Association regarding Publicity 
is so well established that it is, perhaps, unnecessary to 
write this letter endorsing the present activity and urg- 
ing the trade to enthusiastically support it. 



































ANRJA has been active in all of the various campaigns 
to make the purchasing public Jewelry conscious, from 
the inception of the idea, as presented at the sixth an- 
nual convention of the Association in Richmond, Virginia, 
in 1911. 


We have not only been sympathetically inclined to- 
wards these efforts but, at all times, and in every way 

































































DURWARD HOWES 































possible, have contributed to the success of the move- 
ments, not only by substantial contributions to the work 
on the part of the Association, financially, and through 
exhibit and advertising space at our conventions, but also 
by scheduling at state and national convention speakers 
urging the necessity of proper publicity for the jeweler. 

Our membership has, at all times, generously supported 
the publicity movement, and we have been greatly pleased 
at the financial support given the most recent effort to 
secure sufficient funds to carry on the productive cam- 
paign, on the part of our retail membership. 


Recent reports of the Jewelry Industry Council (the 
successor of the Jewelry Industry Publicity Board), in- 
dicate that more than $400,000 per year has been sub- 
scribed, which certainly should encourage every mem- 
ber of the trade and industry. 


Keep in mind that various advantages will accrue to 
subscribers in the way of services, which will more than 
repay you for the cost. ANRJA is represented on the 
Board of Directors of the Jewelry Industry Council by 










































196 





Association Heads Endorse JIC. 


Leo Weisfield, President, National Association of 









seven members, out of the total of 25, and on the Rx. 
ecutive Committee by three of the nine members, 


In re: reorganization, recently effected, responsibility 
has been properly divided between the retailers and sup- 
pliers, and speaking for the members of the American 
National Retail Jewelers Association, I assure you, that 
the retail jewelers of the United States, are thoroughly 
interested in this campaign, and subscriptions already 
have been cheerfully and enthusiastically made. 


However, much remains to be accomplished as to rais- 
ing of funds, and I urge every retail jeweler, large or 
small, no matter where geographically located, to sup- 
port this movement in the amount which has been sug- 
gested, 1/10 of 1 per cent of your annual sales in 1944 or 
1945. Don’t wait for a solicitor to call on you. Send in 
your pledge today. 


Credit Jewelers: It is gratifying to have an active in- 
dustry-wide movement in our line of business to work 
constructively to bring about the buying of jewelry from 
jewelry stores. The interest of the National Association 
of Credit Jewelers in promoting our industry was made 








LEO WEISFIELD 





unmistakably clear when six of our members accepted 
wholeheartedly the responsibility of serving on the gen- 
eral committee that will direct the affairs of the Jewelry 
Industry Council. 


You may rest.assured that the Jewelry Industry Coun- 
cil will have the continued support of the NACJ and that 
we will urge our own members, and also all other credit 
jewelers, to get behind this far-reaching movement to 
keep our industry prosperous. 
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Urge Members to Give Full Support 


Wholehearted endorsement of Jewelry Industry Couneil and its 


planned program of action is given hy heads of national trade 


groups in urging members to join in industry-wide support. 


Silas B. Reagan, President, National Wholesale 
Jewelers Association: The Jewelry Industry Council is 
moving fast. It is able to move fast on sure ground, be- 
cause it is building a program of action grounded on the 
firm foundation that was laid by Bill Schwab and his 
hard-hitting committeemen on the former Publicity 
Board. The men who conceived and fostered the organi- 
zation program are following right through with the Jew- 
elry Industry Council under the aggressive leadership 
of the new chairman, Cecil Kaufman. While some of 
them have yielded their places on the board, they are 
still devoting their time and active interest to the Council 
because they know there is real work ahead. 


SILAS B. REAGAN 





When the ANRJA and NACJ selected representatives 
for the new board, they did a good job of getting the 
right men in the right place. These retailers want a pro- 
gram that will pay off, and they are backing it with 
money and hard work to get a job done that will yield 
dividends. The selection of Mr. Kaufman, as chairman, 
is evidence of their sound judgment. The board wanted 
a chairman who would think in terms of the best inter- 
ests of the entire industry. They wanted a chairman with 
the ability to organize and lead. They wanted a man 
with the very necessary administrative experience to suc- 
cessfully direct an undertaking of this size and impor- 

(Continued on page 254) 
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Cecil D. Kaufman, Chairman, Jewelry Industry 
Council: The Jewelry Industry Council now—today— 
has in operation a program created to do one single 
job—help the jeweler sell more jewelry store mer- 
chandise—to more people—more often. 


Brief descriptions of projects that already have been 
started appear on pages 348 and 350 in JC-K for 
November. You will get more details on these and 
other projects later. 


Endorsements of the Council’s program of action 
from presidents of national jewelry organizations in 
the retail and wholesale fields appear on these pages. 
They know that the industry needs this Council. We 


commend their statements to your attention. 


The Council, successor to the old Jewelry Industry 
Publicity Board, is now so organized that there is no 
doubt of its ability to put these and many more 
projects into operation on a nation-wide and industry- 
wide scale. Its officers and directors, listed last month 
in this magazine, are truly representative of all 
branches of the industry. 

We are not going to concern ourselves with the 
specialized work being handled by the American Na- 
tional Retail Jewelers Association, the National Asso- 
ciation of Credit Jewelers, or any other existing 
jewelry industry group. They have their jobs; we 


have our job, and one job only—that of keeping . 


sales levels as high as possible. 


We have sufficient funds in hand or pledged to 
warrant starting this program of action. Thus far, 
3,363 members of the industry have pledged $420,401 
per year for three years. We are organizing, now, to 


push that figure on total financial support, per year. 
far beyond the $500,000 mark. 


Members who have not yet paid their pledges will 
shortly be asked to do so. We know that those who 
receive such request will act quickly. 


Every retailer or supplier in the jewelry industry 
should be a member of the Council. If you have not 
already pledged, do it today by all means. All that 
you pledge is one-tenth of one per cent of your annual 
sales in 1944 or 1945. Your return is a planned pro- 
motional program that benefits the retail jewelry in- 
dustry as a whole and you, as part of that trade. 


By such cooperation you will help us give our 
energies directly to the job of doing the things that 
will help you sell more jewelry store merchandise— 
to more people—more often. 
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WE'D LIKE TO PULL A SANTA CLAUS ACT 
JUST FOR YOU! 


STAN 
ERAYTDAS 
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We wishwe could climb down your chimney and 
place under your tree enough sets of 1847 Rogers 
Bros. to'satisfy all your customers who have asked 
for America’s Finest Silverplate this year, 

That’s the way we’d like to thank every silver- 
ware dealer for the splendid job he’s done for us 
this year. 

But there’s still a shortage of silver — and of steel 
and of copper and of cotton for buff wheels. In spite 
of these shortages, we’ve produced almost twice as 
much 1847 Rogers Bros. this year as you bought in 
1941. Still, it’s not enough! 





A 4-year, unfilled demand can’t be remedied in one 
year. Especially when millions of new marriages 
during these past four years have increased the de- 
mand so tremendously. 


It may be months before you'll have “enough” 
1847 Rogers Bros. So, this Christmas, all we can say 
is thank you from the bottom of our hearts for the fine 
way you ve explained conditions to your customers. 

Thank you for keeping them happy until your 
next shipment of 1847 Rogers Bros. arrives and a 
few more young couples may become the proud 
owners of America’s Finest Silverplate! 


1847 ROGERS BROS. 


CHhaeiai Chine ghiwylidé 


The International Silver Co., Meriden, Conn. 
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A New Year’s Mood 


For Your Windows 





A roundup of display ideas used 
by jewelers last New Year’s 
provides inspiration for windows 


whieh ean be used to greet 1947. 


oe AS soon as Christmas decorations are removed,” 
said the manager of Maier & Berkele, Atlanta, 
Ga., jewelers, “we begin to feature silver, glass and 
china for the New Year. For this occasion we specialize 
in liquor sets and all items of home bar goods for a gay 
New Year’s Eve celebration and a formal New Year’s 
dinner. Our window display last season attracted great 
attention and did much towards suggesting the purchase 
of the table and bar wares for this gala occasion. At the 
top of the window we arranged a row of red and blue 
bulbs from which were suspended gay serpentines. A 
cluster of them encircled a mound of black velvet in the 
center of the display, on which was a silver ice tub filled 
with artificial ice and several bottles of champagne. On 
silver trays at each side were liqueur sets of different 
patterns, while on mounds in the rear were a wide assort- 
ment of liqueur glasses. Inside the store we arranged a 
home bar, with a complete assortment of glasses, plates 
and all the accessories for concocting sparkling drinks. 
There was also a table set for a New Year’s party dinner 
with Lenox service plates, sterling silver, and a complete 
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by W. B. STODDARD 


Left—LeRoy's, Los Angeles, Callif., 
displayed a selection of hollowware 
garnished with the traditional New 
Year's Eve serpentine streamers. Be- 
low —Corrigan's, Houston, Tex., 
leaned toward balloons to provide 
the festive mood for their New 
Year display of silver employed in 
the process of thirst-quenching. 





selection of crystal stemware. Our New Year’s ad illus- 
trated several pieces of this stemware, and featured an 
upraised hand holding a wine glass: ‘Maier & Berkele’s 
Toast to the New Year—Ushering in smart drinking 
accessories for a hilarious New Year's Eve Party’.” 
Jacobs Jewelers, Inc., Jacksonville, Fla., had in their 
smart basement gift department, a special New Year's 
table with cloth of wine-hued rayon on which were 
stacked plates, cups and saucers, ready for serving 
refreshments. In addition there were glass decanters, a 
silver coffee service, and trays of stemware. Close to 
the table was a tall panel, with a cluster of balloons at 
the top, and long streamers and silver ribbons which 
floated across the table. A card beside the table informed 


visitors: ““‘The success of your New Year’s party de- 
(Please turn to page 255) 
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Seventy-two watches, to be given 
to members of the Atlanta base- 
ball club and sportswriters, are 
purchased by the ball club man- 
ager at Rogers’ Daytona store. 


ee 
Se 


ROM itinerant salesman to proprietor of a quarter- 
million dollar annual business in 12 months—that’s 
the story of Guy V. Rogers, Daytona Beach’s most re- 
cently established jeweler. This sounds like quite a 
jump for a first year’s operation—and it is. However, 
how he did it is no secret and other jewelers can profit 
from his methods. 

A little more than a year ago, Mr. Rogers leased a 
decrepit photographic studio on the town’s busiest street. 
It had a large but dingy interior, cluttered with parti- 
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Guy Rogers, who built up the phenom- 
enally fast-growing business in Day- 
tona Beach, shows a tray of diamond 
rings to customer Lorna Blanchard. 


From ‘Travelling Man’ 
To Suceessiul Jeweler 


Im One Year's Time 


by FRANK L. HARVEY 


tions and bulky vats. The show windows were pine- 
floored and draped with scraps of faded muslin. Nobody 
in Daytona Beach knew Guy from Adam. It was war 
time, and materials were hard to get. Labor was s0 
tight you had to beg old men and school buys to work 
for you at $1.00 an hour. 

So Guy started in business. 

Today he’s not only well-known, but has a first-name 
intimacy with nearly every prominent citizen in town. 
His store dominates the bulk of local business. On his 
books are steady mail-order customers in dozens of 
Florida towns and in states from Texas to Connecticut. 
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Lorraine Robinson, Mr. Rogers’ entry in 
the 4th of July "Miss Dixie” contest 
poses with silverware and the charm 
bracelets presented to all contestants. 
This picture was used in window displays 
and Rogers’ local newspaper advertising. 





Many of these people have purchased six or eight items 
in the past few months. The vice-president of a Knox- 
ville, Tenn., bank, for example, buys regularly—every- 
thing from watches to overnight bags. A prominent 
orange grower from MHowey-in-the-Hills, an inland 
Florida town, recently drove 125 miles through a back- 
road detour to purchase a wedding ring, and while he 
was in the store bought a $100 watch ‘for a friend I 
think might like it.” 

Guy V. Rogers’ success has been no accident, as any- 
one who talks with him for five minutes can readilv 


Rogers’ ads in local newspapers 
cre conseervative yet effective. 
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understand. He’s a fellow you just naturally like. He’s -—o rae ae 
got a friendly easiness about him which makes you feel : — wa ooo sees oS Be 
that your particular visit is the high-point in his day. ” wati ERS 

He doesn’t rush you or high-pressure you or give you GUY ese 
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the impression he’s doing you a favor to sell you some- 
(Please turn to page 256) 


Guy Rogers acquired a littered Daytona Beach, Flia.. 


photo studio and, within a year, turned it into a 
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meecea for jewelry purchasers from a wide area. 
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A gaily wrapped gift box suggests the idea 
for this Valentine's Day display of jewelry, 
shown on heart-shaped pads covered in red. 


A Window For the Coming Month 


Vilutice Day. . 





Themes: 
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T may seem a bit early to start talking about Valen- 
tine displays, but actually we can make no better 
New Year's resolution than to plan all window promo- 
tions through the year well ahead of time—and the 


calendar catches up with us very quickly—‘“‘ef we don’ 


watch out!” 
A recent survey reports that 93 per cent of customers 


“window shop” before making a purchase—that’s a good 
fat percentage and well worth our best efforts window- 
wise. 
St. Valentine's Day may be a rather minor holiday, 
but it is a sentimental occasion and sentiment is one of 
our most productive jewelry salesmen! So plan and in- 
stall in your window several weeks before the 14th of 
February a real frilly old-fashioned Valentine, such as 
the display illustrated. 

An oversize gift box wrapped in candy striped paper, 
tagged “To My Valentine,” is attached to the window 
background or suspended from the ceiling. A large 
heart covered in red velvet or satin and edged with a 
paper lace frill serves as a background for several jewel- 
ry pieces. Satin ribbons are stretched taut from ceiling 
to floor and to these are pinned small satin hearts edged 
with lace paper and holding a piece of jewelry. Other 
small hearts are scattered on the window floor. 


great, but a modicum of ingenuity and periodic concen- 
trated attention to the subject should produce a program 
which can be carried through. Delegate a certain degree 
of responsibility to some one else—either some one in the 
store who has a talent for merchandising ideas, or to 
some one outside who can come in periodically. Like 
Amateur Night, it is surprising how much talent can be 
unearthed when a search is made for it. Few jewelry 
stores can afford a full time display manager, but this 
job can be worked out very well on a part time basis. 
Several non-competing stores might get together and 
hire someone to handle all their windows. 

Another thing that will help is to have a program 
planned several months or a year in advance. Sit down 
with a calendar and mark every holiday, seasonal event, 
sports event and merchandising possibility for the year 
and plan a Window Calendar to cover them all . . . post 
it where you'll see it every day . . . and stick to it! 

As far as cost goes, displays can be, like most other 
things, very expensive or quite inexpensive. Any sales- 
producing medium does require a reasonable expenditure 
of money, but effective display needs time, attention, 
ingenuity, real interest and a modicum of talent rather 
than striking genius and huge expenditures of money. 

Any investment that produces sales beyond the amount 


Beeause of the short time between your Christmas and New Year’s 


windows, Miss Dixon skips to February for her display inspiration 


this month, basing it on the ever-popular St. Valentine’s Day. ‘ 


The small hearts are die-cut of facil-fab or cardboard 
ones may be padded and covered with red fabric. The 
frills are simply pleated lace paper doilies! The large 
heart is cut from composition board or heavy cardboard, 
lightly padded and covered with fabric. Background 
may be pale blue, white or pink. 

Although this is a particularly simple display to as- 
semble and install, it does take time to gather all the 
materials needed, particularly if they must be ordered 
from out of town or if you make most of your accessories 
yourself. So much advertising and display work suf- 
fers from last-minute rushing—just not enough time 
allowed to do a good job. A hurried display is no doubt 
better than none at all, but it does seem too bad when a 
display just “misses the boat” by being carelessly 
thought out and put together... And it’s too bad for the 
cash register too! Smart, eye-catching, seasonable dis- 
plays are business getters. Remember out of every hun- 
dred purchases made in your store—or any other store— 
ninety-three people have window-shopped beforehand. 
Windows are too important in actual sales producing 
value to be neglected—and yet they so often are! 

So many jewelers say—‘I just haven’t the time to 
fuss with my windows”— which is very. nearly the same 
thing as saying—“I just haven’t the time for any more 
sales.” Of course the pressure of daily business duties is 
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by VIRGINIA DIXON 





MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 
Source 


Department Store 
Department Store 
Department or Station- 


Materials 
'/ yd. Red Velvet or Satin 
10 yds. Red Satin Ribbon I!" wide 
2 doz. Lace Paper Doilies 


ery Store 
| pe. Candy Stripe Gift Wrapping Department or Station- 
P ery Store 


Facil-Fabrics Corp. 
111 West 24th Street, 
New York or any dis- 
play supply house 
Show card writer 


aper 
| doz. Red Facil-Fab Hearts 3” size 


| Hand Lettered Copy Tag 

| pe. Heavy Cardboard or Composi- 
tion board for heart cut-out 14" 
x 14" 





invested is obviously worthwhile and window displays 
that don’t do this are certainly not worth continuing. 
Unfortunately it is not always possible to trace all the 
results of window promotions. Direct and immediate 
sales are simple to credit but display is also a cumula- 
tive force—a creator of good will and favorable atten- 
tion that result in business never directly traceable to it. 
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Jeweler’s Advertising Leads City. 
Wins High Praise from ANPA 












Here's proof that Wilson's 
advertising outlay pays off. 
This is, one must admit, a 
large crowd of customers 
for a retail jewelry store, 
particularly for a_ rainy 
day. Below—A typical Wil- 
son merchandise ad, dis- 
playing a variety of items. 






























T’S news, of course, when a jeweler’s merchandising 

and promotion methods bring crowds to his store day 
in and day out—such stores are to be found in every 
issue of THE JEWELERS’ CirCULAR-KEYSTONE. 

But when the Retail Division Bureau of Advertising 
of the ANPA devotes an entire issue of its monthly 
bulletin to a retail jeweler’s advertising—well, that’s 
real news. 

And that’s just what the ANPA has done with the 
success story of John D. Wilson of Wilson’s Leading 
Jewelers, Syracuse, N. Y. (see JC-K for July, 1946, 
pg. 200). This is a particularly notable tribute, since 
ANPA has never before done a story on a retail jewelry 
firm in its publication circulated among all member news- 
papers in the United States. 

Full statistics for advertising for the year 1946 are, 
naturally, not available as yet. However, it is clear that 
for the first eight months of this year the Wilson lineage 
is far above that for 1945. Last year, from January to 
August, Wilson’s advertising accounted for 48.4 per cent 
of all jewelry store lineage in the Syracuse area. This 
year Wilson’s lineage for the first eight months accounted 
for 52.2 per cent of the total. 

The point of the ANPA story, of course, is the tre- 
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Wilson’s. Syracuse, N. Y.. accounts for 
half of the city’s retail jewelry advertising: 
and Syracuse jewelers’ advertising is much 


higher than the country-wide average. 
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Wilson's ads cover virtually every 
item carried in the store. In addition, 
small institutional ads such as the 
one at the top, are run quite fre- 
quently on newspaper comics pages. 





mendous amount of successful advertising done by the 
Wilson firm. There are 18 jewelry firms which advertise 
in the Syracuse, N. Y., area, and Wilson’s not only tops 
‘em all but, in 1946, had over 50 per cent of the total 
newspaper lineage. Here is the lineage record for the 
firm for the past six years: 


In 1914, two years before son Jerry (now vice-presi- 
dent and active head of the firm) was born, John D. 
Wilson opened a small store on a side street in Syracuse. 
Then, as now, his personality was evident throughout 
the store and in its advertising, and as a result customers 
have come to the store during the past 32 years with 
complete confidence. Today, although the elder Wilson 








Year ed 5 mn “ee ee 2 has virtually turned the business over to his son and 
nee Beat 416, 548 44:3 pee eS ee ee ee 
1942...) 704°312 365’ 989 o's y passes without one or more letters arriving from 
SP anateS 353'218 pogo 0.3 customers, addressed to him personally. They are evi- 
____ ORR 966,891 449,394 46.5 dence of the fact that Wilson’s is as much a man as it 





is an institution, and the customers feel that they can 


Of course Wilson’s have not come into the limelight 
in the Syracuse area overnight—it has taken years of 
promotion and confidence-building to capture the patron- 
age of a large number of the families in the area. 
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always get individual attention from the top management. 

Since advertising is such an important part of the 

Wilson store’s existence, it is not surprising that the 
(Please turn to page 259) 
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“PABRhING TICKETS” 


Miake Friends for Memphis Jeweler 


Perel & Lowenstein’s Parking Mete, 
Watcher keeps store name literally 
“before the public.”’’ saving autoists 


a fine—at cost of only a nickel. 


Diewand Store a 


“The 


of nationally edvertined ses 

ows! 
arrangement the low ‘ 
choote from the 
of jeweler 





you come in now ond 


tex? The odded micet 
, ve tor Mother, Come 
meer extra ote - 

ort ie BEAVERS fo 


,. Cnilh 
Doral & Lowenstein te Demers Soy of he 5 
vu ae oe mae 


AND. wet ad 


by MARGUERITE RUFFNER 





Examples of the store's personal- 
ized direct mail approach, left, 
include a greetings to new gradu- 
ates, June calendar page promot- 
ing Father's Day, and a folder in 
which news items concerning local 
townspeople are mailed to subject.. 
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Mr. Wright keeps an eye open for 
parking meter violators and when 
he sees a meter on which the time 
has expired he inserts nickel and 
leaves card explaining that Perel 
& Lowenstein has taken care of the 
matter. Grateful autoists acknowl- 
edge the service with appreciation. 


EREL & LOWENSTEIN, Memphis, Tennessee 

jewelers, like most enterprising firms, believe in 
practically all forms of advertising and employ them to 
the limit. Newspaper, direct mail, radio, and billboard 
each comes in for its share of P & L’s considerable 
advertising budget. 

During the lush period of the last few years while 
merchandise was scarcer than customers, they could have 
sat back and rested on their laurels, calmly waiting for 
this business heyday to terminate and then flurry around 
and do something about it. But not Perel & Lowen- 
stein's! Instead, they have been busily laying the 
groundwork for the “levelling off” period so that they 
will still be in a strong, position when the short-sighted 
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Re 


Examples of "parking tickets in- 
serted behind windshield wiper of 
overtime cars. Remarks on cards 
show appreciation of the service. 





jeweler will have to exercise every wile at his command 
to bring customers into his store. 

Their first move was the creating of a new department 
—a Public Relations Office. This office is assigned the 
task of promoting good will between the store and the 
community. This is primarily accomplished by perform- 
ing some out of the ordinary service for the public which, 
in turn, reacts with favorable publicity for the firm. 

A case in point, and a good example of the way 
P & L’s Public Relations Office operates, is the “Red 
Flag Watcher” service they inaugurated last August. 

(Please turn to page 261) 
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‘Rising Curtain’ Ads 


Herald Store Opening 


Each day the curtain went up 
a trifle higher, and the pub- 
lic's curiosity was whetted a 
bit more when Duval's, in 
Miami, Fla., introduced their 
new store. Facade of the new 
store was hidden until the 
day the new shop was opened. 
Right — Interior of the store, 
showing the ceiling dropping 
off to the rear, with fluor- 
escent lighting at divisions. 


s.. aremaregetghetd according to the proverb, “once 
killed a cat.” 

Perhaps so. But curiosity also managed to get the 
residents of Miami, Fla., all agog over the opening of 
the newest unit of the Duval Jewelry Co., leading 
Florida chain. 

Designed by Ivor B. Polevitzky, a leading architect, 
the store was heralded long in advance as a “revolu- 
tionary achievement” in store construction. However, 
the new facade of the store was carefully hidden from 
the eyes of the public until an hour before the actual 
opening. The pre-opening publicity campaign height- 
ened the curiosity of the public, since newspaper adver- 
tisements were of the “‘teaser’’ type, featuring a curtain 
which was raised a bit higher each day, disclosing just 
a bit more of the store’s front. Finally, on opening day, 
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the curtain was pulled aside entirely. Theme of the 
daily “teasers” was “Two Twenty Six East Flagler... 
Soon!” Radio commercials, too, kept the public squirnm- 
ing as announcers on local stations repeated this cryptic 
message which concerned the store’s address. 

To say that the pre-opening promotion campaign ex- 
citing the curiosity of the public was a success, would 
be putting it mildly. The official hour for the opening 
had been set late in the day, at 4.00 p. m., and long 
before that hour a large crowd of persons had gathered 
to witness the unveiling of the store’s facade. Open for 
inspection only, with no merchandise being sold, the 
new store nonetheless had 8000 visitors between the 
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opening and 9.30 p. m. At all times an estimated 250 
people were present, surveying the premises. 

Costing $100,000, the new Duval store incorporates 
many unusual departures from traditional jewelry store 
design. The most obvious differences, of course, are 
found in the design of the store front itself. 

The windows of the store are revolutionary in that 
they do not have the usual overhead above them. In- 
stead, they are “free standing” and the ceiling portion 
of the lobby is a good dozen feet above them. Of curved 
glass, the windows extend across the front and back 
into the store itself, thus drawing the window shopper 
inside before he realizes what is happening. The front 
is of the “full visual type,’ with solid glass doors and 
glass panels on either side and above. Thus, virtually 
the entire store front appears transparent. 

As can be seen from the ad on the preceding 
page, the spacious openness of the lobby creates a 
spectacular effect and gives the sensation of looking at 
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Above—Record crowds attempted to gain 
entrance to the Duval store on the after- 
noon of the opening. At least 250 people 
were inside at all times on opening day. 
Right—A. O. Jenkins, owner of Duval Jewelry 
Co., cuts rope officially opening the new 
store in the presence of all his employees. 


something as huge and high as an airplane hanger. The 
louvre upon which the all-glass clock is meunted is 
lighted with cold-cathode lighting which forms the let- 
tering “diamonds—watches” and causes the clock to 
appear in bold relief. The store signatures, on either 
side of the exterior, are of frosted glass with applied 
satin aluminum letters, backlighted by white neon strips 
behind the glass. 

The motif running around the side walls above the 
walleases is green terra-cotta, cut and made to order 
for the store. The material is used as facing on the 
store front and runs above the show windows and back 


into the store. 
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Duval’s. Miami, Fla.. really had the town 
guessing when teaser ads disclosed bits 
of the store front. The store itself was 


hidden from view until the opening. 


Inside, the most spectacular effect, probably, is cre. 
ated by the ceiling which is finished in four recedip 
levels. Each lower level, looking back through the store, 
is accomplished by means of a nine-inch step-down, 
high-lighted by a sweeping lip or louvre in which cold 
cathode lighting is concealed. General lighting through- 
out the store is provided by recessed flood lamps which 
give a sparkling effect. 

The salesfloor of the store is covered with a blending 
green carpet which complements colors used in the decor 
and presents a sumptuous appearance. 

Fixtures in the store are the last word in appearance 
and utility. They are of French walnut, and the center 
island floor cases are highlighted by a curved section 








at either end. Running the length of the store on the 
left are more floor cases and toward the rear are two 
flatware tables. Casual chairs covered in leathers of 
bright green and yellow are provided for customer com- 
fort. All cases are lighted fluorescently with the excep- 
tion of the front curved section in which diamonds are 
displayed. There incandescent lights are employed. The 
velvet covering and matching buildups in “proud purple” 
and silver gray provide a startling effect. 

The store boasts two diamond rooms, one on either 
side of the front entrance. Both are “countersunk,” s0 
to speak, behind the windows, so that there is no pro 

(Please turn to page 266) 
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Experience consistently shows production obstacles, shortages of materials and 
January (the month following the heavy gift- the prospect of greater-than-ever public de- 
buying of lighters by the public) to be the peak mand, we suggest you place your orders for | 
month of the year for consumer purchases of RONSON REDSKIN LIGHTER NECESSITIES | 


‘flints’, fuel and wicks. Because of prevailing with your jobbers at the earliest possible moment. 











ACCE | ES that they are a necessity for BEST lighter service. 
That’s why these products will henceforth be known 


| as RONSON REDSKIN LIGHTER NECESSITIES. 
E C E sy ; eS @ When such unchallenged product superiority is 


backed by vast promotional efforts (mass publication 








The tremendous and ever-increasing public accept- 
ance of the lighter as an indispensable personal ac- 
cessory places fuel, ‘flints’ and wicks in the happy 
sales category of a necessity. RONSON REDSKIN 
products enjoy not only this favorable general posi- 
tion but also overwhelming 7 to 1} public recognition 





advertising, displays, RONSON’s network radio show 
“20 Questions”, etc.) the result is obvious. Now, and 
in the years to come, millions of confirmed lighter 
users will provide endless store traffic and effortless 
repeat sales, day in day out, for you who carry and 
display RONSON REDSKIN LIGHTER NECESSITIES. 




















he 

v0 Miz tIndependent Survey 

of {]jj RONSON ON THE AIR. Tune in on Ronson’s 
“20 Questions” Sat. nights Mutual Network. (Pacific 

n- . Coast Sun. nights). For time and station, see your 

| local paper. 
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Institutional or Merchandising... 


Walter Hoving, former president of Lord & 
Taylor, now head of Hoving Corp., believes 


eustomers are tired of item advertising on a 
picture-eaption-price basis. They are more 
interested in what kind of a store it is and 

if they ean get goods they are interested in. 


These ads _ illustrate 
the type of advertis- 
ing Walter Hoving be- 
lieves best promotes 


customer 


readership. 


FEEL and I have felt for some few years that re- 

tail advertising has become in latter years 9 
dull, so boring, so deadly that thousands of 
people in communities all over the United States have 
unconsciously trained themselves almost completely to 
avoid reading it when they go through their papers. Now 
I can illustrate that by just calling to your attention 
what you did this morning when you read your paper. 
I think you will find if you go back and analyze that 
you went through the paper, read a great many things, 
but hardly glanced at any of the advertising, retail ad- 
vertising particularly. And that you remember very little 
of that advertising. That I think is a very dangerous 
thing, for it means that advertising is going to be less 
effective as time goes on. 

Now why is this true? Some people might say that 
the large manufacturers of course can hire more brains, 
they can buy better art work and they can spend more 
money on individual ads than can the retailer. I think 
that’s true in some cases, but I don’t think that’s the 
real answer. I think the real answer is, that the retailer 
unfortunately is more and more concentrating on the 
item of merchandise and he is plugging those items in 
an effort to ape what the manufacturer does and he is 
not succeeding in getting his advertising read to the 
same degree that the manufacturer is, because he is on 
the wrong track. 

Now the hard thing to explain is this, most people 
seem to feel that the woman when she comes into the 
store, is coming in to buy an article of merchandise. 
Well, she is only partly coming in to buy that article of 
merchandise. From the manufacturer’s standpoint she 
is buying the item. From the retailer’s standpoint and 
the woman’s standpoint, she is coming in to see an assort- 
ment of goods and to get the advice of the retailer— 
that is, the clerk—as to what she should buy. She may 
go out with the item of merchandise in her hand or it 
may be sent to her and that leads us retailers to the con- 
clusion that she came in for that specific item of mer- 
chandise. 


Now just to illustrate that that’s not why she came 
(Please turn to page 266) 
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-| What Type Ads Get Best Results? 


Bernice Fitz-Gibbon, advertising manager of | 
Gimbel Bros.. defines institutional ads as 

‘stuffed shirt copy.”? She believes customers 

are interested in specific items, their price 

and where they can get them. “Item advertising,” 
she says, “‘is only type that will sell store.” 



















es NSTITUTIONAL advertising, to my way of think- 

of ing, is nuts. I realize that, in attacking institutional 

aye advertising, I am sticking my neck out like a grazing 

te giraffe, and (to mix the metaphor) am nipping at the 

‘ow heels of a particularly sacred cow. Store-heads, especi- — = 

‘on ally, love the idea of institutional advertising; and resent inl 

sie an attack on something which enables them to feel frugal 

hat AND noble in one and the same breath. 

gs And now I digress to say a word about store heads. 

br Most poor advertising is the result of the president of 

tle the store taking a great interest in advertising and wane 

we ing to help. That day that Walter Hoving ploughed into Mies Fitz-Gibben od- 

sa the advertising department at Lord & Taylor I am cer- vocates the ads that 
tain that he wanted to help. My heartfelt sympathy show merchandise and 

a goes out to any advertising department in its hour of " en nag a 

te anguish when the big boss comes in with an idea of how 

is “we can sell the store as a whole—not any particular 

nk department or item. 

he I’d like to make it clear, at this point, that I am not 

as talking about my boss. Fred Gimbel does not want to 

he write advertising, he doesn’t even want to write the head- 

in lines. If the Gimbel advertising has achieved any dis- 

' tinction, it is largely because Fred Gimbel does not barge 

mi into the advertising department eager to help. 


te The other day I came across a novel dedication in a 

book. The author had dedicated the work to his wife 
with these words: “To my wife without whose absence 
this book never could have been written.”” A frank ad- 












he vertising director who runs topnotch advertising would 
_ have to make a similar dedication: “To the boss without 
of whose absence this advertising never could have been 
" run.” 
d Institutional advertising is a screwbally idea that, 
. with a few polysyllabic words piously pronounced with 
oe or without sketches, it is passible to sell your store as a leh an EAResistipy , 
y whole without taking the advertising space to describe we “ age (aly YOURS 
. specific items for sale. The boss usually goes on in this “ron 
ss vein: “Instead of spending $1000 in the Times tomorrow moe let rer, rondo! 
Z on junior skirts, why don’t you run a $500 ad and sell ee 
the whole store—make “em come into all 140 depart- =f ™ 
¥: ments—not merely one.” 
(Please turn to page 270) 
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Right—Here's what the Grunewald 
& Adams diamond display actually 
looks like, although it is seldom, 
if ever, as easy to see. Usually 
crowds pressing to see the famous 
gems obscure the window in the 
fashion of those in the photograph 
below. And, although the gems in 
the display are not usually for 
sale, they spur interest and re- 
sult in increased diamond sales. 
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by AMOS TAUB 


Annual ‘Diamond Days’ Promotion 


Cuts Competition from Big Cities 


AN a local jewelry merchant in a small city compete 
successfully with “big names” in such metropolitan 
centers as New York, Chicago, Los Angeles, and the 
like, in the merchandising of diamonds? Grunewald and 
Adams, jewelers in Tucson, Ariz., answer ‘“yes”—with 
one big “if.’’ That is, if diamonds are properly promoted 
and merchandised. 
Doubtless, jewelers in small cities in every part of 
the country have often been disgruntled by seeing po- 
tential diamond sales going to the big city dealers. But 
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how to combat the prestige and reputations of these es- 
tablishments? Grunewald and Adams’ solution of the 
problem was simple—adopt the techniques of the big 
boys and add local variations. 

On the firm basis of its own, all-out, annual ‘Diamond 
Days” promotion, Grunewald and Adams has success- 
fully demonstrated the correctness of this thesis. And 
in Tucson, a resort city, whose wealthier residents visit 
either the East or West Coast on an average of at least 
once a year, diamond sales have boomed with each year's 
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MAY EVERY 
CHRISTMAS JOY 
BE YOURS... 
AND MAY 

THE NEW YEAR 
BE THE BEST 


YOU’VE EVER KNOWN 
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Last year the Grunewald & Adams "diamond days" display featured replicas 
of crown jewels along with merchandise which was being offered for sale. 


Eaeh Autumn, using either its own or wholesaler’s displays. 


Grunewald & Adams, Tueson, Ariz.. stages a promotion campaign 


which makes the populace diamond conscious in a big way. 


Fall promotion in advance of the vacation season. 

“Diamond Days” at Grunewald and Adams occur an- 
nually at the end of October—a date remarkable in 
itself, in that it is before the winter resort season even 
gets under way. However, as Arthur Grunewald ex- 
plains it, the event is not aimed at snatching isolated 
sales from chance passers-by, but rather at establishing 
the store firmly in the mind of local residents as a place 
where fine gems may be purchased with the same degree 
of confidence as in the most famous Fifth Avenue es- 
tablishments. 

During the period of the promotion, armed policemen 
in front of the store windows and huge crowds assembled 
to view the special exhibits are everyday occurrences. A 
striking window display is generally used as focus for 
the entire event. Methods of assembling the displays 
vary: in some cases, the store has designed and installed 
its own exhibits. In others. as this year for instance, 
good advantage is taken of materials available from 
wholesalers. 

Actual stones of great value, or replicas of famous 
gems have been found to generate the greatest amount 
of interest. Last year, the ‘““Moon of Baroda,” a lemon- 
colored, pear-shaped pendant, valued at $100,000 dis- 
played in the window, drew crowds heavy enough to 
block traffic on Congress Street, the main shopping 
artery of the city. This year, replicas of famous dia- 
monds are sharing the spotlight with a mechanical 
exhibit furnished by Arnstein Brothers, which details 
the steps in cutting and polishing a gem. 

A strong volume of newspaper advertising backs up 
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the window displays. During last year’s promotion, all 
advertisements in the Tucson newspapers were run in 
blue ink that made them stand out on the page and 
gained an extraordinary amount of reader attention. 
This year, reliance was placed largely on a full page 
insertion on the Sunday before the opening of the event. 

In addition to publicity, the promotion is strengthened 
by enlarged stocks of diamonds at hand. During the 
feature days, approximately $100,000 worth of stones 
is on hand at the store—most of it on a consignment 
basis. It is the availability of fine stones on consign- 
ment that most clearly demonstrates the practicability of 
this kind of promotion, according to Mr. Grunewald, 
because consignment selling enables the smaller, local 
store to show a prospective customer the same variety of 
sizes, styles and prices as the important big city jeweler. 

Besides their regular stocks and consignment selec- 
tions, Grunewald and Adams usually feature diamond 
estates during the days of the promotion, and it is not 
unusual for a good sized estate to be completely disposed 
of within two days. 

With the same consignment stocks available to large 
and small merchants alike, it becomes increasingly evi- 
dent that the determining factor in diamond sales is the 
reputation of the dealer. The unswerving aim of all 
“Diamond Days” activities is to enhance the reputation 
of the store as a merchandiser of diamonds. Every effort 
is made to associate the name of Grunewald and Adams 
with diamonds and other fine gems. 

The success of this effort may be judged by the results 

(Please turn to page 273) 
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The Stars Come Out 


Now, as ever, diamonds sparkle on the fashion-stage. In glori- 
ous full color —in Vogue and Harper's Bazaar—pages like this 
spotlight the diamond's role. Add, too, the dramatic adver- 
tisements in general magazines that point-up a great tradi- 
tion—the diamond engagement ring. The sum of these two 
series is 114,450,825 messages! Such advertising aims to keep 
aflame women’s interest in the diamonds you sell. De Beers 


Consolidated Mines, Ltd., and Associated Companies. 
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Owe of the. Month 






--- A Merchandising Primer 





Specimens of rough and polished 
turquoise. The dark areas seen 
in the cut stones is the matrix 
included in the cutting and the 
lighter areas, the blue portion. 


with alternate plaques of cast gold and carved turquoise. 
This sets knowledge of this birthstone for December far 
back in the pages of antiquity and makes it perhaps the 
earliest known and used gemstone. It owes its name 


turquoise to the French word for Turkish, given to it, it 


is thought, either because it was supposed to have origi- 
nated in Turkestan or, because it was in ancient times 
marketed from Turkey. 

The finest turquoise still comes from the famous de- 
posits near Nishapur in the Persian province of Khoras- 
san as it did ten centuries ago. This Persian material is 
the most highly prized of the turquoise family as it 
alone possesses the desirable sky-blue color. Other an- 
cient deposits are those in Russian Turkestan, Afghan- 
istan, Tibet and China, and in this hemisphere are those 
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A eondensation of the facts and fiction on the 
birthstones in an easy-to-read form for jewelers 


to pass on to their customers. 


HE earliest known group of jewelry, the bracelets 
of Queen Zer, of the first Egyptian dynasty, are set 











from which the Aztecs and Incas derived their material 
in Central America. Turquoise is also found in many 
localities in the United States, among them being Clark 
and Esmeralda Counties in Nevada, where pale blue 
and green stones have been found; San Bernardino 
County, in California, where the stones are on the pale 
side; the Jarilla mining district, New Mexico; Culberson 
County, Texas; Conejos County, Colorado; and Arizona, 
where it is found in pale greenish-blue stones. 

Until very recently when it was found in crystal 
form, it was believed that turquoise shared with opal 
the distinction of being the only amorphous gemstone. 
By composition it is a complex phosphate of aluminum 
and copper and the blue color to which it owes its gem 
qualification is due to the copper. As is too often the 
case, the presence of iron imparts a greenish shade to 

(Please turn to page 274) 
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. bbe ever frerfect gift for men — 
OF successful men of loday _ 





young men, leaders of lomorrou. 





BRITISH BUILDING, ROCKEFELLER CENTER, 620 FIFTH AVENUE, NEW YORK, NW. Y, 
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Oe bE ee Sale BOSE a ape 


Veiled Prophets Ball 


Sets Jewelry Fashions 


IVALING the opening night of the Metropolitan 
Opera in New York for its lavish display of 
fashions and jewels by its patrons, is the Veiled Prophet's 
Ball, held each year in St. Louis, Mo., one of the most 
socially prominent affairs held in the Midwest. Climax 
of the affair is the selection of the Queen of Love and 
Beauty and her Maids of Honor, chosen from among the 
debutantes of the city, and her coronation ceremony, 
complete with all the pomp and circumstance of a full- 
dress court affair. Ushering in the social season, the Ball 
sets the fashion theme with the latest and most exclusive 
gowns complemented by the finest in jewelry. 

Extreme delicacy in jewelry, from the Queen’s crown 
to styles seen on her scores of attendants, was the trend 
this year. The emphasis was on lacy gold jewelry such 
as pins, clips and brooches, filagreed hair ornaments, 
finely-drawn belt buckles and clips. Though large brace- 
lets were worn by the Maids of Honor, each upon closer 
examination was made up of small stones with lacy 
spirals or fretwork of metal around the settings. 

This year the Queen’s crown was made by Mermod- 
Jaccard-King Jewelry Co., St. Louis. It was a diadem 
which contained 57 diamonds, 11 Oriental pearls, and 
five matched sapphires surrounding a pear-shaped sap- 
phire set in platinum filagree. 
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From left, clockwise: Maids of Honor 


parade latest fashions at the presen- 
tation; diadem of Queen and, below it, 
pin given her attendants. Bottom, the 
leather-bound stationery box given as 
favors to those who attended the ball. 
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Tease of the Ages 
On towering edifices of fable and fact.ef hope and fulfibinent is built the 
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Orthoclase rough and cut crystal from 
the American Museum of Natural History. 
This material is the potash aluminum 
silicate group of the feldspar family, 
its color being commonly white or pink. 


Little Known Gemstomes ... 






by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 









Ninth in a series of articles on those gemstones 


generally unfamiliar to the public but which should 


receive the appreciation that is due them. 


NLY one member of this group of gemstones is 
sufficiently known to have been mentioned before, 
and this was moonstone, the alternate birthstone for the 
month of June. However, feldspar suffers from the 
greatest fault among the gems, it lacks the essential 
characteristic of rarity. The feldspars, if we group them 
all together are among the commonest minerals on the 
earth, because they are the principal constituents of the 
igneous rocks. Nevertheless, because the types that are 
attractive and suitable for jewelry use are not too com- 
mon, we do find quite a number of stones that are used 
for gems which belong mineralogically to this rock- 
making series. 

It will be recalled that we have encountered other 
mineral families of closely related species which would 
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be identical except for the interchange of two chemically 
similar elements. The garnet group with its whole set 
cf varieties whose names change as one element gives 
way to another, is such a series, and the pyroxenes we 
mentioned just last month are another. From the stand- 
point of the specialist in rocks, the man who examines 
under his microscope, rock sections only .003 inch in 
thickness, the feldspars are the most important of these 
“isomorphous” series. For the composition of the feld- 
spar is the chief guide to the classification of the rock. 

The feldspars are grouped into two series, according 
to their crystallization; one group, principally potash 
feldspar crystallizing in the monoclinic system and the 


long many-stepped series of soda-lime feldspars, known 
(Please turn to page 275) 
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S. NATHAN & CO., INC. 


610 Fifth Avenue, New York 20, N. Y. 
40 Fountain Street, Providence, R. I. 
Our reputation has been built on 

integrity and fair dealing, basic 

principles ever since we started in 1901, 

by experience, and learning that taking 
good care of customers always bring 
dividends, and by sources of supply in every 
part of the world, so that we always have 
representative and well priced stocks of all 


precious, semi-precious and synthetic stones. 


VICTORIA PEARL CO., LTD. 


610 Fifth Avenue, New York 20, N. Y. 


ORIENTAL, CULTURED and SIMULATED PEARLS 

The 1947 line of VICTORIA simulated pearls will soon be ready; 
quality necklaces, chokers and bracelets at prices to show large profits. 
Be sure to see the new plastic packaging and watch for the 


announcement of the big National advertising campaign. 


VICTORIA simulated pearls are sold only to retail jewelers through 
VICTORIA distributors: Write us for the name of the one nearest you. 


PG Very HMafipy New Weur 
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They Weren't for Sale 


But They Drew the Crowds 





“SPELLBOUND” ntei 
ry in Hartford. See 


Exhibition of a million dollars worth of 


jewelry at Savitt’s, Hartiord, Conn.. 


—————— 





drew crowds despite the World’s Series. 


Savitt, “King of Diamonds” 
Presents the $500,000 Diamond 


“SPELLBOUND ” 


782 
Diamonds Weighing 212 Carts 


by DAVID SHARPE 


HAT the public is really interested in diamonds— 

whether or not they can buy them—was more than 
proven by a recent promotion by Savitt Jewelers, Hart- 
ford, Conn., during which they had on display some 
$1,000,000 worth of diamonds which included the famous 
“Spellbound” piece and the 88-carat Turkestan diamond. 
An estimated 40,000 persons visited the store during the 
four days the display was held. 

Savitt’s is well known to the people of Hartford for 
these spectacular shows. Last year Bill Savitt sponsored Be Mize - 
tiie EF Thee E THE 
a showing of the well known Jonkers diamond and had | A te Auger “Tare D 
his hands full with the more than 50,000 people who TE heh FTE Se were 
came to see the stones. “San THeggeS SEE 4 
For the ten days previous to this year’s showing Hart- ee fe 
ford newspapers carried a number of small one-column 
“teaser” ads, averaging six to ten ads per issue, an- Y SEE Savirr 
nouncing that another spectacular exhibit was on the a ou Have rT 
way. The day before the event, a five-column. ad ap- ; 
(Please turn to page 279) 
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Advertising for the special show- 
ing of the ' ‘Spellbound" diamonds 
was of the “teaser” variety with 
day-to-day insertions giving a bit 
more information about showing. 
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What's behind Multi-Facet’s spectacular 
rise in sales? Here are the major factors. 


More brilliance and intensified color. 
Selected diamonds only one in 500 used). 
Impression of larger size. 


Perpetual insurance against chipping 
annually renewable). 


With the Season’s greetings from 


® 
PAT @ REG US &@ FOREIGN COUNTRIES © 1946 


‘multi-~lacet’ 


means 40 Extra Facet 


The only se f-identifiable diamond. 
air-traded for your protection. 


Consistently advertised in the powerful 
Saturday ivening Post. 


Selling aids for your store — displays, 
literature, newspaper ads, radio scripts. 
Write for franchise availability. 


DIAMOND CRAFT OF AMERICA 
351 Fifth Avenue, New York 17, New York 


London, Amsterdam, Antwerp 














The Ultimate 


In ‘Open Fronts’ 


UD DOWNING, owner of Best's, Kansas City, 
Mo., found himself on the horns of a dilemma. 

Horn A: to continue small scale operation of his 
newly-purchased store in a small building on the busiest 
side of the street, or; 

Horn B: to move across the street to a larger building, 
expand all departments, and risk having the heavy traffic 
pass him by. 

Mr. Downing chose to accept the second horn of the 
dilemma, and try to compensate for the lessened traffic 
through startling and revolutionary changes in his store's 
architecture. Since sales volume in the new store has 
been excellent, there can be no doubt that the ideas in- 
corporated in the new facade have contributed toward 
attracting patronage to the less-favored side of the street. 

One might reasonably ask why traffic on the Kansas 
City street should be so one-sided—why the bulk of the 
pedestrians would favor one side of the street over the 
other. And the answer is simple. One side of the street 
boasts a large motion-picture theatre and a number of 
“class” retail enterprises. The other side normally serves 
as parking space for the movie patrons’ cars and, as a 
result, all shop fronts are obscured. There being no in- 
centive for shoppers to cross—they didn't. 

However, Kivett & Myers, architects retained by Mr. 
Downing to design his new store on the “‘wrong”’ side of 
the street, had a notion that store design could draw 
shoppers across the thoroughfare despite the parked 
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The “open front" featured by 
Best's permits pedestrians on 
the opposite, more heavily tray. 
eled side of the street, to be 
attracted by a vast expanse of 
window despite cars which might 


: Rall be parked in front of the store. 


Below—tThe single small display 
featured by Best's is located 
in the center of the glass-brick 
wall at the right of the entry, 


automobiles and general lack of ‘‘posh’’ shops. Accord- 
ingly, as can be seen in the accompanying photograph, 
they designed an extreme sidewalk-to-ceiling plate glass 
front, recessed several feet back from the sidewalk and, 
to one side, a single, small “‘box’’ type glass showcase 
set waist high against the wall. 

As a result of the completely unobstructed view of the 
large window (which is similar to that of an automobile 
showroom), the entire interior of Best’s may be seen 
from the sidewalk. A table, placed a few feet behind the 
window serves to display items which Mr. Downing 
wishes to play up. However, everything inside of the 
store is on display in actuality. Flatware patterns, rings, 
necklaces and costume jewelry, each in their own cases 
and departments, are still visible to the sidewalk shopper. 

A major purpose of the s‘dewalk-to-ceiling show win- 
dow, of course, was to get around the problem posed by 
parked automobiles. With such a high window, sur 
mounted by the firm signature and a neon diamond, much 
of the store’s facade is visible from the opposite side of 
the street despite any vehicle which may be parked in 
front of it. 

In surveys taken on consecutive evenings after the 
store was opened, (it stays open until 9:00 p.m.) it was 
discovered that the west (or “wrong’’) side traffic nearly 
equalled that of the previously more popular east side. 
The attractiveness of the new store draws shoppers 
across the street for leisurely inspection of merchandise 
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glass stones for sparkling beauty! 

Compare them for durability, 

for real-gem-like luster, for 

brilliant cut! Once you do 

compare them, you'll understand why 

today’s leading manufacturers Jewelry by Kremer fewelry Co. 
cf smart, fast-selling jewelry feature 

them in the merchandise they create. There are 


just no finer man-made stones to be had—anywhere! 


OVAL MANUFACTURING CO., Inc. « 64 wW. 36th St., New York 18, 
OVAL IMPORTING CO., Inc. * 212 Union Street, PROVIDENCE, R. I. TRUE COLOR, GEM-LIKE, GLASS STONES 
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Bud Downing (right) owner of 
Best's, indicates from his led- 
gers that sales have zoomed as 
a result of moving the store. 


by GRIER LOWRY 


Interior of Best's, 
featuring a high 
degree of depart- 
mentalization, is 
easily viewed thru 
the unobstructed, 
high plate glass 
display window. 


and the visual front, combined with plentiful fluorescent 
and incandescent illumination, directs the shoppers’ at- 
tention to the merchandise inside. 

Sharply departmentalized, the interior is resplendent 
with natural walnut fixtures, modern showcases and 
mirror-backed wallcases. Two recessed spotlights over- 
look each showcase. Chairs face showcases. Giftware 
is displayed on plate glass shelving along one side of the 
store; customers are encouraged to examine the mer- 
chandise. Island displays are devoted to small appli- 
ances and giftware. 

Across the rear of the store is the greeting card dis- 
play. A wide selection of greeting cards has created 
considerable store traffic, and, of course, there is a natural 
tie-in between giftware and cards, since cards invariably 
accompany presents. 

“We extended greeting cards preferential treatment 
in blueprinting plans for the new quarters,” stated Bud 
Downing, “because of the traffic-generating powers of 
this department. As many as 200 persons have made 
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Peculiar local problems. caused by 


‘good’ and ‘bad?’ sides of the 
street. caused Best's, Kansas City. 


to gamble on a revolutionary facade, 


greeting card purchases in the course of one day’s bus- 
iness. A primary requisite in successfully serving the 
unhurried greeting card clientele is a provision for ade- 
quate elbow room for these inveterate browsers.” | 

Air conditioning equipment and a well-equipped watch 
repair department are other appointments of the store. 

Formal opening of the store, held in August, was at- 
tended by over 1,000 persons. An opening day adver- 
tisement in The Kansas City Star characterized the new 
Best’s as “the outstanding store in Kansas City.” Lead- 
ing lines of merchandise were featured in the ad, which 
also contained a sketch of the front of the building. Ash 
trays and roses were opening day gifts. 

Staffed with six sales assistants, indications point for 
a successful future for the new Best’s. Carl Galler, 
store manager, whose business background includes seven 
years retail merchandising, discloses that sales of gift- 
ware, diamonds and watches have materially increased 
over sales in the former location. Occupying thirty-six 

(Please turn to page 279) 
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Survey Reveals 


Diamond Sales Continue High 


Jewelers report sale of diamonds and diamond jewelry continues 


to show gain this year over last; larger stones being bought, 


according to reeent country-wide survey by Arnstein Bros. & Co. 


ROM 25 to 33 1/3 per cent of the total sales volume 

of the majority of retail jewelry stores is accounted 
for by diamonds and diamond jewelry, according to a 
survey recently completed by Arnstein Bros. & Co., 
diamond cutters and importers, in which some 600 lead- 
ing retail jewelers throughout the country cooperated 
by supplying the facts concerning their own businesses. 


MOST SALES IN $150 TO $350 BRACKET 


A majority also reported that most of their diamond 
sales were in the $150 to $350 price group, although a 
rather surprising number stated that about 15 per cent 
of their sales were in the $350 to $500 price group; and 
about 3 per cent of those who answered the questionnaire 
reported that about 10 per cent of their sales was in the 
$500-and-over price group. 

Most of the replies also stated that sales of diamonds 
and diamond jewelry had been better so far in 1946 
than in the corresponding period of 1945. This on top 
of the fact that 1945 had shown a large increase over 
1944, and that 1944 in turn had been somewhat better 
than 1943. Items showing the largest increase in sales 
were, in order of importance: wedding rings, engagement 
rings. watches, bracelets, men’s diamond rings, brooches 
and earrings. 

Eighty-three per cent of the jewelers reported that 
they sell more diamonds to men than to women. There 
is nothing startling about this fact for after all, it has 
always been the male that buys the engagement and 
wedding rings and, later. a piece of jewelry for anni- 
versary or birthday. One interesting fact brought to 
light was that 72 per cent of the jewelers reported that 
they sold more men’s diamond rings in 1945 than in 
1944; a great many adding that these sales in 1946 
showed an increasingly upward trend. 

In addition to engagement and wedding rings, the 
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survey indicates, men most often buy for women the 
following items of diamond jewelry in order of impor- 
tance: watches, bracelets, brooches, earrings, and dinner 
or cocktail rings. 

Most jewelers indicated that they were of the opinion 
that when a man selects diamond Jewelry for a woman, 
he is generally influenced by her taste rather than his 
own. A variety of answers were given as to what in- 
fluences a woman's taste in diamond jewelry: the size 
of the stone or stones, its brilliance, or the way it is set. 
Only infrequently does a salesperson influence her choice, 
most’jewelers believe, maintaining that a woman's taste 
has been set before she enters the store. In some cases, 
what her friends wear helps mould that taste; in others, 
it is jewelry worn by Hollywood stars, other celebrities, 
and even models in advertisements. 


TREND TO MORE TAILORED MOUNTINGS 

Most of the jewelers stated that they have observed 
a marked change in the preferences of women customers 
during the past few years; the most notable trend being 
toward simpler and more tailored mountings. The 
“gingerbread” patterns are being discarded in favor of 
the more classic style. Also, women are buying larger 
stones and, naturally following, spending more money. 
A deduction from this would be that most women are no 
longer satisfied with just having a diamond; they want 
a good-sized one that is well set. 

Several other interesting facts brought out are: (1) 
The brides-to-be in most cases accompany their fiances 
when they buy their engagement rings; (2) The vast 
majority who buy diamond solitaires first mention the 
price they want to pay. In only about 25 per cent of 
the cases will a customer mention the quality of the 
diamond he wants first; (3) When a married couple 
comes to a jeweler to purchase a_ piece of diamond 
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jewelry, in nine~-cases out of ten, it is the woman who 
makes the final decision. 

Taking the country as a whole, the two most important 
diamond jewelry items that women buy for men from 
the standpoint of sales are rings and emblems. One 
significant fact brought out was that jewelers in every 
section of the country report that more and more women 
are buying diamond scarf pins, tie-clasps and cuff links 
as gifts for men. Many pointed out that these items 
have hardly been promoted in recent vears and that. 
therefore, proper promotion could make them even more 
popular. 

“That would be particularly true of cuff links and tie- 
clasps,” said one jeweler. “Of course, advertising would 
help but there is nothing like the power of suggestion. 
People who come into my store, especially those who 
don’t know exactly what to buy as a gift, are impressed 
by the jewelry they see me or my salespeople wear, 
whether it be a ring or anything else. With so many 
meu no longer wearing vests, why not promote the tie- 
clasp? And with French cuffs coming back, diamond 
cuff links should be played up. They should prove wel- 
come to the gift hunter who ‘just doesn’t know what 
to buy.’ ” 


FIVE PER CENT OF SALES FOR ADVERTISING 


Between four and five per cent of a jeweler’s sales 
was the amount the majority felt should be spent for 
advertising. A number in the larger cities indicated that 
they were willing to spend more than six per cent, if 
necessary. Only a few in the small communities signi- 
fied that they thought advertising was useless. 

About 70 per cent of the jewelers indicated that they 
thought promoting diamond jewelry in newspaper adver- 
tisements devoted exclusively to diamond jewelry brought 
far better results than advertisements that also promoted 
the sale of other kinds of jewelry. Some 81 per cent 
thought that men’s diamond jewelry should be promoted 
along with women’s. 

Eighty per cent felt that with proper promotion, more 
people could be induced to give diamond jewelry gifts 
on occasions other than engagements, weddings, and 
wedding anniversaries. Most felt that a birthday was 
the occasion that could best be promoted, for, as one 
jeweler pointed out: “Every day in the year is someone’s 
birthday. Consequently, we should strongly promote 
this birthday idea on which we have the opportunity of 
cashing in 365 days a year.” 

Other occasions suggested for special diamond pro- 
motions in order of their popularity were: Mother’s Day, 
St. Valentine’s Day, Christmas, Graduations, Father’s 
Day, and the arrival of a new baby. A curious fact is 
that while the last idea was suggested by a relatively 
few jewelers, they were very emphatic about it. insisting 
that the birth of a baby was a highly significant occasion 
and that the mother deserved a lavish gift like diamond 
jewelry. 


OTHER GIFT ITEMS STIMULATE SALES 

The majority of jewelers believe that the carrying of 
other gift items stimulates their diamond sales; the idea 
being to establish themselves firmly in the minds of the 
public as a gift center thereby building store traffic and 
letting the trading up to better gifts begin in the store. 
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By “other items,” these jewelers indicated, th 
high-class merchandise of the luxury type such 
sterling silverware, .high-grade leather goods and Pi 
chinaware. 

In answer to the questions, “What is the best Wa 
stimulate the sales of men’s diamond rings?” ang “Whe 
can be done to increase the sale of other diamond jewel 
in your community?” jewelers in many cases indicated 
how they increased their own sales and at the Same time 
many expressed concern over certain trade Practice, 
which they felt were detrimental to the trade as a whole 

The opinion was fairly general that increased budgets 
for intelligent advertising designed to make People more 
diamond conscious, would mean increased sales. [ The 
forthcoming promotional program of the newly created 
Jewelry Industry Council should also help.—Ed.} 
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WARN AGAINST EXAGGERATED AD CLAIMS 


Many jewelers voiced a warning against making ey. 
aggerated claims in advertising, stating that this ig one 
of the surest ways to lose customer confidence. On 
jeweler summed up his point of view as follows: “The 
greatest problem our industry faces is how to prevent 
misleading advertisements. Too often, advertisement, 
show the diamonds as ten times their actual size. As 
result, some people think they are being imposed upon 
and storm out of a store. Others may make a purchase, 
become dissatisfied, and in turn, tell a hundred people 
about it. Before long, too many jewelers are labeled 
unscrupulous.” 

Evidently thinking along the same lines, nearly 75 
per cent of the jewelers reporting approved mentioning 
the weights of diamonds when selling rings while only 
about 40 per cent thought the terms “blue-white” or 
‘“‘nerfect”” should be used in describing a diamond to a 
customer. Many who objected to the use of the word 
“perfect” stated that it was a “very misleading term 
and created considerable confusion.”’ One jeweler whose 
comments typify those in general stated: “Either fully 
inform the public as to what ‘perfect’ means or cut out 
the term altogether. ‘Perfect’ has been widely misrepre- 
sented. I have had customers ask for rings with perfect 
stones, and expect a large one for a hundred dollars. 
They get such distorted ideas from misleading advertise- 
ments. Generalizations like ‘perfect diamonds,’ there- 
fore, should be outlawed. Descriptive terms must be 
honest.” 





WINDOWS BEST SALESMEN 

Better window-displays can work wonders, many 
jewelers stated. “Constantly watch your windows,” in- 
sists a California retailer, “they are your best salesmen. 
There was a noticeable increase in my sales when | 
began to give more attention to displays and merchan- 
dising problems.” 

Another jeweler protested the tendency toward over- 
crowding in many jewelry store windows. ‘Many 
jewelers are inclined to put too many diamond rings 
and too many watches in their windows,” he stated. 
“The public is more interested if they can concentrate 
on just a few outstanding values or something new and 
smart. Two advertising motifs bring you business— 
value and style.” 

(Please turn to page 289) 
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BLUE & WHITE 





This Company, the only stone house specializing exclu- 
sively in GENUINE ZIRCONS, has available for imme- 
diate delivery any quantity of beautiful blues and whites in 
all sizes. Qualities for every grade of jewelry from Sterling 


to Platinum. 





For Dealers interested in quantities we 
have original unopened lots exactly as 


received, as well as special sorted qualities. 





JAMES A. DRILLING COMPANY, Inc. 
2 WEST 46th STREET 
New York 19, N. Y. 


Phone: LOngacre 3-3033 
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Tie-In Promotion 


Winners in the 
"Miss Armistice 
Day" contest, 
sponsored by 
Rogers and other 
local merchants, 
Left to right: 
Gessian Martin: 
Mardell Caster, 
the winner; Ted 
Glick, Rogers 
owner; LaVeta 
Heydon; Helen 
Finley; Joanne 
Mitchell and 
Harry Layton, 
store manager. 


Has Whole Town Agog => “SS 


Rogers Jewelers, Santa Ana, Calif.. 
turned their participation in an 
Armistice Day celebration into the 


most important feature of the event. 


AN you imagine a promotion which would over- 

shadow the giving away of a brand-new 1947 auto- 
mobile? In these days of hard-to-get-cars it seems 
improbable. But it happened in Santa Ana, Calif., and 
a jeweler can take the credit for the whole thing. 

The Veterans of Foreign Wars Post in Santa Ana 
had conceived, a few months ago, the idea of a gigantic 
Armistice Day celebration which would include a parade, 
a football game, a grand ball in the evening, and a 
drawing for a new De Soto sedan. However, the pro- 
gram seemed somehow incomplete so, while ordering 
trophies for the football game from Rogers Jewelers, 
the committee in charge asked Theodore Glick if his 
store would sponsor a contest of some sort to find an 
“Armistice Day Queen.” 

Naturally, Mr. Glick agreed—and immediately went 
into a huddle with his store manager, Harry Layten, 
in order to iron out the details. After a bit of plan- 
ning and blueprint drawing, the pair came up with the 
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This photo of Mardell 
Caster won her the award 
as "Miss Armistice Day." 


rules and regulations of the contest, and secured the 
assistance of other retailers and merchants in the city. 

Basically, the idea was simple. Queries were sent 
to a large number of local firms asking if they would 
consider cooperating in the contest, both by handing 
out ballots for the “Queen” and, also, by paying a share 
of advertising costs. Virtually every merchant ap- 
proached showed enthusiasm. Thus the ball was started 
rolling. 

First of all, full-page advertisements were placed in 

(Please turn to page 281) 
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- MANUFACTURERS SINCE 1902 
O. J. SOMERS CO. — Diamond Importers 
42°WEST 48th STREET NEW YORK 19, N.. Y. 
707 S. BROADWAY, LOS ANGELES, CALIFORNIA 
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in the seareh for strategie 





material, the war opened up 





many formerly inaccessible 










spots. One of these is the 
mica-rich Cruzeiro, location 
of one of the world’s riches; 


deposits of tourmalines. 


Formerly worked only by the “garim- 
peiro'’ — the freelance miners — the 
war brought the latest mining tools 
to this desolate and remote section. 





Tourmaline: 


Sar STS = 


From Cruzeiro to Fifth Avenue 


~ TE, Raw Os. Peer Se oe te ee. 


Tourmaline: a complex aluminum borosilicate; 
| Hardness = 7; Specific Gravity = 3.1; Color, green- 
| ish-blue to green: leaf-green to brownish; pink; 
Major occurrence: Brazil. 









O reads the descriptive table of gems, treating of 
tourmalines. The studies of semi-precious stones 
tell us further that the varieties of tourmalines are many 
and attractive in color. Many centuries ago, the delicate 
tints of the tourmaline were seen and liked by the 
Chinese lapidaries, who carved magnificent pendants 
from the green or pink stones. 
| No other gem, the treatises on precious stones tell us 
| further, presents stones in so many colors from a single 
| locality, as does the tourmaline. This, too, I can vouch 
for, since from just our own group of mines, deep in 
the state of Minas Geraes in Brazil, come the indigo 
gems, of deep blue color, the “‘indicolite”; the bottle- 
green, slightly tinged with blue, that led to their being 
called “Brazilian emeralds”; the ‘“‘rubellite,” solid- 
colored pink crystals; and finally the strange parti- 
. - colored prisms, with centers of pink, rimmed with white, 
then edged with green. . 
Yet perhaps even more striking is the dramatic con- 
trast between the luxurious suavity of the fine jewelry 




































"Main street’ of Cruzeiro (above) which 
includes a few dozen huts, a few stores, 
a jail, and not the least, a night club. 
Below is entrance to one of the mines. 
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ip ESTABLISH ED | 8 6 6 
IMPORTERS AND CUTTERS OF 
608 FIFTH AVENUE 
NEW YORK 20, N. Y. : 
Cutting Works: | London 
64 West 48th Street 32/34 Holborn Viaduct 
Em erald Cat and Marquise 
STAR SAPPHIRES 4 Swe 
RUBIES - STAR RUBIES + SAPPHIRES 





CAT'S EYES - EMERALDS + PEARLS 


We have a large stock of Precious Stones mounted and 
unmounted from which to make your selection. Let us co 


“operate with you on your special calls. 
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stores where these gems finally reach the public, and the 
wild and primitive country where they are found. 


To show that contrast, let me tell you about my last 
trip to Cruzeiro, the mountain of mica that also pro- 
duces most of the tourmalines of Brazil. I made the trip 
with my partners, Eduardo d’Azevedo and Ovidio 
Ferreira Candido of the Empresa Cosmopolitana, which 
owns the mines. 

We left Rio, by jeep, via the dirt road that will some 
day be a part of the Panamerican Highway (it already 
is on the maps). Starting at six in the morning, and driv- 
ing up the magnificent mountains that rim the state of 
Mina Geraes—“‘mines in general’”—through the alternat- 
ing jungle and little farms, finally, covered with dust, 
exhausted, at midnight we pulled into Governador Valla- 
dares. Valladares is pretty close to what a frontier town 
in Montana must have been 80 or 100 years ago—shacks, 
bars, wide, dusty unpaved streets. 


We stayed over in Valladares a day—checking the op- 
erations of our mica-trimming shop (mica is our main 
business in the area). Early the next day we set out, 
still headed north, and 17 hours later, we arrived at 
Cruzeiro. During the trip, we had passed through dense 


Heavy rainfall makes a morass of the roads 
which 4-wheel drive trucks find impassable. 


Things are not exactly on an 
even keel in Cruzeiro as can 
be seen from this view of the 
“city” which is perched pre. 
cariously on edge of mountain. 


_ by PHILIP LICHTENBERG 


Formerly reached only by burros, the roads today 
are not exactly designed for modern motor travel, 
even for sturdy ex-army cars such as this vehicle. 


jungles, over wide rivers—through areas that, four short 
years ago, were as little traveled or known as the head- 
waters of the Congo. 


Yet this particular trip was a relatively easy one, in 
the light of what is sometimes encountered. Even though 
the burro trails of a few years ago have now been 
widened into roads—of a sort, though no automobiles 
less rugged than a jeep could probably navigate them— 
there are times when any travel is completely impossible. 
Let one of the frequent heavy rainfalls occur and little 
streams turn into foaming hell-bent torrents; bridges go 
out like tissue paper; and the “roads” become bottom- 

(Please turn to page 310) 
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Loeal History 


Interest High 


Specimens of the Roberts series 
giving local history in a highly 
interesting form. Kids love it. 


OW many kids: read newspaper advertisements? 
The answer. is “precious few,” apparently, 

unless one considers. ads for toys and insertions herald- 
ing the arrival of new demoniac gadgets. such as rocket 
guns and portable atomic bombs for home use. Other 
types of advertising leave juveniles absolutely cold. 

And that, of course, goes for jewelers advertising 
particularly. The small fry become terribly bored with 
the pictures of watches and necklaces, and pass them by 
quickly en route to the comics page. No interest there 
for Junior! 

That is not the situation in Pittsburgh, however. On 
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John M. Roberts & Son Co., Pittsburgh, 
evolved a series whieh interests 
everyone sinee it tells the history 


of cach of the Pennsylvania counties. 


by JAMES M. YOUNG, JR. 


the contrary, when the Sunday papers are delivered the 
moppets head first for the ads of John M. Roberts & Son 
Co., leaving “Superman” and “Buck Rogers” for later. 
What is the secret? Simple. Local history in story-book 
form. 

The Roberts firm didn’t start their series of historical 
sketches with the youngsters in mind—it just happened 
that the kiddies liked the idea. The firm merely decided 
that institutional advertising was superior to straight 
price-tag insertions, and built the idea around this belief. 

Convinced that institutional advertising sells more 
jewelry than the straight merchandise type of ad since 
95 per cent of people buy from a jeweler because of the 
age and integrity of the firm, rather than advertised 
prices, Roberts’ advertising men concocted the series 
(Please turn to -page 311) 
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Vr. HW. W. Mackenzie 


OUTSTANDING JEWELER 
DISTINGUISHED CITIZEN 
NEWARK, OH 1 O 





We salute Mr. Mackenzie better known as 
“Mac” to his many friends who are legion. 
Although fishing is his main diversion while 
away from his store, Mac says he wouldn't 
trade the pleasure he receives in showing 
MAGIC CIRCLE diamonds to customers for 
the finest catch he ever made. Held in high 
esteem by Newarkites and neighboring cities, 
The Diamond Store, as Mac calls his jewelry 
headquarters, has grown to such popularity 
because of the high quality of merchandise as 
is best typified in his exclusive franchise for 
Magic Circle diamonds. We are proud to have 
Mac as a member of the Magic Circle family. 
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Class Struggle Isn’t the Answer 





A union leader, in a letter to his membership, advances an 


intelligent and, in some ways revolutionary point of view 


concerning the problems faced by both management and labor. 


Editor's Note: The following letter, written by the 
president of the American Watch Worker’s Union was 
sent to all members, then published in the current (De- 
cember) issue of The Reader’s Digest. 

Because it seems to us to be one of the most intelligent 
and fairminded statements ever to be advanced by a 
labor leader, and because that leader heads an important 
union in the jewelry field, we consider it worthy of pub- 
lication here. 


EAR Fellow Members: 

This is going to be tough. Some of you may get 
sore. But I’m a “labor leader.” And what sort of 
‘leader’ would I be if I didn’t tell you what I see ahead? 
So here it comes, straight: 

Now's the time when you’ve got to work with every- 
thing you have. You've got to produce and produce and 
produce. So must all other American union workers. 
We've been pushing our wages up and up and up. Fine. 
But if we put our wages up on stilts and:don’t lift our 
production up to the level of the stilts, it won’t be long 
before the whole country goes from the stilts to the skids. 

Capital and management can absorb wages up to a 
point and still reduce costs, reduce prices, increase sales 
and spread prosperity. But now we’ve raised wages to 
where capital and management can’t do it alone. Now 
comes the biggest moment in the history of American 
labor. Now the unions have got to help capital and man- 
agement carry the load of more goods, more servces and 
more welfare for the American people. 

Look at our gains in all three companies in our indus- 
try. Since 1941 we have had large increases in wages 
at Hamilton, Elgin and Waltham. And we've had no 
strikes. You’ve had other gains, too: paid holidays, paid 
vacations, sickness and accident benefits, pensions, better- 
aired and better-lighted workrooms—all adding up to 
higher costs for your employers. 

Are we now going to be unfair to our employers? Or 
are we going to show some sense? Not for their sake, but 
for our own? Because, listen: 

Sales make wages. Production makes sales, and low- 
cost low-price production makes more sales. In the last 
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by WALTER W. CENERAZZO 


year our employers have put out more money on payrolls 
and tools than they have taken in out of sales. In the 
last 20 years their average profit per watch has been less 
than a dollar. Profits are necessary. Only out of profits 
can our employers give us better tools for better produc- 
tion, out of which we can get our cut in bigger wages. 

We’ve got to help our employers make good profits. 

Some guys will yell: “So you’re ‘company-minded. 
Sure, I’m “company-minded.” I’m “‘union-minded” too. 
A man who is only ‘“company-minded” and who cant 
see the union except as something to fight is a class- 
struggle man; a man who is only “union-minded” and 
who can’t see the company except as something to 
plunder is a class-struggle man. To prevent the class- 
struggle from wrecking the country, America must be 
‘“union-minded” and “company-minded”’ both. 

I think management has only a half-mind and labor 
has only a half-mind till they come together to make one 
complete American mind. With its half-mind manage- 
ment gives us new machines and smart new methods. But 
then it will often act as if it loved machines and methods 
and hated people. It will see some little guy piling up a 
bit of extra money because of his piece rate on a few, 
faster machine, and it will cut the rate back till he’s right 
where he was before, with not one new cent for his 
family. 

So he gets wise; next time he sees a new machine he 
won't make it do its best. That kind of showdown has 
cost America billions of dollars in new wealth and wel- 
fare. And management can blame itself for that. 

But now comes the other half-mind, the union. Its 
first job is to increase take-home pay. We’ve done it. But 
then a union can go crazy. It can try to resist new ma- 
chines and new methods. Or it can have sense. Our union 
has had sense. 

One of our recent contracts says that the company 
“recognizes that ‘its employees shall be compensated at 
as high a wage level as the company’s financial condition 
permits.” But it says also that “in order to be kept 

(Please turn to page 287) 
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—__— Who wants to be 
a piano mover? 


It’s not easy to juggle a piano. You can demon- 


strate this fact to your own satisfaction any 


time you care to try it. 


Juggling a heavy diamond inventory is much 
more troublesome. It has brought many a sigh 
from every jeweler who ever tried staggering 


under the load. 


Smart jewelers use brains instead of brawn. 


They buy their diamonds under the Schless- 


alls Harwood System. They buy only the rings they 
the need — in straight sizes only — at rock-bottom 
ess 

Ft prices. 


c- 


Try the Schless-Harwood System yourself. You 
save on insurance costs, interest charges, and 


” time and money ordinarily spent in shopping 
s- and assorting. You release your capital for 
nd 
to 


'S- 


more profitable use. 





. Satisfaction is unconditionally guaranteed on 
or every delivery made under the Schless-Harwood 
se System. Surely, that should be sufficient to per- 
f suade you to try it. Write today for complete 
s information and take a load off your shoulders. 
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Suburban Branch 


Is Firm's Way of 





Deecentralizing 


Parking’s a sore problem in New | 
Orleans now. but it will be worse 

when the new €ars start arriving. 
White Bros. have wisely opened a 


suburban braneh store now. 





— USINESS areas are decentralizing. Because of 
this, weve found it necessary to go to the 
customer— instead of his coming to us.”’ These are the 
words of Benjamin White, of White Bros. Jewelry Co. 
in New Orleans. 

Mr. White believes that the automobile has done more 
to cause the decentralization of the big city trade areas 
than any other single factor. “I know for a fact that 
many of our good customers feel forced to deal with 
other, more conveniently located jewelers because they 
are unable to find parking space near our store.” said 
Mr. White. “And when the distribution of automobiles 
reaches its peak—it will be next to impossible to get 
near us. 
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by ELROY F. PERRIEN 


The diamond room at the new 
Gentilly branch store opened by 
White Bros., combines efficiency 
with good looks. Below—News- 
paper advertisements announcing 
the new Gentilly store emphasized 
existence of ample parking space. 
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Working particularly with the de-centralization of 
trade areas idea, along with the fact that they had been 
planning to open another store for many years, White 
Bros., which has enjoyed nearly fifty years of success in 
jewelry, is opening a new, and completely modern jewel- 
ry and gift store in Gentilly—one of the most promising 
suburban sections of the city. One of the city’s largest 
department store is inaugurating a branch store in the 
same area, along with the opening of a Gentilly Branch 
Bank. New homes are constantly being built in the vicin- 
ity. “The Gentilly section was chosen as the site for our 
new store for these reasons, and because many of our 
old customers live in this suburb,” explained Benjamin 
White. (Please turn to next page) 
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FULL COLOR ADS 
IN LEADING NATIONAL 
MAGAZINES 


BONDED DIAMOND RINGS 


Each brilliant Cardinal Diamond Ring is bonded to meet exacting 
standards of quality and value... to create customer 
confidence and sales. To promote this unique selling idea... 
an actual bond given at the time of purchase... Cardinal Bonded 


Plus These Additional 
Tulelse lila amaclivel dreds 
Features 

* Window Displays 


+ Counter Displays 
+ Newspaper Ads Diamond wedding and engagement rings are continuously 


* Dealer Ads promoted in dramatic full-color ads in leading national magazines, 
plus a full schedule of powerful merchandising and 


* Radio Spot 


Announcements promotional features. Write today for information. 


CARDINAL DIAMOND SYNDICATE 


BAUMAN-MASSA JEWELRY COMPANY ty E. BASTHEIM COMPANY ty M. B. BARKAN COMPANY 
St. Louis, Mo. Los Angeles, Calif. Milwaukee, Wisc. 
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White Bros.’ silverware section 
is set in a cozy corner of the 
store, making for intimate and 
friendly selection. China and 
glassware are also displayed in 
this section, since all three items 
are featured for settings. 








Counters in the suburban branch 
of White Bros. are staggered in 
order to give a casual, informal 
air. Emphasis is laid on being 
friendly and neighborly in con- 
trast to ‘big-city’ atmosphere 
found in the metropolitan stores. 





White Bros. plans to incorporate many successful silverware, while others show watches, costume jewelry, 
proven business policies with some comparatively new bracelets, etc. ‘““We’ve found that several small com- 
ideas of display and store design in the suburban shop. partments, each filled with a different line, are a lot 
The new store’s main drawing card will be that it will . (Please turn to page 313) 


stock all the lines of jewelry and gifts that are available 
at the parent store on Canal St., and will offer all the 
services of the parent store plus which, it will provide : 
customers with ample parking space. | sg ems ses sa, oan set sm wn SO sa cme RR sm 
R. J. Tabbory, an old employee of White Bros., will oe ee eee 
be the manager of the new shop, which is designed to 
extend a friendly, neighborly atmosphere. Carpeted 
floors, in place of the conventional tile or linoleum, give 
it a homelike atmosphere. Air conditioning, a “must” 
in any store located down south, will bring comfort to 
perspiring customers in the summer, and relief from 
the cold and dampness of New Orleans in the winter. 
Staggered counters, without aisles, designed to take the 
coldly business atmosphere from the store, will be used 
in the new branch. 











Benjamin White long ago realized the advantages of 
a carefully dressed window display. ‘Most window shop- 














pers judge a store by its display—and we have always Exterior 
endeavored to make ours as attractive as possible,” said of po 
Mr. White. The store has recently adopted a new win- yore ; 
dow dressing scheme. Each of the two front windows is store 

divided into six compartments, in each of which a dif- — 
ferent line is featured. For example, one space con- White 

tains nothing but diamond jewelry; another is filled with company. 
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YOUR STONE SETTER 
IS OUR BEST SALESMAN 





TRUBLAK 


TRADE MARK 
OF 


THE FINEST GENUINE 
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--- YOU CAN BUY THE BEST 











TRUBLAK onyx ringstones, regardless of price. are the cheapest 


OE EEE es 


stones to use. Your stone setter can set them faster because of their 


remarkably accurate fit and unsurpassed finish. He can make more 





money for himsell and finish more rings for you. 


Remember, in any stone-set ring, it is the stone which first attracts 
the customer. There are many inferior stones being offered costing 
afew cents less than the finest stones that have been produced any- 


where. al any time. 


TRUBLAK black onvx ringstones are again available, in either 
bull top or Hat top, in single bevel or double bevel, as desired. 


SOLD EXCLUSIVELY TO THE MANUFACTURING JEWELER 


Pik 
ADOLF MELLER 





387 CHARLES STRESS? > 2 « PROVIDENCE 4: RAOGE tA 2 


America’s first and foremost manufacturers of Genuine Onyx and Synthetic Ringstones 
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Perfumes Build Sales 
In Stores Other Lines 


John J. Naughter. Albany. N. Y.. jeweler, | 
\ 

believes today’s jewelry customers are 

more partial to the store that offers 


them a wide seleetion of merehandise. 


IVERSITY of merchandise in the jewelry store, 


as well as in department stores, is what people 
are looking for nowadays, according to John J. Naughter. 
Albany, N. Y., jeweler at 8 James Street. The success 
of the latest department to be opened at the Naughter 
store—perfumes and cosmetics—is evidence of the cor- 
rectness of his belief. 

Mr. Naughter moved his wares from a smaller store 
in the Ten Eyck building six months ago, so that he 
could have more floor space for enlarged and _ better 
stocked departments, not only in jewelry, but in crystal- 
ware, giftware, pottery—and particularly to put into 
execution his idea for a brand new department in per- 
fumes and cosmetics. The store also now houses a greatly 
enlarged repair and manufacturing department. 

The layout is approximately square, thus affording 
excellent possibilities for display not only along the four 


walls but in the center of the store as well. It is this 








All the well known name brands of 
perfumes and cosmetics are stocked 
by Naughter's. The department 
occupies the center of the store. 


by THOMAS GASKELL 


Perfumes and cosmetics are 
promoted either separately 
or with jewelry in papers. 
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latter space—the most prominent in the whole store— 
that has been assigned to the sale and display of per- 
fumes and cosmetics. 

Mr. Naughter is convinced that perfumes and cos- 
metics are among the most attention-arresting merchan- 
dise the store has ever stocked, and therefore not only 
features them with a prominent spot inside the store, 
but also has allotted one of his display windows to the 
display of this merchandise every day in the year. 

Promotion in perfumes consists of window display, 
newspaper advertising, either jointly with jewelry or 
alone, distribution-of perfumed blotters and folders, in- 
terior display, coupled with the use of such novelties as 
tester atomizers and other counter attractions. 

The Naughter store window invitation consists of a 
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a $12,000 diamond ring inventory for about $1,400 


At last, here is the diamond merchandising plan all jewelers have been waiting for. And 


here is how it works: The Ideal Merchandiser contains 4 Ideal Pair rings, each with a 
different size diamond, plus 18 different semi-mounted sets without the solitaire . . . This 
permits you to offer a selection of 88 possible combinations, representing an inventory 
value of over $12,000. Your customers can choose not only the ring style but the diamond 
size as well . . . All you have to do is phone, write or wire us the style number, the ring size 
and the diamond size and we'll air mail you within 48 hours the completely mounted Ideal 
Pair . . . You tie up only a small initial investment . . . you take no risk on the market price 
of diamonds . . . you pay only the current price . . . your larger selection permits a more 


rapid turnover . . . and your small diamond ring investment actually enables you to increase 


- your working capital! . . . This outstanding plan is made possible only by our intimate 


knowledge of diamond cutting. For six generations the world’s finest stores have been 
purchasers of Blits-cut diamonds. Now for the first time they are available in popular 
price settings. You can order either the Ideal Merchandiser or Ideal Pair rings separately. 
Yes, indeed this is a diamond merchandising plan every jeweler has been waiting for. 


Be sure to write today! . . . Blits Manufacturing Co., Inc., 64 West 48th St., New York 19. 
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Naughter does not believe in com- 
bining perfumes with jewelry in his 
displays but devotes one window in 
entrance to its exclusive promotion. 


separate display, fine and well chosen, in the entrance 
windows of the stores, which are situated between the 
outer entrance and the inner store door. This affords 
room for a beautiful selection of choice brands in a 
large display, aptly set off with handsome containers 
and appurtenances which the manufacturers and dis- 
tributors are careful to select. 

The modern trend is to display relatively few pieces 
of such special merchandise as perfumes, to cut down 
window inventory, but mainly to direct customer atten- 
tion, through clever arrangement, to the special articles 
a jeweler or perfumer wants most to sell. Jewelry win- 
dows are natural magnets. Most women and many men 
cannot pass them without pausing for a look-see at the 
glitter.and shine. 





























This applies naturally to a main front window, which 
Mr. Naughter uses most advantageously to attract cus- 
tomer attention with a resplendent and beautifully de- 
signed display of diamonds, diamond rings and diamond 
jewelry. This is the Naughter store’s chief attraction 
for passersby, and naturally leads them to the other 
lesser displays in which perfumes and cosmetics have 
an important part. ° 

Selling perfumes and cosmetics by retail jewelers has 
proven highly profitable and well worthwhile, according 
to jewelers all over the country, as well as according to 
the Naughter pronouncement. Many dealers report that 
perfumes and cosmetics have given them not only the 
additional volume of the sale of these goods, but have 
(Please turn to page 3138) 


The repair and bookkeeping depart- 
ments are located at rear of store. 
Woodwork of cases is solid walnut. 
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Diamonds of breath-taking beauty, a wide 
range of exquisite modern designs . . . powerful national 
advertising guiding the nation’s jewel buyers to the doors 
of Treasureland dealers everywhere—advantages that spell 
successful diamond merchandising for the progressive 
jeweler who features Treasureland Registered Diamond 
Rings. 

Commanding consumer confidence, a Treasureland certifi- 
cate of Guarantee assuring excellence of color, cutting and 
design is given with the sale of every ring. Treasureland 


Diamond Rings are sold according to actual weight, and 
each ring carries an attractive tag on which the exact 
weight of the center diamond, ring number and suggested 
retail price are clearly shown. The number of each ring 
is registered permanently with the Treasureland Ring 
Company, assuring maximum protection in the event of 
loss or theft. 

For the invaluable prestige gained through customer satis- 
faction, as well as accelerated volume and profits, we sug- 
gest your early consideration of the Treasureland line. 
Write for details on exclusive dealership in your community. 


reasureland RING COMPANY 
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ASSOCIATION HEADS ENDORSE Jic 


(From paye 197) 


ance. When they elected Cecil Kaufman, chairman, they 
got the man that is needed. It will be a real satisfaction 
to men in the industry who do not know Mr. Kaufman 
to see him in action. He talks straight, thinks straight 
and motivates the decisions of the board without delay, 

But this work is not a one-man job, and it’s not a 
twenty-six man job. Every one of us in the jewelry busi- 
ness has an important stake in the continued success of 
this publicity program. It is the biggest thing we have 
ever undertaken on an industry basis. It has progressed 
to a point where there is no longer any question of initiat- 
ing action. It has a tremendous potential for accom- 
plishment. But its measure of success depends on each one 
of us whether we are retailers, manufacturers, importers 
or wholesalers. Each of us has a twofold responsibility— 
first, to support the program with our enthusiastic inter- 
est; second, to support the program with our fair share 
of the budget needed to accomplish the job. | 

The industry is not asking us to be good fellows and 
throw a few chips in the pot. It is not asking us to make 
a silver offering for a praiseworthy charity. It is asking 
us to recognize that we have been feasting on milk and 
honey that came easy, and that we are faced with a 
serious competitive battle for consumer dollars in the 
period immediately ahead. This is no time to look for a 
free ride or to put on knee pants and ask for half fare. 
The industry is asking us to look where we are, and ask 
ourselves where we are going. We are asked to invest a 
fair portion of our earnings in business insurance. 

I believe I am speaking for the entire wholesale jew- 
elry business when I say that the jewelry distributors 
recognize the imperative need for this program, and that 
they will give their complete support in money and in 
work to the Jewelry Industry Council. Take a look at 
the long list of wholesalers who have already pledged 
and you will see full evidence of this statement. 114 out 
of the total membership of 177 of the National Whole- 
sale Jewelers’ Association are already on the JIC Honor 
Roll. NWJA hopes to be the first industry organization 
to go over the goal 100%, and we are well on the way. 
Your wholesaler will not let you down, and he will never 


let the industry down. 


EXECUTIVE COMMITTEE MEETS 

A meeting of the Executive Committee of the Jewelry 
Industry Council was held at the rooms of the 24 Karat 
Club of New York on October 30, at which a budget was 
adopted to provide for the execution of the various proj- 
ects approved by the Board of Directors at its meeting 
on October 7 and 8 (JC-K for November, pages 215, 
344, 346, 348, 350, 368H ). 

The committee engaged Albert E. Haase as executive 
director, effective November 1 and he has resigned as of 
that date from the Institute of Public Relations in order 
to devote his full time from now on to the work of the 
Jewelry Industry Council. 

Mr. Haase has been with the Institute for the past two 
years, during which time he has directed the over-all re- 
search plans for the jewelry industry promotional pro- 
gram and is, therefore, thoroughly familiar with all 
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s up to the present time. He is also an ex- 
1 competent public relations man, having 
heen managing director of the Association of National 
Advertisers, prior to his connection with the Institute of 
Public Relations. Before that he was associate editor 
of Printers’ Ink. He is the author of numerous studies 


n sales, advertising and public relations covering a num- 
Ol o« I « : 


development 
perienced anc 


ber of industries and has acted as consultant to various 
companies in different industries on such problems. He 
‘; the author of such books as “The Advertising Appro- 
priation” which deals with basic methods of determining 
advertising expenditures and is co-author of “The Adver- 
tising Agency, 4 book dealing with the operating policies 
and functions of advertising agencies. He is also the 
author of a study on “Advertising Agency Compensation” 
and co-author of a study on “Window Display Advertis- 
ing and Market Coverage.” He was one of a small group 
which pioneered in the efforts to develop yardsticks for 
measuring the effectiveness of various advertising media 
—_an effort which led to the formation of the Advertising 
Research Foundation. Marketing and promotional work 
is therefore familiar ground to Mr. Haase. 

It was also decided by the Executive Committee to 
continue at least for the present the services of the In- 
stitute of Public Relations which have been handling the 
eround work of the campaign and are thoroughly familiar 
with the situation, so that there would be no lost time or 
motion in getting the various projects into execution as 
might be the case if another organization which would 
have to begin all over again, were to enter into the pic- 
ture at this time. Actual examples of the new activities 
will soon be in evidence and start to make themselves felt. 





A NEW YEAR'S MOOD FOR YOUR WINDOWS 
(From page 199) 

pends to a great extent on the selection of the table- 
wares needed for serving the refreshments.’ Close at 
hand were a tea wagon and hospitality wheel, upon 
which were many items for the serving of food. 

LeRoys, Los Angeles, was another firm that stressed 
preparedness for the New Year’s party, their window 
featuring silver being especially attractive. On the wall 
were silver salvers, and from the ceiling hung a shower 
of serpentines. Silver coffee and tea services on silver 
trays were the feature of the display. Another window, 
likewise gay with serpentines and confetti, showed jew- 
elled bracelets, ‘slipper buckles, hair ornaments, and 
pendants—most of them set in yellow gold. A card 
suggested “Be glamorous for your New Year’s Party.” 

One of the cleverest New Year ads of the season was 
that of a Los Angeles jeweler, which appeared in the 
Shopping News. It was headed “Count Your Silver,” 
and then went on to say, “If you’re holding open house 
this holiday season, count your silver before the guests 
arrive. No, that isn’t a misprint. We’re just reminding 
you that it takes a lot of silver and.china, and especially 
glasses, to be a good hostess. We have just the glasses 
for serving everything from milk to champagne. We 
have numbered glasses for those guests who can’t re- 
member which drink is theirs, and pastel glasses, and 
gold leaf glasses, and the most translucent cranberry 
glasses we’ve seen for ages. And if you re going to invite 
a few friends to listen in with you to some of the big 
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football games on New Year's Eve afternoon, why not 
serve a lunch of pretzels and beer—out of our clever 
glass mugs. They’re just $2, and would make an ideal 
gift for your New Year’s host and hostess. ” 

Corrigan, jeweler, Houston, Texas, set forth a 
sparkling window. The background was blue, spangled 
with silver stars, with draped back curtains of red vel- 
vet. On a silver salver was a large silver punch bowl 
and a set of cups, shakers, and several silver liquor sets. 

A cluster of gay balloons hung from the ceiling and 
serpentines were scattered over the floor. Another win- 
dow featured Castleton china, and silver candelabra. 
Anything in motion always attracts, so a third display 
showed a couple of mechanical dancing dolls, 12 inches 
high. A card advised “Exciting Accessories for Your 
New Year’s Party.” Among the items displayed were 
mesh bags, vanity cases, compacts, rings, bracelets, cos- 
tume jewelry, hair ornaments, earrings and pendants. 
Just inside the door, with a spot light thrown on it after 
all the other store lights were extinguished, was a table 
set with crystal and sterling silver, which attracted the 
attention of all late passersby. 


































































































FROM TRAVELING MAN TO SUCCESSFUL JEWELER 
(From page 201) 




















thing. During the war a lot of people drifted in a 

“‘customer-be-damned”’ attitude. It was a sellers’ market, 

wasn’t it? The customers could take it and like it! 
But not Guy. “In 20 years on the road,” he says, “I 


learned that courtesy isn’t Just a Boy Scout slogan, It’s 
a practical business asset, and one [| insist upon above 
almost everything. ” 

Courtesy, then, is the foundation upon which the 
Rogers establishment is based. Guy has selected his 
nine sales people and repairman with that in mind. He 
pays them the highest salaries they can obtain any. 
where in town, plus a commission on sales. He provides 
generous vacations with pay, and last Christmas he 
presented each employee with a handsome gift. 

There is no labor trouble in the Rogers shop. Instead 
of watching the clock, his staff cheerfully works over- 
time if necessary. If there is an unexpected job to be 
done, in addition to their regular work, they tackle jt 
with zeal instead of sulky unwillingness. 

The customers, of course, reap the benefit of this 
shrewd personnel program. ‘They remember the clerks 
as friendly interested human beings, not simply bored 
automatons—and they like it. 

Guy’s policy on repair claims (and it has proved an 
excellent one) is to cooperate to the fullest extent, 
“Some of the material we’ve had to sell during the war 
just wasn’t up to snuff,’ he says. “So when anyone 
comes in with a legitimate claim we don’t argue with 
them for a second. We inspect the item quickly and 
replace it. And when folks leave the store they are 
100 per cent satisfied. Their word-of-mouth advertis- 
ing means more to us than a double-page news spread.” 

Mr. Rogers doesn’t let it rest there, however. Twenty 
years on the road has given him a true concept of the 
value of promotion. His promotion is continuous, orig- 
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__without being the least bit cheap or 
flashy. He has given away 15 wall clocks to popular 

harmacies, grocery stores and other business houses 
sari people come who may want to know what time it 
is.” The clock idea has clicked so well that it has been 
necessary to order 15 more wall clocks to fill the demand 
om the local Yacht Club, tlie Sheraton Plaza hotel and 


inal and bold 


fr 


similar places. | 
Recently a pretty girl came to town with an idea 


known as “The Welcome Wagon.” The girl called on 
Guy and told him that she intended to drive around 
giving away things to newborn babies, brides-to-be, and 
people who had just moved in from another part of 
the country. She thought it would be nice if Mr. Rogers 
would give the brides and the babies some little memento 
of his store, pointing out that the brides and the babies’ 
parents would be very likely to keep right on buying 
thereafter. After careful consideration (including a 
check-up into the effectiveness of Welcome Wagons else- 
where) Mr. Rogers decided the young lady was right. 
He subscribed to the service and it has been a good 
investment. 

Last June, when the Dixie States Stock Car Races 
were held on Daytona’s sands, Mr. Rogers gave away 
a watch to the winner. Twenty thousand people were 
there. Eight times during the afternoon, the public 
address system told them about the watch. After the 
races a photographer snapped a picture of the watch 
being fastened to the wrist of Roy Hall of Atlanta. 
Everyone left, feeling, at least subconsciously, that this 
Guy Rogers must be a pretty nice fellow. They also 


knew where they could buy fine silverware and jewelry 
if they ever needed any. 

On the fourth of July there was a big beauty contest 
in Daytona Beach to crown “Miss Dixie.” Thirty-four 
lovely girls from all over the south were in it. Mr. 
Rogers’ entry, Miss Lorraine Robinson, was in it too. 
She was one of the six finalists and the next day her 
picture appeared in Mr. Rogers’ display window wear- 
ing one of the charm bracelets which Mr. Rogers had 
given to each of the entries. The presentation of these 
small gifts received much favorable newspaper publicity 
and was announced several times over the PA system 
during the afternoon. About 15,000 people heard 
about it. 

Guy doesn’t miss a trick. He has advertising cards 
inside all local buses; he dictates friendly little notes 
to every customer after a sale, and he keeps in close touch 
with his friends. Once upon a time, when Guy was a young 
fellow, he played professional baseball in Atlanta. He 
hasn’t forgotten his cronies of those days. He has a big 
sign in the local ball park and makes frequent trips to 
Atlanta to hobnob with baseball managers, writers, off- 
cials and players. Last year he furnished 72 watches 
and 20 special rings to the people associated with the 
league-leading Atlanta club—not a bad sale. This year 
he has an order for the same number of items for the 
All-Star team of the Southern League. A few months 
ago, at a party in Atlanta, Mr. Rogers was one of a 
quartette composed of Governor Ellis Arnall, Happy 
Chandler and Kiki Cuyler. He sings a rich baritone 
besides swinging a hefty ball bat and selling jewelry. 
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Any Diamond ... 
Speedy on-approval Service 


Weinberg Diamond Company, Inc. 
Dept. CK, 580 Fifth Ave. 
New York 19, N. Y. 
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Guy has a number of prominent friends, among them 
Miss Bette Davis, the motion picture star, who sent 
him a telegram on the day of his opening wishing him 
success. Miss Davis, incidentally, bought her current 
wedding ring from Guy Rogers in Daytona Beach—sent 
all the way from Hollywood for it. Six-foot-eight-inch 
Governor Jim Folsom of Alabama called at the Rogers 
store while has was in Daytona Beach, and Helen Jep- 
son, the singer, is a customer of his. 

Besides having a fine personality and believing in 
extensive advertising, Mr. Rogers is a calm and thought- 
ful business man. He studies the trade papers religious- 
ly, looking for fresh ideas. The other day he read that 
some survey had revealed that 93 per cent of all cus- 
tomers window shop before they enter the store. 

“If it’s that important,’’ Guy says, “I’ll have to rush 
through that new show window I’ve been planning.” 

He showed me the drawings. He’s going to make the 
whole front of the store—pavement to roof—into a vast 
glass window. The displays will be in “shadow boxes” 
—streamlined cupboards inset into the glass itself. 

“Fifth Avenue stuff,’ Guy said proudly. “The first 
of its kind in Daytona Beach.” 

Getting started, Guy admits, was tough. He wanted 
to create a store with distinction at a time when estab- 
lished firms had been waiting for months for back- 
ordered equipment. He had looked Daytona Beach over 
carefully and decided that there was a definite place 
for. a fine store with top-quality merchandise. He gath- 
ered his crew of laborers together, teld them to clean 
out the junk in the photographic studio down to the last 


finishing nail and prepare it for some artistic decora- 
tion. Then he hopped a train for Montgomery, Ala. 
to call upon a showcase company. When Guy arrived 
he found the proprietor sitting in a back room working 
on an oil painting. The man looked up, and then, as 
Guy began to unfold his ideas about show cases, went 
back to his daubing. | 

‘Nope,’ he said finally, when the hopeful jeweler haq 
finished. “‘Can’t help you. Sorry. Got a year’s worth 
of orders on the books already.” 

So Guy sat down awhile and looked at the oil paint- 
ing. He didn’t praise it. He just looked, and after 
while the painter turned around and they began to chat. 
Mr. Rogers is a salesman. An hour later he walked out 
of that office with the promise of a complete set of blond 
prima vera showcases—in two months. Two months, 
in those hectic days, was lightning. 

The elated Mr. Rogers climbed aboard a plane to 
visit Philadelphia, New York and Boston, where he re- 
newed associations with the friends of 20 years in the 
jewelry business. There must be something in this 
courtesy idea because a few weeks later Guy was back 
in Daytona Beach with a briefcase full of promises to 
ship and an empty check book. At a time when estab- 
lished groups were fighting and begging for just any 
old thing, Mr. Rogers had lined up the cream of nation- 
ally-advertised products. 

Ninety days after ripping out the first dusty parti- 
tion, Guy V. Rogers and his wife were sitting in the 
new store tying price tags to merchandise which still 
had excelsior sticking to It from the shipping boxes. 
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The next day, Saturday, they received flowers—all 
kinds, shapes and colors—from interested friends and 
business associates. The flowers covered the floor, the 
counter and the shelves, and customers had to peek 
through a screen of petals and leaves to get a look at 
the merchandise. Mrs. Rogers called every one of the 
senders on the phone and thanked them—then she called 
the churches and donated the flowers for the Sunday 
services. It was a typical and characteristic gesture 
and does much to explain the success the store has had. 
The inside of the store is the kind of place which 
makes people straighten their tie or gaze surreptitiously 
to see if their slip is showing. It has class, and atmos- 
phere. It is definitely not the sort of place to encourage 


a person to haggle—and yet it is the sort of place you 


like to be in. The walls behind the silverware are deli- 
cate robin’s-egg blue. Glass displays are framed in egg- 
shell brown, and the leather goods are backed up by a 
splash of red. The entire center of the rear wall is a 
mirror, which makes the store seem twice as deep, and 
on either side of it are wide windows to the offiee and 
the repair shop. His merchandise is the best that can 
be had and is arranged with an eye to spaciousness and 
grace rather than being crowded and cluttered. The 
floor is carpeted from front door to rear wall in a thick, 
soft, gray-blue carpet and there is a large fan going on 
all hot days to keep things cool. The lighting is subdued 
fluorescent. 

Once open, Mr. Rogers really turned on the adver- 
tising heat. He flooded the local newspapers and radio 


stations with sales messages, took space in the news- 
papers in nearby New Smyrna and Sanford and deluged 
the whole area with direct mail. He joined the Chamber 
of Commerce, Rotary Club and Merchants’ Association 
and assumed a flock of civic duties. He acquired a mem- 
bership in Daytona’s exclusive and popular Bath and 
Tennis Club where he met the kind of people he liked 
—and the people he knew would eventually need fine 
silver. 

The first month, Guy sold so much merchandise he 
won't let me quote the figures. But he showed them to 
me, and they are almost unbelievable for a new business. 

Mr. Rogers keeps four repairman busy at all times 
and says he could employ twice that number if he had 
the space and equipment. His policy is primarily cash 
and his credit arrangements are gilt-edged. Of course, 
it is necessary for every store to have a certain amount 
of long-term credit business, and Mr. Rogers welcomes 
sound accounts. He does not, however, intend to get 
into instalment selling on a large scale, if at all, unless 
business conditions force him into it. He is doing very 
well as it is and would like to keep things pretty much 
as they are. 





JEWELER'S ADVERTISING LEADS CITY 
(From page 205) 


firm has its own advertising staff. However, most of 
the promotions originate in Jerry Wilson’s office (as 
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they did in his father’s before him), and all ideas ‘ 
his approval and that of other executives 
are published. 
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before they 


Use is made of a jewelry store mat service, byt Car 
is taken to make certain that pictures used from ; 
accurately portray the merchandise in stock. Manufae 


turers’ mats are also used whenever available, ang the 


firm has one employee whose responsibility it is to make 
certain that every manufacturer of a nationally-adyer. 
tised item receives tear sheets whenever his product jg 
promoted, regardless of whether or not the advertising 
was cooperatively financed. 


Because of the enormous success of its Syracuse neys. 
paper advertising, Wilson’s has branched into the chain 
field in a limited way. 

Since the papers in which the firm advertises are de. 
livered not only in Syracuse but, also, to suburban area, 
surrounding the city, Wilson’s found that it was building 
up a sizeable mail-order business. Also, since much of 
the merchandise was of the nationally-advertised sort, 
Wilson‘s was actually creating business for jewelers jp 
the suburban towns. In fact, some of them were wont 
to display Wilson’s ads in their windows, with the signa- 
ture removed. Sensing a profitable field outside of 
Syracuse, Wilson’s established branch shops in such 
centers as Eastwood, Auburn, Cortland and Rochester. 
Personnel operating these shops were trained in the main 
Syracuse store before taking over in the suburbs. 

The firm is never afraid to be sensational, unusual or 
even “corny” if the occasion demands and if the manage- 
ment feels that such treatment will produce sales. 


Since the great volume of Wilson’s business is done 
among working class customers, copy is conversational 
and uncomplicated — never cut-and-dried. Prices are 
always quoted both in newspaper ads and window dis- 
plays, and illustrations are large, detailed and accurate, 
showing exactly what is in stock. Although the adver- 
tising insertions admittedly have a highly promotional, 
Hollywood touch, they are, at the same time, honest and 
factual. If the merchandise is in any way defective, the 
fact is:stated in the ad. 

A typical Wilson costume jewelry ad was headed: 
“Whether you call it fashion jewelry . . . costume 
jewelry, or just plain ‘wolf bait’ you'll find just what 
you want to add sparkle to your costume and your per- 
sonality.” This was followed by the graphic presenta- 
tion of several specific items, each accompanied by their 
own specific copy. For example: “Fast-stepping Coro 
horses . . . they win every time, together with a pin or 
as two separate clips. Gold with rubies . . . rhinestones.” 

Sunday insertions, generally speaking, tend to be of 
a more institutional character than week-day advertise- 
ments. As a consequence, there is more white space, 
copy emphasizing the quality atmosphere of the store, 
prestige illustration and other matter not covered by 
straight merchandise promotion. 

One series of institutional ads for Wilson’s is run con- 
sistently on the comics pages of Syracuse newspapers. 
At first glance they do not appear to be advertisements 
at all, just cartoon drawings of the “he and she” variety. 
However, the “gag-line” beneath the cartoon is pointed 
in such a way as to reflect favorably on the Wilson 
establishment. 


THE J EWELERS’ CIRCULAR-KEYSTONE 








CCEive 
they 


t Care 
om jt 
nufac. 
hd the 
Make 
adver. 
uct jg 
tising 


news. 
chain 


e de- 
areas 
Iding 
h of 
Sort, 
rs in 
Wont 
gna- 
> of 
such 
ster, 
nain 


l or 
ge- 





Placing of ads in the local newspapers is only half 
of the Wilson promotional technique, however. It is 
an unbreakable rule that every member of the firm’s 
staff know the contents of every single ad perfectly since 
there is no quicker method of destroying customer con- 
dence than having a salesgirl turn to her neighbor and 
ask “Say! What was that bracelet we advertised yes- 
terday?” To make certain that nothing of this sort 
happens, there is a staff meeting every Friday morning, 
with service and office personnel attending as well as 
the sales force. All promotional plans are discussed at 
this meeting, courteous attention to customers is re-em- 
phasized, the arrival of new merchandise is announced, 
and any problems which have come up during the week 
are thrashed out. 

The most casual observer could not help but note that 
Wilson’s is advertising-minded, for its advertisements 
appear in both Syracuse dailies six times a week. Fre- 
quently insertions appear on as many as three pages in 
each issue. Several full page ads are run each week, 
there is a Wilson ad on the page continuing front-page 
news stories five times a week, and there is a color ad 
in the Sunday papers. 

The general advertising schedule for Wilson’s is 
planned for the year and then, three weeks before pub- 
lication, the type of merchandise to be featured is de- 
termined. The method of presentation is then selected, 
and it is decided just how many ads will appear, and 
what size they will be. At about the same time window 
displays are planned to tie in with the newspaper adver- 
tising, since Wilson’s believes strongly in the value of 


follow-up effort and does not consider a sale made until 
the merchandise is in the hands of the customer. 

As mentioned previously, latest available figures indi- 
cate that current advertising for the Wilson store is far 
in excess of 1945 lineage. Further, it is possible, at the 
rate the firm is going promotion-wise, that the store will 
lead the country in the jewelry store advertising field. 
Since Wilson’s have instituted efforts to maintain a wide 
margin of competitive dominance in the field, it has 
boosted jewelry store advertising in Syracuse to the 
point where it amounts to 9 per cent of the city’s retail 
advertising. (Country-wide jewelry store advertising 
averages but 3 per cent!) This leads Media Records, 
Inc., to assume that Syracuse retail jewelers capture a 
greater percentage of the total retail dollar than else- 
where. 

A capsule analysis of the story of Wilson’s of Syracuse 
has been made by the ANPA in the brochure devoted to 
the success story: ‘“Wilson’s never forgets its customers, 
nor permits customers to forget Wilson’s.” 





“PARKING TICKETS" MAKE FRIENDS FOR JEWELER 
(From page 207) 


Memphis, like many cities, has parking meters on the 
downtown streets, with a red signal that goes up when 
the permitted parking time runs out. Those who exceed 
this limit are fined $1. Perel & Lowenstein are cashing 
in on these parking meter restrictions in a big way. 
The cost in connection with it is slight compared to the 
avalanche of favorable publicity and good will that it 
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has brought. They now have on their Payroll a « 

a 
Flag Watcher” whose only duty is to amble through 
business section on the hunt for unwary motes 
have overstayed their parking limit and are about t 
tagged with a traffic ticket. 

The “Red Flag Watcher” in the case of p 
Lowenstein’s, is Mr. F. A. Wright. Incidentally th 
idea was Mr. Wright’s in the first place. It jg protected 
by patent and he sells the service to his employers. 

When Mr. Wright finds a motorist who is about to b 
tagged, he slips a nickel in the meter slot. This dies 
he then places a Perel & Lowenstein addressed pie: 
stamped postal card under the windshield wiper, The 
card reads: 

“Your time is up on your parking meter. To save 
you trouble and $1.00 fine we have deposited another 
coin for you.” 

It is signed “Good Will Department of Pere] g 
Lowenstein.” There is a further notation which says: 

“All we ask of you in return is to sign and mail this 
U. S. Postal card in the nearest mail box, so we cap 
put your name on our mailing list. It is already ad. 
dressed and the postage is paid.” 

Spaces for the name, address, and remarks are pro- 
vided at the bottom of the card. 

You can well believe that a person who has just been 
saved a $1 fine will be more than glad to cooperate. 
Hundreds of these cards have been flooding Perel & 
Lowenstein’s mailbox. The comments written on the 
cards are more than gratifying. Here are a few of them: 
“Thank you for the unusual courtesy.” ‘“Thanks— 
Best advertising I know of.” “Thank you—and send 
me a catalogue.” : 

Cards have come back, not only from Memphis, but 
the surrounding small towns as well. As traffic officers 
will tell you, it is the out-of-towners who are usually the 
worst traffic violators, since they are unacquainted with 
local traffic rules. It is safe to say that these rural and 
out-of-town shoppers will think first of Perel & Lowen- 
stein when in the market for jewelry. 


Red 
the 
Who 


0 be 


erel & 


SEES GOOD FUTURE 


Mr. Joseph Perel, the senior partner who manages 
the store’s finances and whose 36 years in the jewelry 
business have seen them through two world wars with 
skyrocketing prices, and through the rock bottom prices 
of a depression or so, predicts that there will be a con- 
tinuance of good business for five years. After that, he 
says, there will be a “levelling off’’ period. : 

“Competition will be greater than ever,” Mr. Perel 
contends, “therefore, it behooves the alert merchant to 
start now and plan for the inevitable slump. Most mer- 
chants talk about service but how many of them actually 
render it?” 

We agreed that “service” was a pretty bromidic term 
and had lost its meaning since all businesses promised 
it but few came through. 

“When I speak of service,” Mr. Perel continued, 
“I do not mean merely a polite clerk looking after the 
needs of a customer already in the store and ready to 
buy. We go further than that. We mean.a ‘service’ we 
go out of our way to perform—not only for our own 
customers but for the community as well.” 
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That, of course, is where their Public Relations Office 
comes in. One of the cleverest ideas to emanate from 
this department is their clipping service. For instance, 
when any news item appears in the local papers con- 
cerning a townsperson, this item is clipped and mailed 
to that person. 

In nine cases out of ten when a person receives a 
write-up in the local newsheet he either forgets to clip 
it or he wants an extra one. This may mean a trip to 
the newspaper office, which may be miles out of his way. 


How gratifying it is then when he receives the clipping 


through the mail without any trouble to himself. How 
flattering to know that a busy jewelry firm has time to 
think of him! 

The clipping arrives in a specially designed envelope 
on which is printed: ““Here Is The Latest Newspaper 
Clipping About YOU.” The YOU is played up in large 
type. It is pretty safe to say that this mailing piece will 
not suffer the fate of others and wind up in the waste 
basket. 

It is this personalized approach that Perel & Lowen- 
stein put so much stock in and which to date has paid 
off good publicity dividends. 

Other examples of direct mail pieces pictured here il- 
lustrate what a concentrated effort P & L make to go 
after business on specific dates. The June calendar 
entitled “June Is Bustin’ Out All Over’ is directed to- 
ward Father’s Day. The “Greetings, Grad!” hits two 
targets—Mother’s Day and High School graduates. In 
both these mailing pieces Perel & Lowenstein managed 
to get over two merchandising facts, the most important 


one being that the “added nicety of a jeweler’s label 
costs no more” but will give added glamour and pleasure 
to a gift; the second one is the stressing of their liberal 
credit policy—‘“‘the most liberal credit the law allows” 
and “remember, your credit is free at P & L any day in 


1??? 


the year! 
Miss Ellen Collier, an attractive young woman, heads 
the Public Relations Department at Perel & Lowenstein. 
Philip Perel, the youngest partner in the firm, takes a 
keen and special interest in the new department. Just a 
year out of the army, he is brimming over with ideas and 
works closely with Miss Collier. Both he and his ex- 
serviceman brother, Russell, also a newly added partner, 
are taking a great interest in the business, bringing to 
this well established firm new life and blood. Both also 
are enrolled as students in the Gemological Institute of 
America in Los Angeles. : 


“The Red Flag Watcher stunt,” said Philip Perel 
recently, “has been the most appreciated public service 
stunt ever employed in the city of Memphis. The re- 
sponse was overwhelming. We have not only made new 
friends but we have built up our mailing list consider- 
ably. We are going to install it in our Jackson, Ten- 
nessee store.” 

While Perel & Lowenstein are willing to share their 
ideas with other merchants throughout the country, they 
suggest that if anyone is interested in the Red Flag 
Watcher service that he get in touch with Mr. Wright, 
who holds the copyright. 








IN THE CHRISTMAS RUSH— 








For that sale you do not want to miss you need the supply service of 
a dependable source. For more than 80 years jewelers have been 
able to rely on the service of Benj. Allen & Co. 


DIAMONDS — Loose — Mounted -—-Diamond Rings — Diamond 
Jewelry—we are prepared to supply your every requirement. 


Every department of our store is ready for your rush orders. 


Your phone calls, telegram and mail orders for any merchandise 
desired will receive careful, prompt attention. 


BENJ. ALLEN & CO., ING. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 


Silversmiths Bldg. 


10-So. Wabash Avenue CHICAGO 3, ILLINOIS 
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You owe it to your customers 








to protect their valuable pearls 
with the Delgar Safety Clasp* 
Here is the only clasp which 

















positively locks and secures two 
and three strand necklaces with- 


out special action. Easily attached 

















to new strands or to restrings. 


Available in 10 and 14 karet 
white gold. 


Write for information regard- 




















ing this valuable insurance against 








the loss of pearl necklaces. 














* Patent Pending 
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Jewelry Manufacturers 























665 Fifth Avenue, New York 22, N. Y. 
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Can You Help Me? 
My Display Problem |,. 





by VIRGINIA DIXON 


Readers’ questions about window and inside-siore q 
will be answered in this department each month by Mis 


Bplay 
ginia Dizon, one of America’s topnotch display ex . 
talents have been brought to a focus on the jewelry field. att 
Dizon is already well known to JC-K readers as the author 

many stand-out articles on jewelry store display. of 


UR new store is nearly completed and we woul 
like some advice on our windows and interior djs. 
plays. The store is small, but entirely modern in style. 
Show cases are natural prima vera. Wall cases are open 
glass shelves with wall above painted aqua. 

The windows are 30” high and 26” deep. How much 
should they be built up inside the window and what color 
and kind of material would make the most effective 
display? : 

Should we use a colored material or white in our show- 
cases, or should we use any fabric at all? 

Should watches be displayed in one showcase alone 
or mixed with other jewelry? Should costume jewelry 
pieces be removed from boxes and cards for display? 
How can we display our diamonds most effectively? 
Should silver holloware and flatware and crystal be 


displayed separately ?—R. B. P. 


Answer—tThe treatment of your window depends on 
the quantity of merchandise you wish to show. If you 
want a mass display of merchandise, you will need either 
step elevations of four or five different levels or sets of 
shelf units of glass or wood. If you want groupings of a 
more moderate amount of merchandise, you will need an 
assortment of elevations of varying heights and sizes to 
give variety to the arrangements. These elevations may 
be fabric covered blocks made from wood and beaver- 
board or some of the lucite or lucite and glass fixtures 














which are now available, or a combination of both. 

The lucite and glass fixtures are attractive and prac- 
tical and will be particularly appropriate with your 
modern decorative scheme. The tendency in modern dis- 
play planning is toward “‘light’’ looking, simple designs 
rather than the heavy ornate fixtures formerly in fashion. 

Both the color and type of fabric used in your window 
should vary from season to season. For the winter 
season, velvet would be rich looking and appropriate in 
deep colors—dark green, royal blue, wine red or even 
black. Nubby rayon crepes, bengaline or faille would 
be equally appropriate. Right now, you will probably 
have to take what you can get, as fabrics are still scarce. 
For spring and summer, you should change to lighter, 
brighter colors and less heavy textures. There are many 
nice weaves in new rayon materials and even some cotton 
fabrics would be appropriate. 

You will probably want a removable floor pad to fit 
your window floor which can be covered smoothly with 
fabric and changed from time to time. Similar pads can 
be cut for the background or simple curtains can be made. 

I think that you will find a fabric background in your 
showcases is more flattering to your merchandise than 
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bare wood. White would be nice, but it is not very prac- 
tical .. . aS Soon as it begins to show any soil it is worse 
than nothing. For color, why not repeat the aqua tone 
of the walls? There will be no question of color harmony 
then and it will give the entire interior a more unified ap- 
pearance. If you like, this color could also be used in 
the window, but I think there you should have more 
yariety. | 

There is no objection to showing watches and jewelry 
together if they are carefully arranged, but it is easier 
to get a simple uncluttered effect if various types of 
merchandise are segregated and it is also more con- 
venient for the customer to make her choice. I would 
“departmentalize” as much as_ possible—keeping 
watches, diamond jewelry, gold jewelry and costume 
jewelry in separate show cases. 

Costume jewelry looks much richer on fabric pads 
than in cardboard boxes or on paper cards. A selection 
of black or dark blue earring and brooch pads and 
several small pads on which pieces may be arranged flat 
will make your costume jewelry section much handsomer. 

With the aqua lining in the showcases, I think your 
diamond rings would show off to the greatest advantage 
in black or dark blue ring pads. For summer a change 
to aqua pads would be nice. 

The silverware and crystal should also be “depart- 
mentalized”” not so much for the sake of appearance as 
for the convenience of the customer when making her 


selection. 


SHOPPING NOTES 


pp Useer and plaster hands have long been a “nat- 

ural” for jewelry displays. Here is something new 
in hands—molded of wire mesh. These can be painted 
or flocked and all kinds of gay things done with. them... 
They are natural and would be very effective with cos- 
tume jewelry bracelets, pins or rings. They are available 
from Austen Display, 31 West 31st Street, New York. 
Another source for sculptured wire units is Tri-Allied 
Creative Displays, 200 No. Pearl Street, Baltimore 1, 
Md. They have everything up to full size manequins! 
The millinery heads and some of the decorative pieces 
offer possibilities for jewelry display and sheets and 
squares of flocked wire are also available from which 
original ideas can be concocted. These units are also 
available through local display dealers.. 

So often in planning displays, it is desirable to make 
the window copy more a part of the display itself than 
is possible when it has to be lettered on a cardboard or 
paper sign. With Mitten’s Letters, copy can be placed 
almost anywhere! These are cut-out wooden letters in 
sizes from 34” to 9” in height and from 3/8” to 1” in 
depth, available in a variety of styles and may be had 
with pins which are invisible but hold them firmly in 
place against any background. They are manufactured 


by Mitten’s Display Letters, Redlands, Calif., and are 
available through local display dealers. 
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Although ALTON WATCHES are 


not now plentiful, the high stand- 
ard of quality and workmanship 
has been maintained and will 


ever be. 


Weksler & Goodman, Inc. 


5 South CHICAGO 3 
Wabash Ave. ILLINOIS 
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“RISING CURTAIN" HERALDS STORE OPENING 
| (From .page 210) 


truding structure to spoil the modern effect. The walls 
are done in a slightly off-white color, the effect being 
obtained by blending a small amount of green into the 
paint. A small niche in one wall, lighted from aboy, 
with a concealed floodlight, is padded with satin ana 
contains a floral arrangement, gorgeous picture, or some 
other display. The diamond tables themselves are solid 
black with a frosted louverex glass top. Self-locking 
drawers are on one side and the tables are made to fi 
the curve of the wall. Chairs are casual, covered jp 
bright leathers. The doors are not solid but are a series 
of slanted slats within a frame. 

In the rear of the store, concealed from sight, are 
the receiving, wrapping, and air conditioning rooms. 
The store is conditioned by a completely automatic air 
conditioning system both in summer and winter. It jg 
necessary to use two large units to do the job. 

The rear half of the building has asecond floor, reached 
by a stairway, also hidden from view. This upstairs 
houses a large stock room, a complete jewelry manv- 
facturing shop, a watchmakers’ shop with daylight from 
the East, West, and North, a spacious powder room for 
lady employees and lavatory and shower for the men, 
The manger’s office and conference room, also complete- 
ly air conditioned, are located here as well. 

In the front of the store the office and watch repair 
receiving department are on the left, housed in spacious 
quarters featuring curving counters. On the other side 
is a lounge, and behind that the optical department. 
The lounge features delicate wall papers and the fur- 
nishings include up-to-the-minute chairs, end _ tables, 
and a settee of exquisite design, covered in bright yellow 
fabric. The chairs are of a dull green and gray material. 
This lounge being spacious, gives a feeling of rest- 
fulness. 

Frank E, Overholt manages the new Duval store and 
he is assisted by C. L. Potter whose duties deal with 
the personnel, sales management and display. H. A. 
Simms is credit manager, and Dr. Albert Tate is the 
registered optometrist: Also employed in an executive 
capacity is Mr. William Ferguson, formerly of R. Harris 
and Company. 

A selection of rare and expensive diamond pieces was 
featured during the opening. This display included a 
45-carat emerald cut diamond, a diamond and ruby neck- 
lace with dozens of marquise diamonds, diamond and 
platinum pins and clips, and other rare gem pieces. 
The assortment was valued at well over $1,000,000. 





HOVING TAKES STAND FOR INSTITUTIONAL ADS 
(From page 212) 


in, I would like to call your attention to an experiment — 
that R. H. Macy conducted in Syracuse a few years ago, 
where they opened a small store and put in it certain 
of their very fastest and best sellers on the theory that 
they could do a tremendous amount of business or at 
least try to find out whether they could do a tremendous 
amount of business by offering the most wanted items 
of merchandise. 
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They had the best man’s. shirt at .the traditional 6 

er cent off and I think they cut it even more than 6 
ott cent; they had some underwear, and they did the 

me thing right through various categories of mer- 
h ndise. The store was such a terrific flop that. they. 
= to close the doors within a very short time. They 
found it dificult to come to the conclusion that the 
customer in Syracuse was not interested in thagse items 
of merchandise, although they compared most favorably 
with similar items in the other stores in Syracuse. They 
went to the other stores where they could see a broad 
assortment of merchandise and where they could choose 
and finally possibly come out with one item in their 
hands, but they wanted to compare and they wanted 
to choose. 

Now a few years ago I had the good fortune of being 
connected with Montgomery Ward which had at that 
time 600 stores, and we were able to conduct various 
experiments. We conducted one experiment in adver- 
tising that bears very definitely on this point. We were 
advertising at that time in about 700 newspapers in 
these cities where we had 600 stores. We made a per- 
centage arrangement with about 60 newspapers whereby 
we would pay those newspapers 2 per cent of the total 
gross volume in those particular stores. And we said, 
“Now look, if you come along with us on this, we would 
like to have a great deal more advertising and we think 
we will boom our business and then you will, of course, 
collecting 2 per cent, make much more money than you 
do now, because we were advertising maybe a small 
ad a day, a couple of pages a week. 


So we upped our advertising from 100 per cent in_ 
some instances to over 2000 per cent in others. The 
advertising in those 60 stores during the next year was 
up about 250 per cent over what it had been the year 
before and I said to myself, well, we certainly discovered 
a formula; if we could do this in every store in the chain, 
wed have something. ! 

We could not make those arrangements with more 
than the 60 papers so that put an automatic stop to the 
experiment. But, when we checked up over a year 
later on the business we had gotten in those 60 stores, 
compared with the increase in business in the other 550 
stores, we found much to our astonishment that the 
increase was less in the 60 stores where the advertising 
had been up 250 per cent than it was in the 550 stores 
where the advertising was normal compared to the year 
before. We were astonished. It was something hard to 
believe, so we sent interviewers into the field and we 
asked farmers, people in these small towns, why they 
did not patronize the stores as much as they had before. 

The answers summed up came invariably, “We don’t. 
patronize your stores any more because you are clutter- 
ing up our nice little newspaper with your damn adver- 
tising.” Now that advertising I submit was good adver- 
tising, good straight item advertising. I say it was good 
advertising because the man who was running that adver- 
tising today is the Executive Vice-President in Charge 
of Advertising of R. H. Macy and considered one of 
the best in his field. He was merely running what was 
the company policy at that time. I can give you numer- 
ous illustrations of the same thing that I have talked 





———————— 


14 K Gold BRACELETS in two-tone of pink 
and yellow as well as white. Designed 
with unusual talent, catering to the finest 
retail jewelers thruout the United States. 
From $25. to. $300. Catalog on request. 





about. But the principle should be, the retailer has a 
store to advertise. He has in that store departments to 
advertise. He should speak to his public always in 
merchandise because that’s his language. But he should 
avoid plugging item after item on a picture-caption-price 
basis and sou.etimes price-cut down a few dollars. Be- 
cause that is not what is interesting his customers. What 
his customers are interested in, is what kind of a store it 
is, what kind of a department it is, and can one go to that 
department and obtain the general kind of merchandise 
in which one is interested. 

In recent tests that were made it was indicated that 
in a paper like the New York Times as few as a thousand 
people saw an ad that ran in a certain edition that had 
at that time something like 900,000 circulation. Those 
people who are interested in a girdle at $10, may see it, 
but the rest of the people who don’t happen to be inter- 
ested in a girdle at that time just pass over it. Tests 
we made after we changed the advertising revealed 
that on a Sunday ad where previously we had been 
averaging from 30,000 to 50,000 readership, the reader- 
ship went up to 150,000 to 175,000. Now we couldn't 
prove that that actually produced more business, because 
the only way to prove that you are doing business from 
an ad is to run an ad on specific merchandise and to 
see how much you sell of it. That’s why the retailer 
and the buyer at his retail store are so anxious to run 
this specific ad. They will come to you and say: “Look, 
I got so many mail orders; I sold so many on that par- 
ticular day.” But where the merchandise was kept under 


the counter and only sold upon request as result of the 
ad, control tests indicate in most instances you don’ 
even get your bait back. And in addition to not Betting 
your bait back on that particular specific ad you have 
overlooked thousands of readers who might normally 
read your advertising. 

Now the ordinary way of advertising a bottle of per. 
fume is to have a very large picture of a bottle of per. 
fume and maybe a beautiful girl. Everybody does jt 
It’s specific advertising and it results in some direo 
business but something is apparently lost because reader. 
ship of the ad on tests is very small. Some of you may 
even recall several years back that Lord & Taylor ran 
an ad on perfume during a Christmas season which 
depicted a large baby elephant on a full page with rings 
and garlands on his toes and a long trunk reaching way 
down the bottom corner of the ad where it was smelling 
with beatific expression a little bit of a bottle of per- 
fume. That ad sold perfume of all types, not, only one 
specific type. It telegraphed immediately to.the people 
who saw it that here’s a store where you can buy per- 
fume. Those people who were not interested in perfume 
read the ad because they got a kick out of it. Maybe 
90 per cent of the people who read that ad were not 
interested in perfume, but they at least said, “That's 
an attractive ad, Lord and Taylor must be a good store.” 

In other words we have been missing that public which 
is not interested in this specific item we are advertising 
by insisting on next day’s business measuring against 
the cost of the ad. When I first sold this idea to the 
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d Taylor advertising staff, I said I wanted the 
dvertising that would not produce any business 
next day. They asked, ““Aren’t we supposed to get 
ag >” | said, “You are supposed to get readership, 
ee anv is advertising and that’s the important 
ee ee so much about the next day's 
thing and dont worry ae 
business.” To do this you have ” take all the money 
from all the departments and put it in a central pot. 

I said, ‘“Let’s concentrate on the kind of advertising 
that will get readership attention on the theary that if 
we get it some good will is going to accrue. Well, then 
we advertised cut prices, but that was to a degree a 
stunt. You don’t even meet expenses with this kind of 
advertising. I remember we ran an ad on some Mexican 
n nightgowns in the middle of the war. They were 
expensive—$29 to $39. We illustrated them with- 
out price. We thought we had about a full month's 
supply but they were all sold out in about two days, 
because the people who came in thinking they would be 
about $5 to $10 found them so attractive they bought 
them. We gave the advertising department and the mer- 
chandising department the courage to do it by saying: 
“Don’t worry, if you don’t get any business for the first 
day or two, forget it. We are not trying to get direct 
business.” Now if we could make retail advertising 
really interesting, I think it would improve our business 
over the next fall when the buyers’ market really comes 
along. Of course, the first thing people say to me is, 
“Well, you can do that in a high price Fifth Avenue 
store. There’s nothing to that. But my store is a pro- 
motional store; I can’t do that.”’ Well, I’ll answer that 
by saying the most promotional store and one of the 
most successful stores in the lower priced field in the 
United States is Orbach’s on 14th Street. They stick 
to the principle almost 100 per cent of explaining to 
people the character of their store, and by so doing they 
have built a remarkable business. 


Lord an 
kind of a 


cotto 
very 


HOW TO GET DIRECT BUSINESS 


Now one other thing I would like to touch on which 
follows directly and that’s this. People say: ‘““How am I 
going to get direct business the next day if I want to get 
it?” There are various way of doing it. One is direct-by- 
mail technique. Most stores don’t use it. They have tried 
it, but they say it doesn’t work. The direct-by-mail tech- 
nique depends upon having really good lists that are spe- 
cific. They must be specific, because the only way to get 
response on direct-by-mail is to ask the customer to do 
again what she has already done. In direct-by-mail 
never ask a new customer to do something she has never 
done. It will cost you too much. It is very expensive 
to get new customers. I dare say if it weren't for our 
good friends, our customers constantly working for us 
and talking about us in the retail business, we would all 
fade out of the picture. But the old customers that talk 
about you and the newspaper and the magazine adver- 
tising, that’s the way to get new customers. But the way 
to keep your old customers with you is to be constantly 
reminding them that you have things they are interested 
in, and direct-by-mail is one of the best things. Every 
department must have its own lists. Never use a gen- 
eral list, it is too costly. You must purge ruthlessly. 
If a customer hasn’t answered in six months, throw him 
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in the basket. Keep the lists up to date. And in that 
way by going back to them they will repeat what they 


did before. 
PRUNE THOSE LISTS! 


Now I'll illustrate that. We have a specific list in shoes, 
and a specific list in hats. We prepared a shoe circular 
and a hat circular; to one-half of each list we sent the 
shoe thing to the shoe list and the hat thing to the hat 
list. With the other half, we crossed the lists so that 
some hat customers got the shoe circular and some shoe 
customers got the hat one. As I remember the figures, 
the hat customers who got the hat circular responded 
about 40 odd per cent; the shoe list that got the shoe 
specific responded about 60 per cent. On the ones which 
were crossed the response was less than 4 per cent in 
the same store on the same floor, indicating that direct- 
by-mail is only worth while if you ask them to do again 
what they have already done. Now those people here who 
have had experience with direct-by-mail know that. So 
retailers should take stock of their advertising approach 
and not yell at the ad director or at the copy writer or 
at the buyer when item ads don’t seem to click. If they 
will get down to advertising and not be misled any 
longer by the kind of technique that is all right for the 
nationally advertised manufacturer but get down to 
advertising that is specifically designed for the retail 
store, we'll find that the coming period will really be 


"SHOW MERCHANDISE," SAYS MISS FITZ-GIBBON 


(From page 213) 


Now, of course, everybody will agree that specific item 
advertising never pays for itself. The volume of business 
done on specific item advertising is never commensurate 
with the money expended. Instead of an advertising 
percentage of 2 to 3 per cent, item advertising is likely 
to run 20 to 30 per cent. Does this then not prove tha 
institutional advertising is the answer? Not at all. Item 
advertising, properly done, will sell the store as a whole 
and it is the only kind of advertising that can. 


There are, to be sure, many types of institutional aq- 
vertising. Some are worse than others. When the store 
head is breathing heavily over the writer's shoulder, yoy 
get an unparalleled gem like this: ““We meet the chal- 
lenge of a new era that demands the ultimate in achieve. 
ment. This great institution was founded on the corner- 
stone of service, courtesy, and quality and is dedicated 
blah blah to this great community.” And so on—the old 
florid lingo filled with dusty, dry decrepit words of Latin 
derivation—tired words with the color all drained oyt 
of them. Now, fatuous as this stuffed shirt copy is, you 
will still see reams of it running in rapers all over the 
country today. Within the last month I have seen this 
out of town headline “Value and Variety walk hand in 
hand at Blank’s.”” Can you imagine Mrs. Peebles hot- 
footing it to the phone to call up her Mr. P—and sug- 
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The return of our five service 





veterans makes possible close personal 
attention to every detail in the design, 
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The question occurs: 1S a s 


defines 


and in hand at Blank’s? 


place to — 
Smithsonian is an institution. 


Now let’s turn to the VEDDY VEDDY type of insti- 
onal advertising. It is not heavy handed or solemn 
at all. Indeed, it is too light and fey and pixie. It tries 
ever so hard to be friendly, but rarely escapes being 
smug and superior. As Ring Lardner would say “It’s 
like a duchess looking at bedbugs.’” And it never never 


tuti 


stoops to mentioning price. 


What’s wrong with mentioning price? Isn’t price in- 


teresting? Don’t people talk about the price of milk 
and butter and bread? If a price tag is a vulgar and 
boresome thing, why are news and editorial columns 
sizzling with discussions of what things cost, have cost, 


will cost? This coy-as-a-trout-under-a-willow shying 


away from price always makes me squirm. It’s like 
the nicey-nicey curled pinky over the Victorian teacup. 

Mr. Hoving mentioned the successful selling of $29 
Mexican cotton nightgowns in an advertisement without 
aprice. He said that the store sold out a month’s supply 
in two days. I wanna know—how many nighties sold? 
“A month’s supply in 2 days” is like a buyer’s answer 
to “How many did you sell?” “Oh, it was a great 
success; I sold out completely.” You can sell out com- 
pletely with 10 or a 1000. Did 10 nighties sell? Did 
1000 sell? Would they all have sold in 1 day if the 
price, size and description had been present so that the 
store could have taken mail orders? 

If mentioning price in an advertisement is crass and 
commercial, why isn’t mentioning price in a direct-by- 
mail piece crass and commercial? If, as Mr. Hoving 
says, it is impossible to get readership attention with 
merchandise description, size, color, and price, why does 
he put all these objectionable elements into his direct 
by-mail pieces? Doesn’t he want readership attention 
there as well as in the papers? Mr. Hoving cites 
Ohrbach’s as an example of a store that needs no item 
advertising. But the Ohrbach success is the result of 
the low markup—the profit in pennies—not the result 
of institutional advertising. 

Advertising writers ought to come down off their high 
horses and milk the cows and put on the storm windows 
and diaper the baby and clean out the eave troughs. 
They shouldn’t be “livin’ like nabobs and puttin’ on airs.” 
I'd like to read you a Gimbel ad which makes our posi- 
tion clear. Incidentally this little editorial headed a 
Gimbel page that was filled with specific item merchan- 
dise. Apparently the page got readership interest be- 
cause the stuff, item by item, sold. 


“GREAT-GRANDMA MANAGED WITHOUT A 
MONOGRAM ON HER NIGHTIE OR A ROSE- 
LEAF IN HER FINGERBOWL. By the time she 
had milked her 7 cows, separated the cream, scalded 
the cream separator, taken the skim milk down on the 
stone-boat to the 2 litters of pigs, kneaded and set the 
bread, and put a patch on great-grandpa’s overalls, you 
can bet your last piece of cornbread that she never 


ey tear to town because value and variety 


tore an institution? Webster 
store as a place where goods are kept for sale— 
a shop. He defines shop as a stall, a booth, a shed—a 
buy and sell and trade and traffic in. The 
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FOR JEWELERS 


A. SINGLE POLICY 
to fully cover 
ALL INSURANCE NEEDS 


Practically “all risk" protection of your Merchan- 
dise and Stock—both -inside and outside your 
premises—contemplating physical loss or damage. 


A "St. Paul" Jewelers Block Policy 
not only covers your financial in- 
terests, but also serves to guard 
your goodwill. 












































Have you investigated the advan- 
tages of a Jewelers Block Policy? 











-». Why not do so now — today... by writing 
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ST. PAUL. MINN. ° 
111 W. Fifth St. 
St. Paul 2, Minn. 




















EASTERN DEPT. 











PACIFIC DEPT 
Mills Bidg. 80 John St. 
Sen Francisco 4 New York 7 








First American Company to write and since specializing 
in providing Jewelers Block Policies 

















through their Saturday night baths and hitch 
Nellie for the 4-milé trot to church doesn’t leaye much 
time for vaporous nonsense, either; you know what's 
important and you do it. No fussy little fol-der-ro} 
for great-grandma. We sold blue gingham to her 10] 
years ago. She knew a good piece of goods when she 
saw it. She knew what it was worth. It is our business 
to see that she got her hard-earned hard-fisted money’s 
worth. We’re still doing it. And now that America has 
gone the wide circle of mad extravagance and insane 
splendor, and is back where the solid things matte; 
when there’s less and less sham and pose and nonsense. 
now's the time that more and more people are coming 
tu Gimbels.” 

But, you may say, that’s all right for plain olg 
Gimbels, but how about a high priced store that appeals 
to the affluent only? People are pretty much the same. 
The well heeled as well as the down at the heels talk 
about money. And, as Billy Rose said in his column 
the other day, “What is a rich girl but a poor girl with 
money?” Besides being bad for business, this high 
fashion institutional advertising is generally poor writ- 
ing. The elliptical style with its remoteness and awkward 
locutions is irritating to someone who believes that good 
writing must be direct and simple and pithy. The other 
day I read a review of a Henry James novel. The re- 
viewer, maddened by the delicate involutions, the getting 
nowhere of the indirect James style, finally was yelling, 
“Out with it, out with it, speak up, spit it out in Papa’s 
hand.” Much of the flossy institutional advertising 
makes one want to yell “Come on, out with it, spit it up 
in Papa’s hand.” 


And the institutional advertising that is all picture 
without any copy—well that sets advertising back 50 
years—back to the turn of the century when the coal 
dealer’s Christmas calendar with the pretty girl on the 
cover was considered hot stuff. 


Of course many businesses, besides retailing, have 
tried the institutional no-item type of advertising. Some 
of you may remember a few years ago when a publishing 
company ran an unintentionally hilarious campaign on 
Borzoi books. The idea was that items, in this case 
individual books, were of no importance. The publishing 
house, as a whole, must be sold. Men of distinction 
would be photographed reading a Borzoi book, no par- 
ticular book, any book just so long as it was Borzoi 
book. “I go for a man that reads a Borzoi book.” 
Sometimes there was a lovely langorous female buried 
in a Borzoi book, and then of course the copy featured, 
“I go for a girl that reads a Borzoi book.’’ Of course 
the campaign was a flop. People were just pigheaded 
enough to want to know what the book was, who wrote 
it, how much it cost. 

Similarly, and with the same disastrous results, the 
owner of a chain of moving picture houses tried selling 
his theatres as a whole. Said he, “Why should I go to 
the bother and expense of advertising specific pictures? 
I’ll just sell the overall idea of always coming to my 
theatre when you want to see a good picture in my 
houses.” But the silly people wouldn’t go; they wanted 
to know what the picture was, and who starred in it. 


Even in politics, the specific sells better than the gen- 
eralized overall statement. Al Smith was an “item” 
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sold his bill of goods, item by item, from the 


nd 
man 4 all presentation. To get 


record, never a generalized over tion. Ti 
back to advertising, no copy 1s good copy if it fails to 
‘nterest. To generalize is to be dull. To be specific is 
to be interesting. A “bird in a tree” is dull. An “oriole 
‘n a wine-glass elm” is interesting. Gimbels sharkskin 
suits and smoked turkey, in last Sunday’s Times, must 
have been interesting. They pulled like all get-out. I 
e that item ads like these are the only way to sell 


believ 
Hilaire Belloc, the English writer, 


qa store as a whole. 


once said: 
“When I am gone, let only this be said 


His sins were scarlet, but his books were read.” 

A store head will have run a successful store if he can 
use this Belloc epitaph changing the word books to ads. 

Before I close, I am glad that I'can agree with one 
point that Mr. Hoving made—that of putting all adver- 
tising monies into one central pot. No buyer should 
keep his own piggy bank. Whoever has the most in- 
teresting item to offer gets the advertising. That item 
must be interesting and the presentation must be interest- 
ing. Because the test of advertising, like the test of 
art, is the lingering impression it leaves. When this 
sellers’ market becomes a buyers’ market (and I think 
that may come in the latter part of next semester) the 
store that is remembered as a place where you can get 
good things at reasonable prices will be the store that 
will flourish. 

And, in closing: Of course this tong war on “‘institu- 
tional versus item” is futile, as are most discussions of 


advertising. I feel like the chap who was eating a bowl 
of soup in a restaurant. The waiter came over and asked 
him how he liked it. He pondered a moment, shook his 
head ruefully, and said, “Well, to tell the truth, I’m kind 
© sorry I stirred it.” 





PROMOTION CUTS BIG CITY COMPETITION 
(From page 216) 


of the annual event. The improved. business immediately 
evident after the 1945 promotion actually caused the 
company to open a branch store in Nogales, Arizona, 
65 miles south of Tucson on the Mexican border. Resi- 
dents of Nogales flocked to Tucson during the event 
and many even suggested the need for a branch store 
in their city. 

However, due to shortages of building materials, it 
was only in September of this year that the branch could 
be opened. Under the management of Mr. Frank Savitt, 
who originally was employed in the Tucson store, the 
new outlet is doing a brisk trade. 

This year, the cumulative effect of the annual 
“Diamond Days” is even more marked. Mr. Grunewald 
estimates that business for October was up approxi- 
mately 20 per cent over last year. 

The results speak for themselves. By intelligent 
promotional efforts, a local jeweler can compete success- 
fully with the big-name dealers of the largest trading 
centers for diamond sales. 
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BRIGHT PROMISE OF THE NEW YEAR 


With heartfelt sincerity 
we, at Church and 
Company, extend to 
all these holiday greet- 
ings. And we take this 
opportunity to express 
our thanks for the 
many kind good 
wishes we have re- 
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GEM OF THE MONTH 
(From page 218) 


the color which may predominate to such an extent that 
the color of the stone is a yellowish or apple green. 

Turquoise is somewhat porous in structure and because 
of this porosity the permanence of its color is affected by 
liquids, especially of any greasy or dirty matter, which, 
absorbed by the stone, changes the color to a paler or 
yellowish green shade. Many attempts have been made 
to make turquoise impervious to moisture and thus to 
insure its color permanence but none have proved suc- 
cessful. 

Owing to the porosity of turquoise its specific gravity 
is not very constant, rising or falling depending upon 
the amount of moisture absorbed. 

Attempts are made to improve the color of turquoise 
by impregnating it with prussian-blue but the color pene- 
tration is only superficial and can be detected without too 
much difficulty under sufficient magnification. Also cheap 
turquoise is waxed to disguise a poor polish. 

Turquoise has a hardness of slightly less than 6 on 
Moh’s scale but takes a good polish which is fairly dur- 
able. In many cases it is cut with the matrix, which 
combination produces a pleasing color effect. 

The following questions and answers are designed to 
provide in simplified form that information essential in 
retailer-customer relations whenever these gems are dis- 
cussed : 


What is turquoise P 


A natural mined stone in chemical composition a hy- 
drous copper-aluminum phosphate. 


From what is the name derived? 
It is from the French word for Turkish from which 
country it is believed the first stones were marketed, 


Where is the source of the finest turquoise? 
Persia. 


What characteristics distinguished the finest ma. 
terial P 
Pure blue color and its lesser degree of porosity. 


Is the color of turquoise permanentP 

Only with care can its original color be maintained, 
Its porous nature permits the absorption of perspiration, 
etc., which changes its color. | 


Can the color be restored? 
Washing in ammonia is said to cleanse the stone. 


What metal is an important constituent of tur. 
quoise P 
Copper in a form which accounts for its blue color, 


Can a pale stone be improved in color? 

Attempts have been made to impregnate stones with 
prussian-blue color but the penetration is only super- 
ficial. 





How does turquoise look when found? 








Sturdy box, size 6”x4"x}%”, wrapped in light 
blue or pink embossed paper with genuine 
gold foil extension base. Luxurious rayon 
satin pads in white or pastel shades. Suit- 
able for pearls, pin and earrings, etc. Price: 
$.18 to $.21. 


BUY DIRECT FROM OUR FACTORIES 









WHAT TYPE OF BOXES DO YOU NEED? 








BOXES 


IN QUANTITIES OF 


1,000 to 100,000 


SOME READY FOR IMMEDIATE DELIVERY 








TREMENDOUS ASSORTMENT FROM WHICH 
TO SELECT 


* Fancy Cardboard Boxes for pearls, watches 
and costume jewelry. Large variety. 


e Jewel Cases of special fitted fabric leather, 
some with locks and keys. 


e Metal Watch Boxes covered with velvet or sim- 
ulated leather. With Pre-War spring clip hinges. 


e Luxurious Plastic Boxes, in ivory or black, with 
four legs. Excellent for watches, cultured pearls 
and fine jewelry. 


e Other Plastic Watch and Ring Boxes in wide 
assortment. 




















IRA HARMON, 489 Fifth Ave., New York 17, N. Y. Murray Hill 2-2492 
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The following are the physical characteristics of tur- 


) sa paisa Hydrous copper-aluminum phosphate 
Mineral Name ...-----e++-serereeeeeeeee: Phospate 
Crystallography ss eee Sam ED Amorphous 
Specific Gravity ...---eeeee eee e eee eeee. 2.60 to 2.85 
FlardnesS 220-0 e cece ccc rete cece ee eeeeceees About 6 
Refractive Index ......--- +s eee e eee eeeee 1.61 to 1.65 





LITTLE KNOWN GEMSTONES 
(From page 222) 


as the plagioclase feldspars crystallizing in the triclinic 
group. They have been given special names according 
to their compositions. The potash aluminum silicate 
characteristic of granite is known as orthoclase. Its 
hardness is 6, its color commonly white or pink, and its 
specific gravity about 2.56. There is a second potash 
feldspar crystallizing in the triclinic system and common 
in coarse pegmatite formations known as microcline. Its 
properties are similar to those of orthoclase, and it is 
important to the jeweler because in some deposits it is 
emerald green and is used in decorative objects. Like 
most minerals solidly embedded in rock, microcline is 
opaque to translucent, never transparent, so the low re- 
fractive index of about 1.525 is no factor in its gem uses. 

Although the usual occurrence of orthoclase is as a 
fine-grained constituent of an igneous rock, there are a 
few exceptional cases where it occurs in a transparent 
form, in large well-formed crystals. Of these there are 
two types, though only one, and that a single occurrence, 
is worthy of real gem consideration. This was a discovery 
of transparent yellow gemmy crystals in a Madagascar 
pegmatite, described by A. Lacroix,! and given the name 
used elsewhere for transparent orthoclase, adularia. 
Other adularia examples, the most abundant occurrence 
of which is in the crystal cavities of the Alps, described 
under sphene, have contained only isolated patches of 
clear colorless material, unsuited for gem use. Hence, 
this Madagascar pegmatite at Itrongay is all the more 
extraordinary, for the crystals range from 2 to 5 cm. in 
length and many are quite flawless. Careful analysis 
has shown the presence of a small percentage of iron, 
apparently replacing alumina. This has never before 
been noted in an adularia. 

The crystals of this yellow orthoclase have all been 
found loose in the soil surmounting a weathered pegma- 
tite, hence, the faces are somewhat corroded and dulled. 
Associated with it are clear gemmy pieces of the diopside 
described in the chapter on the pyroxenes, and, accord- 
ing to Lacroix, clear zircon crystals. Stones weighing 
over 300 carats have been cut but their value, like their 
brilliance, is low. 

Though orthoclase is the characteristic feldspar of 





‘ a A. Mineralogie de Madagascar, Paris, 1922, Vol 1, 
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granite, the coarsely crystallized phase known as peg- 
matite is principally composed almost invariably of a 
different type of potash feldspar. This is a finely 
twinned triclinic variety known as microcline. All feld- 
spars have good cleavage, incipient cracks give polished 
surfaces a shimmer of light in one direction parallel to 
the easy cleavage plane. Hence, objects made of green 
amazonstone, so named because some of the first of this 
microcline came from Brazil, are easy to recognize in a 
bright light. The casual observer might mistake them 
for jade, chrysoprase, variscite or even malachite, but 


a careful examination will usually show a mottled tex-. 


ture and flashes of reflection as the stone is turned. 
Brazil is indeed a source of green microcline, but India 
is more important today. At one time a fine deposit of 
very high quality amazonstone was mined in Virginia, 
at Amelia, but this has long since closed and the material 
found there now lacks the translucency and uniformity 
of the earlier material. Microcline’s value is very low, 
being worth little more than the cost of the cutting. It 
is likely to be found wherever granite pegmatites occur, 
the crystal specimens in collections are usually from 
Colorado, near Pike’s Peak, or Brazil. 

The feldspars of the plagioclase group vary in their 
composition between pure lime aluminum silicate to pure 
soda aluminum silicate, though the latter is rare. When 
mixed with potash feldspars, they tend to form micro- 
scopically parallel growths, rather than completely 
assimilating the foreign element, and reflections from 
the contacts between the bands sometjmes create internal 





blue reflections. Such is the nature of the moonston: 
color, called “‘schiller’’ from an early describer’s name 
Its appearance in nature is not restricted to the trans. 
lucent white stones which make up moonstone, however 
for a similar effect has been described in a pinkish 
orthoclase albite intergrowth from Perth, Canada, under 
the name peristerite, and in opaque white albite from 
Amelia, Virginia. 

Arbitrary lines are drawn in the nomenclature of the 
feldspars when it contains 90 per cent of the lime mole. 
cule, it is called albite; with less than. 90 but over 17 
per cent it becomes oligoclase; 70 to 50 is andesine. 
50 to 30 is labradorite; 30 to 10 is bytownite; and unde, 
10 is anorthite. A feldspar’s composition is often ey. 
pressed as AbsAn, this proportion being about the top 
limit of an andesine. 

The most important variety of albite for the jeweler 
is that already mentioned, moonstone. Secondarily we 
have other forms with schiller colors, but they are of 
little significance in the trade. Going down our con- 
positional series to the next step we encounter oligoclase, 
which also has some gem varieties, including the quality 
of schiller. Sunstone is a variety of oligoclase, first 
described from Norway where it is found at Tvedestrand, 
This includes microscopically thin platey crystals of 
hematite which reflects back sparkling red gold rays of 
light. They are oriented in parallel planes by the crys- 
tallizing forces of the feldspar, so a whole swarm will 
return a reflection at the same time, creating thus a 
brilliant aventurine effect. It is this stone which is s0 
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abundantly imitated in the sparkling brown Venetian 
1ass, in which tiny copper crystals play the role of the 
Seatie plates. Though sunstone is infrequently en- 
countered in nature, it is abundant enough where it does 
occur to keep its value low. : 
Around 1887 and subsequently, a remarkable variety 
of oligoclase was found at the Hawk Mica Mine, near 
Bakersville, North Carolina. This material was glass 
clear and was not recognized at once for a feldspar, it 
was not until its cleavage was noted and a test was made | 
that it was found to be a new form of a well-known 
mineral. Some of the material is very pale green, the 
rest colorless. It has been cut into a few facetted gems, 
but it is so rare and so little known that there is no 
demand for it. Like many of the gems of interest to 
collectors, it has no qualities that are sufficiently dis- 
tinctive to make it a desirable stone for use in jewelry; 
hence, we can foresee no likelihood that it will have 
much significance to the jeweler even if additional de- 


posits are one day found. 


LABRADORITE 

Best known of the plagioclase feldspars, after moon- 
stone, is labradorite, geographically named from its most 
striking locale. This material also shows most brilliant 
schiller colors, frequently in blue, the rich intense blue 
of the wing of Brazil’s Morpho butterfly. Its origin is 
identical, a phenomenon of light interference unrelated 
to any pigmentation. Cut labradorite must be properly 
oriented to bring out the brilliant color flashes at the 
desired spot, for in other directions it just looks dull 
gray to black. Broken fragments clearly show, at ap- 
proximately right angles to the schiller plane, the fine 
striations across a cleavage face which are the clue to 
the identification of the plagioclase group. The multiple 
parallel intergrowths of. oppositely oriented crystal 
plates, triclinic and hence, differently inclined in direc- 
tion in two sharply alternating sets, create an unmistak- 
able regularity of striation to be seen on the cleavage 
surface of no other hard mineral. 

Microseopic examination of polished surfaces of labra- 
dorite often show swarms of tiny transparent plates 
which create the same sort of spangled reflections as 
those noted under sunstone. These plates are gray, but 
the colors they create are vivid and due to interference 
effects, like the accompanying schiller, and the crystals 
are probably another iron oxide, magnetite, instead of 
hematite. They are very beautiful when seen through 
the microscope, but in the hand create just a colored 


flash of light. 


OCCURRENCE OF LABRADORITE 


Large single crystals of labradorite are found at the 
original locality, and all of the best material comes from 
there. Its value is low and it is sold by the ton. Labra- 
dorite feldspar rocks, composed of smaller individual 
grains are not uncommon, and the rock of one Norwegian 
locality is extensively quarried for use as a decorative 
stone. Sold under the name larvikite, from the Larvik 
Fjord, it has been used in building facings, best known 
of all of these is the Chrysler Building whose lower floors 
are clad with polished slabs of labradorite feldspar. 
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IF IT IS AVAILABLE IN 
NORTH AMERICA, 
WE HAVE IT! 


accept ony merchandise 


upon delivery, 


3 rite for catalog, prices 
"@nd samples of parce! 


papers, sheet wax, etc. 


A COMPLETE LINE OF OPALS 
FOR THE 
MANUFACTURING JEWELER 


ALL QUALITIES—ALL SIZES 
CUT ON OUR PREMISES 


Manning Opal Corporation 
22 West 48th Street, New York 19, N. Y. 


* Telephone BR 9-7199 
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“EUROPEAN CUT” FACETS— 
BUFF TOPS DRILLED TO 
CLOSE TOLERANCES 


METROPOLITAN LAPIDARY 


Importers & Cutters of Semi-Precious Stones 


12 John Street New York 7, N. Y. 
COrtlandt 7-0584 
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FRED. W. LOWELL 


608 Fifth Ave. 
New York 20, N. Y. 
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NOT FOR SALE BUT THEY DREW CROWDS 
(From page 224) ‘ 
ared telling all the facts about the million-dollar dia- Buy IDA S 
€ YL, 
aad show. La “Aa g | 


Series 7 it ll ‘: i i y € than a - a for CAMEL sales 


eld its own, drawing an estimated 10,000 persons to the 





a day’s showing. From 9 a.m. to 6 p.m. spectators + see for greater , 
formed a line from the store down the street from which fi Loxels 
they were admitted only two and three at a time. As We crediiiaint thdeeantal 
they filed past the jewel case they were greeted by Mr. 

Savitt who kept them posted on the latest developments  re...o 


of the baseball game. The spectators were composed 
mostly of women, a few of which were allowed to wear 
the jewels, and the “Oh’s” and “‘Ah’s” were continuous. 

“Spellbound” was fashioned from three pieces cut from 
the 155-carat Liberator diamond found in Venezuela in 
1942. In addition, it is made up of hundreds of per- 
fectly matched brilliant-cut and baguette diamonds total- 
ing 782 stones altogether, weighing 212 carats. It is 


7 
em _— 
ca 
7 > 
about six inches long and unusually heavy. Although the 


fag . 
piece is arranged as a clip, the fan-shaped top may be Cin 


detached from the lower portion which consists of nine | ] 947 


separate flexible streamers composed of baguettes and 
ending with a pendant brilliant-cut stone. The center 
stone of the upper portion, a large emerald-cut diamond, 
may also be detached and worn separately as a ring. In 
all, the piece can be separated and worn as seven differ- G ’ F 
ent pieces of jewelry. According to Harry Winston, Inc., F rT / 
who made up and owns the piece, and through whose O F NV G 
courtesy it was shown, it took three men working six T | S 
months to complete it. 

Other jewels on display during the four-day exhibit 
included a diamond clip featuring the 88-carat ‘“Turkes- 
tan” diamond said to have been taken from the head of 
a Turkish idol and valued at $350,000; a diamond and 
sapphire set of a clip, bracelet, and ring with a total 
value of $40,500; a wide diamond bracelet with a large 
centered emerald of approximately 80-carats, valued at 
$70,000; a ruby and diamond bracelet about two inches 
wide worth $50,000; a 1214-carat diamond solitaire 
ring; a star sapphire ring; a 914-carat diamond solitaire 
ting worth $19,000; and a ruby and diamond clip valued 
at $30,000. 


retail jewelers. 
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THE ULTIMATE IN OPEN FRONTS 
(From page 228) 


feet on one side of the store, the gift department contains 
complete lines of silverware, holloware, stemware, fig- 
urines, chinaware, etc. 


Teen-agers are attracted to the wide selection of 
charm and identification bracelets displayed amidst an & LRY C0 
attractive backdrop. WATCH & JE E . 


Newspaper advertising on a consistent basis, is main- 
tained in community newspapers, and Kansas City’s 
leading daily. Eight per cent of gross sales is the ad- ih ole seheitiiinbass 
vertising allocation. A radio advertising campaign is to 
be released presently. 580 FIFTH AVENUE + NEW YORK 19, N. Y. 

Shoppers who frequent this large suburban business 
district are downtown workers who live in the surround- 
ing densely settled residential district. Majority wel 
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‘Rosa r1es 


NEW LINE... GOOD VARIETY ... 
EACH BEAUTIFULLY BOXED 
. . . PROMPT DELIVERY 


* 


PRICE $9 00 to $12.00 AT RETAIL 
GOLD FILLED—STERLING—GOLD PLATED 


* 


Genuine blue 
and white 


ircons 


C&S 


pals 


in stoch 


Now available for your Holiday and Spring 
business. See our new and complete line of 
Rosaries. We invite your inquiries for sam- 
ples which will receive our prompt attention. 


COUPE, MURPHY 
COMPANY 


EST. 1917 — MANUFACTURERS OF 


Rosary Beads, Medals and Crosses 
86 WEYBOSSET STREET PROVIDENCE 3, R. I. : 
@@eee@0e00e000000020009000088808008 





CUTTERS OF PRECIOUS ond SEMI-PRECIOUS STONES 


48 WEST 48th STREET NEW YORK 19. WY. | 




















ECCO M 34 B 
Centrifugal Casting Machine 


used with Ecco high frequency converters 


combines Induction melting with Centrifugal Casting 
for Platinum, Gold or Silver 


PR 





aud pearl pbutigue 
exquisitely designed heir- 
loom rings of the Czarist 
Tale My [ol olol(-elal ia -]-1alel> aa 
reproduced by expert 
craftsmen of today... ex- 
citingly different . . . un- | 
usually romantic. Solid | ee Mo ee 
ae brilliant ) Jewelry casters now may avoid uncertainties o 
i dlate Me olgiiiiclst mm-valelss)-) aaa torch and gas fired melting, increase production 
earringstomatch,optional. rate and handle metals in efficient quantities, The 
entire operation is now accomplished on one com- 
pact casting machine equipped with induction coil 


for melting and- powered by 220 volt 60 cycle 3 
D. SCHNEIDER phase A.C. motor ... variable speed drive. 


Antique and Modern Jewels 
re ten da - tea Gnu t0, x ALEXANDER SAUNDERS & CO. 


Successor to J. Goebel & Co. Est. 1865 
95 BEDFORD ST., NEW YORK CITY 14 BECKMAN 3-6050 
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ewelry, clothing, and other miscellaneous mer- 
wntown, but use the 39th & Main — 

hey pack the district in the evening an 
4 7 S ao a found it profitable to pursue the 
ae of remaining open until 9:00 p.m. 

Bud Downing, sales representative for the Meyer 
Jewelry Company; wholesale firm, for nine years, 
launched his career in the retail field in 1944 by pur- 
chasing the Paola store. The Kansas City Independence 
Avenue store, managed by Dave Baum, was a later addi- 
n. Robert Haurbour manages the Paola branch. 


shop for J 
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TIE-IN PROMOTION HAS TOWN AGOG 
(From page 234) 


local newspapers, announcing the contests and outlin- 
ing the various gifts the “Queen” would receive from 
the merchants. These included shoes, a fitted case, 
perfume, beauty styling, flowers, a jacket, evening gown, 
slip, street purse slacks, cosmetics, sweater and blouse. 
(Obviously all of these items couldn’t be worn simul- 
taneously, but all would tend to attract contestants. ) 
Rogers Jewelers, for their part, offered a handsome 
diamond wrist watch to the lucky winner of the contest. 

The full-page advertisements also outlined the rules 
and regulations of the contest, which were extremely 
simple. The contest would be open to any girl living 
in the county, between the ages of 15 and 25. A glossy 
black and white photograph would have to be submitted 
by each girl competing in the contest, but if she had 
none on hand a local photographer would be pleased to 
take one, free. Entrants were obliged to register at 
Rogers Jewelry. It was as simple as that. 

Voting for the entrants (whose pictures were dis- 
played in the windows of all cooperating merchants) was 
open from October 10 to November 5. Ballots were 
available from all cooperating merchants, but only one 
ballot box was maintained—at Rogers Jewelry. 


CONTESTANTS GALORE 


First day of the contest saw a swarm of entries and 
heavy voting, and before the race was more than two 
weeks old more than 60 of the county’s young ladies were 
in the running. By October 21 the V.F.W.-sponsored 
drawing for the De Soto sedan had fallen to second 
place with the populace, and talk was only of “Who will 
be Armistice Day ‘Queen’ ?” 

Ending of the contest was timed for November 5, 
Election Day, and many of the contestants and their 
families decided to apply big-time political measures. 
The mother of one entrant had cards printed, urging 
the “voters” to cast their ballot for daughter. Others 
campaigned in a somewhat less spectacular manner. 

The point of the entire promotion from the jewelers’ 
standpoint, of course, ig the manner in which Rogers 
Jewelry managed to sew up the important part of the 
contest. Although other merchants had ballots, only 
Rogers had the ballot box. And contestants could only 
be entered in the contest at the Rogers store. These two 
facts, naturally, caused a great boost in the store’s traf- 
fic and familiarized many persons who had never been 
there previously, with-the stock carried by the firm. 
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Made in sizes 
SMALL-MEDIUM-LARGE 


RETAIL PRICE $75.00 





KEYSTONE 





complete flexibility — Won’ 


secures watch safely 





FLEX-ON PRODUCTS 
29 E. Madison St., Chicago 2, Illinois 


GIVE YOUR WHOLESALERS NAME AND ADDRESS 












JEWELRY DESIGNER'S MANUAL 


Jewelry Designing and Applied Design, by Christian A. Jakobb. Pub- 
lished by C. A. Jakobb, 217-01 Corbett Rd., Bayside, L. I., N. Y. 
Loose leaf instruction manual 8 x 11 inches in black leather ring 
binder. 55 full pages of drawings—many of them hand colored. 
Price, $25.00. 


HERE at last is a much needed work on a phase of 

the jewelry industry that has long been completely 
ignored by the writers and publishers of technical and 
industrial books. Volume after volume has been issued 














Plate Vi: Step by step instructions in the details of the 
creation and construction of various pieces are provided in 
visual, as well as written form, by plates like this. (Actual 
size of plates in the book is approximately the same as a 
full page of JC-K.) 


on practically all other aspects of the jewelry field—the 
science and the lore of gems, the technicalities and crafts- 
manship of watch repairing, the working of precious 
metals, the histories of timekeeping, of silverware, and 
so on—but until now there has been no book to aid the 
student who wants to learn the principles and technique 
of designing jewelry pieces. 


Mr. Jakobb has filled that need with an instructive and 
highly practical work. Starting with the drawing of 
simple curves, the student is shown how to visualize and 
apply the various elements of design and how to create 
and develop design motifs, with particular attention to 
the practical techniques of drawing and execution. 

Especial emphasis is given to the rendering of finished 
drawing, with many hand-colored plates showing the 
steps in painting, shading and high-lighting the various 
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stones and metals. Particular attention is also 
the designing of specific items, such ag rip 
bracelets, earrings, etc. 

Mr. Jakobb is eminently qualified for the Preparatio 
of such a book as this. A prominent jewelry designe 
himself whose work has been well known in the trade 
for many years, he also has the rare talent for quality 


Siven to 
88; ping 








3 


Plate LVI: The progressive steps in shading, coloring and 
highlighting a drawing are shown in colored plates like this. 


of combining with his own skill an exceptional talent for 
teaching others, and along with his own creative work 
has been conducting classes in jewelry design for the 
past several years at the Mechanics Institute in New 
York, where he has done some remarkable work in the 
development of creative jewelry artists. 

“Jewelry Designing and Applied Design”’ is strongly 
recommended for the use of everyone interested in this 
important art. 
















OMNIBUS WORK ON PACKAGING 


Modern Packaging Encyclopedia, 1946-47, 1036 pp. + inserts. Pub 
lished by the Packaging Catalogue Corp., 122 E. 42nd St., New 
York 17, N. Y. 


ine average retail jeweler’s interest in packaging, 
doubtless, is concerned only with whether the pack- 
aging used for the products he sells is effective in pro 
moting them. To them, this book would be of little or no 
value. 


However, to retail jewelers who design and manufac- 
ture jewelry creations, this encyclopedia will prove to 
be a gold mine. For it is beyond any question the last 
and latest word in the packaging field. 

Reviewing a book of this nature is extremely difficult— 
comparable, as a matter of fact, with reviewing the 
Sears, Roebuck catalogue. There is such a variety of 

(Please turn to page 315) 
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W. as the originators of popularizing the Zircon and being the first quantity importers 
of this fascinating gem are once again happy to announce to the trade that we are prepared 


to serve them on all their requirements in Zircons—in blue, white and brown colors. 


Our Zircons are the best that can be obtained at the source for cut, color, cleanness and 


quality. We will submit on demand prices and samples, in straight classified sizes from 


1 m/m up to 20 m/m. 


UNOPENED ORIGINAL PACKAGES OF ZIRCONS TO QUANTITY USERS AT 
WHOLESALE PRICES 





GROWN 


FINEST CULTURED PEARLS 


PAPAZIAN BROTHERS 


DIRECT IMPORTERS 
980 Fifth Ave. | New York 19, N. Y. 


ANTWERP — COLOMBO — JAIPUR — SINGAPORE — BANGKOK — MANILA 
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Getting the 


Customers” 


Viewpoint 


by A. P. NELSON 


Mr. Warren, shown behind the counter, believes intelligent knowl. 
edge of merchandise impresses customer with store's reliability, 


N these days the average jeweler gets numerous re- For fifteen years, Mr. Warren was in charge of the 
quests for merchandise and service from the cus- jewelry department of a chain organization. In this 
tomer which he cannot always fill. “When such an work he learned many jewelry merchandising features, 
instance arises,’ says E. Warren, owner of Wiggen- some of which he has adopted for his own store. 
horn’s, a 60-year-old jewelry firm at Watertown, Wis., “We try to size up every customer who comes into 
“the jeweler must show a willingness to cooperate with our store,’ he says. “Every jeweler likes to have a 
that customer if he expects to get future business.” lot of store traffic, for from such traffic he builds his 
Handling of customers is very important, according present and future business. There are some customers 
to Mr. Warren. He is laying stress on this merchandis- who want super service, who become angry when they 
ing tenet these days, and he finds that his customers cannot get what they want. It takes tact to handle such 
like this sort of treatment. | (Please turn to page 316) 


Looking at store and sales 
methods through the eyes of 
vour customers is best way 


of keeping business on toes. 


Glassware items, an important sales 
_medium in this store, are attractively 
displayed on small shelves in the wall- 
cases which prevents overcrowding. 
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CLASS STRUGGLE ISN'T THE ANSWER 
(From page 242) 


alive this company must be alert to the technological 
changes which occur within the industry. And it says 
that “operations must be carried on at the maximum of 
efficiency. 

I’m proud of this, but how could we afford to say it? 
Because in our contracts we also say: If the company 
thinks your piece rate should be cut, you can submit the 
new rate to the grievance procedure between the company 
and the union and have it negotiated and readjusted. 

You can now look “technological progress” in the face 
and not be afraid of it. The rights of machines and 
methods and the rights of people have met and mingled. 
They should get joined together in every factory in 
America. Unions could then stop being just fighting out- 
fits. They could become the active partners of manage- 
ment for more and more productivity and prosperity. 
And what an America we could have if free managers 
and free unafraid workers in every workplace were co- 
operating with one complete mind! 


Every industrial engineer will tell you that there never 
yet has been a factory in America that come within hail- 
ing distance of its fullest possible production. And it 
never will without you and you and you. You can see 
things that management can’t see. You can see the little 
wastes that add up to one great big terrible waste. Man- 
agement can’t stop them. You can. You can help your 





union to show management that we are contributing to 
the company’s kitty—the kitty for the stockholders, for 
management, for your own next wage-hike. 

Some managements don’t want any help from unions. 
They refuse it when it is offered. They are stuffed shirts 
who would rather lose money for their stockholders than 
lose the stuffing out of their shirts. Thank God our em- 
ployers are down on the ground and on the level. They 
welcome our help. Give it to them. They need it right 
now! 

During the war we made no civilian watches. We made 
only precision instruments for the armed forces. And 
during the war 28,000,000 Swiss watches came into this 
country. We surrendered the whole American watch 
market to the Swiss. We’ve got to produce or perish. 

Our Government is pledged to reduce all international 
trade barriers, including our own. We’re going to export 
more; and, to balance it, we’re going to import more. 
We're going to have “One. World.” Wonderful! I hope 
it means peace. But I want to tell millions of our fellow 
unionists in all sorts of industries: 

_It also means the fiercest competition you ever saw; 
and you're going to get up on your toes or lose your jobs. 

Your employers better come to you and ask your help, 
or you d better go to them and make them take it. 

American free enterprise now has to be saved by 
unions as well as by managements. Our foreign compe- 
tition is more and more socialistic. In this new “One 
World” we Americans are representing real free enter- 
prise almost alone. 





————— 





SELL THE BEAUTIFUL NEW. Alpina. WATCH! 


Alpina. producers of fine watches 


since 1883, now presents for national dis- 


tribution its superb selection of new models. 


é e' 
<3: Mlpina. movements are made complete in its own 


modern factory thus insuring unified control and 


standardized parts. Available from wholesalers only. 


A 


Enquire of your wholesaler, or write 


Alpina. WATCH CORPORATION OF AMERICA 
080 FIFTH AVENUE - NEW YORK, N. Y. 
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THE NEW NIASH CLIP 
fer sah gy WANTE D 


Efficient, Conscientious 


ASSISTANT to SALES MANAGER 


OF 


FLEX-LET EXPANSION PRODUCTS 


ES ty For work in New York Office and Showroom 
Practical m 


Casy lo hssemtble Duties include selling in showroom and 
handling sales and order details. Must be 
efficient correspondent and must be fa- 
beautiful design requiring no soldering miliar with the retail jewelry trade. Phone 


operations or bending. After base is at- for appointment. 


Here is an inexpensive handy clip with 


Kole sl-to Mi comin-m-telaelale MEU mvale] ome in-Malls CHickering 4-3096-3077 


FLEX-LET EXPANSION PRODUCTS 


NYo}(o Mia ire] | Mee) (eo) sam LOM Grol sfc MP an @ (F. & V. Mfg. Co., Inc.) 


NIASH Refining Co. jew york NY. 


and the earring is ready for wear. 


20 West 47th St. New York 19, N. Y. 





























For the Perfect Host or Hostess! 


WANTED BY MANUFACTURER | o> <>” snus eu 


4 Crack-a-jack Salesmen The “MODERNE” 
by EMSON 


LEADING JEWELRY MANUFACTURER 
of nationally advertised lines has four 
important, profitable territories open for 
sales representation. Splendid opportu- 
nity for experienced men with retail Just read these excellent features: 


@ One quarter turn opens or closes 


jeweler and department store following. spout— 
@ Shake without fear of leakage— 


If you are accustomed to earning about || 372 inssc” pene so, mionace er 
$15,000 ” yes or better, this is the sales job * Savainee is easily removed for 


cleaning— 
@ Lightweight, high lustre aluminum 


@ Holds one quart and a quarter 
* Pat. Pending 


Write in full detail. Strictly confidential. - 
. . $9.95 Retail 
Minimum ‘2 Doz. 
Address Box "B., 4941" care el ee > ba ig Bo eee 
JEWELERS’ CIRCULAR-KEYSTONE GIFTWARE. 


100 East 42nd St., New York 17, N. Y. EMSON PRODUCTS CORP. 
Bridgeport, Conn. 


you ve awaited. Others need not answer. 
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Do you want to save it? Are you going to produce? 
You can say “No.” This is a free country. The Russian 
kers cant say ‘No’! They produce when they are 
wad to and for as long as they are told to. You, my fel- 
low unionists, now have the fate of American free enter- 
prise in your own free hands. | | | 
Every day every unionist in his workplace is helping 
to decide between Americanism and totalitarianism. 
Every day, every hour, every littlest girl at the smallest 
machine casts her vote in that great election. 

You know our union is already headed the right way. 
We're for free enterprise, and our employers know it. 
We allow no Communists to hold office in our union. 
And we’ve got only a few screwballs who get any kick 
out of shouting, “To hell with the boss.” The other day 
at Elgin we unanimously passed a resolution saying, 
“We're proud to work at Elgin Watch.” I think I ought 
to give the president of Elgin a button to wear saying, 
“I’m proud of the Watch Workers Union.” And I’d like 
you to tell me to tell him something like this: 

We members of the Watch Workers Union are for the 
stockholders. We're for the managements. We’re for 
labor. We’ve got our new rights. We’re going to use 
them. We’ve got our new duties. We’re going to do them. 
We're going to start a friendly rivalry with you. We're 
going to try to do as much as you do, and even more than 
you do, for the quality and quantity of Walthams, Elgins, 
and Hamiltons. We're going to make labor a positive 
creative force in our part of America. 


DIAMOND SALES CONTINUE HIGH 
(From page 2382) 


One jeweler suggested training salespeople to make 
them more diamond conscious and so that they would 
be in the position of being able to answer any question 
that was put to them by the customer. “I feel that the 
public should be told everything there is to know about 
diamonds,” this jeweler stated. “In fact, just as much 


as they know about automobiles and radios.” 


Many jewelers felt that there was a need for more 
national advertisements boosting the local jeweler as 
the one for people to come with their gift problems. 
Also there was a decided feeling that there should be a 


more “personalized relationship” with customers. 


One reports that personal letters to his customers 
bring him a lot of trade; another reports keeping con- 
stant track of all his customers, their birthdays and 
anniversaries, and when such an event occurs, writing 


a personal letter suggesting diamond items as gifts. 


Other jewelers report that promotional material of a 
dignified nature sent out to their customer lists before 
St. Valentine’s Day, Christmas, graduations, and other 
occasions bring increased sales. “And why not,” asks one 
jeweler. “After all, people are constantly thinking about 
gifts and my brochures answer what is uppermost in 
And when they make a purchase, I make 
sure they are satisfied, for a satisfied customer is my 


their minds. 


best advertisement.” 
(Please turn to page 297) 
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ALMA SERVICE COMPANY 


12 Bowery * New York 13, N.Y. > WAlker 5-5512 
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THE NATION'S 
LARGEST 
WHOLESALE 
REPAIR SERVICE 


Watches & Clocks 
Plain & Complicated 


Chronometers 
All Crvstals Fitted 
Dial Refinishing 
Case Repairing 
Recasing & Dialing 


Precious 
Semi-Precious and 
Birthstones 


Jewelry Special 
Order Work 
Mountings Made 
Stone Setting 
Soldering—Sizing 
Enameling 


Ki vour ALMA Y 
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Engraving 


Plating 
Gold . . . All Colors 
Silver—Rhodium 
Chromium—Nickel 


Hollowware and 
atware 


Silverware Refinished 
Optical Repairing 
Pens and Pencils 
Cigarette Lighters 

Electrical Appliances 

Radios 
Luggage 
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“We are as near to you 


as your post office’’ 














The Cederquist 
girls, Patty and 
Mary Lou, help 
many a customer 
select pieces to 
be given to the 
bride. Patterns 
selected by the 
bride are record- 
ed in a book, and 
pieces crossed 
out as_ bought. 















Creates His Own Prospects 
With Sterling ‘Propaganda’ 


Many prospective brides entering the Cederquist store in Ashtabula, 


Ohio, think that sterling would be too expensive to hope for. But 


Mr. Cederquist convinces them that a selected pattern can grow slowly. 


UCCESSFUL merchandising of sterling flatware at 

Cederquist Jewelry Company, Ashtabula, Ohio, is 
simply a matter of locating the prospective customers 
among the young women of the community, and then 
keeping after their families and friends, according to 
E. R. Cederquist, head of the store. 

The Cederquist firm carries an inventory of sterling 
flatware which would be surprising in a much larger city 
than Ashtabula. Backbone of the stock is complete 
assortments of four major nationally-advertised lines, 
two of which Mr. Cederquist has carried unceasingly for 
twenty-five years. The fact that three of these lines are 
highly competitive, yet appear in the same store, is a 
tribute to his excellent merchandising policy. “The 
manufacturer normally would not allow us to sell direct- 
ly competitive brands in this way,’ Mr. Cederquist 
smiled, “‘but we have sold them so long, and so success- 
fully that our sterling sources have decided to let well 
enough alone.” 

Mr. Cederquist actually “pioneered the sterling field” 
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by ROBERT A. LATIMER 


in Ashtabula, where previous to his arrival, little or no 
sterling flatware had been sold. The emphasis at that 
time was on plated silver, and few families gave sterling 
any consideration whatsoever. ““My job was largely edu- 
cational during the first few years,” the jeweler said, 
“and since then has been a matter of skilful selling— 
capitalizing on every opportunity, and making the most 
of each contact. We flatter ourselves that our custom- 
ers are now highly sterling-conscious, and that many 
prospective brides now take it as a matter of course to 
register sterling patterns in the same way as they do 
china and glassware.” 

Mr. Cederquist’s sterling promotion begins with the 
fact that he “creates his own prospects.” Whereas many 
brides-to-be would normally overlook the sterling de- 
partment altogether, the store makes a vigorous, aggres- 
sive policy of urging every girl to visit the store, select 
the patterns of sterling flatware and hollowware that she 

(Please turn to page 317) 
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ight in time and tune to pull 18,000,000 
Christmas-minded readers of McCall’s 


and Ladies’ Home Journal 


“EF unny thing about my Dad. I live pretty much for today, 
but he’s always thinking of tomorrow. Especially my tomorrow. 
Of the day Ill squeeze his arm walking down a church aisle. 
Of the kind of fellow who’ll be waiting there for us. 
Of what my future home will be like. So, this Christmas 
he started my sterling. “You can match and add over the years, 
he said. It was Gorham Sterling, of course. Like Mother’s 


and Grandmother’s. And every piece so pretty I could cry’ * ** 





To help you plan a glorious Christmas for someone, 


THE MODERN WAY to start sterling is to buy in send for illustrated book, “Entertaining—the Sterling Way-:’ 
units of place-settings. With a few place-settings, you 10¢ (outside U.S. A. 40¢). Address The Gorham Company, 
can begin using your silver immediately. Gorham 

Chantilly, costing only $25.37 ( priceincludes Fed. Tax). Dept. LHJ-8, Providence 7, Rhode Island. 


o STERLING ®@go 


AMERICA’S LEADING SILVERSMITHS SINCE 1831 
Listen to the Bride and Groom program, ABC, 2:30 p.m. Eastern Standard Time, Monday through Friday. 
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The Silverware Industry 


In America Since 1669 


Seeond in a series of articles tracing the development 
of the silverware manufacturing industry in the 


United States since this magazine was founded. 


y 


yeep the period prior to the founding of 
Tue JEWELERS’ CIRCULAR was important in seeing 
the rise of the silver industry, particularly in view of 
the improved processes produced through the aid of 
applied science, momentous events were to occur in the 
succeeding 77 years. 

As was observed in the opening paragraphs of this 
history, in 1869 the price of silver was $1.82 per fine 
Troy ounce, legislation establishing qualities and pre- 
scribed markings was unheard of (although self-regula- 
tion was pretty much the rule), and new methods of 
manufacture were gaining widespread use. 


TECHNICAL IMPROVEMENTS 


The process of depositing silver upon base metal to 
form plated ware was, to be sure, introduced quite some 
time prior to 1869. Utilizing what were generally termed 
“Smee” batteries, the process was effective but, never- 
théless, in many ways cumbersome. 

Pleasant as it would be to report that although the 
original discovery of electroplating was British, Ameri- 
can ingenuity improved upon the process—in truth that 
cannot be done. For, in 1873, Henry Wilde, an English- 
man who had participated in the original Elkington ex- 
periments in Birmingham, produced a refinement of the 


The ornate, wonderful specimens of "gingerbread" designing which 

grace the side of this page are not generally seen today except 

T pgmin attics and curio shops. But they are authentic examples of 

y M—silverware styling culled from the pages of JC-K during 1877, 

) pS and highly regarded at the time by everyone except those poor 

Y individuals who had to clean them. The affair at the top of the 

page is a silverplated butter dish, capable of clamping down an 

locking, “bear-trap" fashion, on the hand of anyone who tried to 

take too much. Beneath it appears an “ice pitcher set" which would 

nome Seen: se A tilt to discharge its contents. The affair at the bottom is not 
Nate Oe Den SCL Ne ai ee. actually designated by the advertiser as anything in particular, 
Oe rr 7 eee. -. being simply labeled "Venus' Gold-lined barge, driven by Cupid, 
C SS Dire : <4 and drawn by beautifully-modelled snow white swans through a 
ST OBS ZEN teste placid lake. This is on a square base with a figure of music at 

mae each of the four corners. We have many pieces of equal character 

eee and beauty." Presumably Venus’ barge held fruit or flowers or 

if our readers will pardon such a crude mode of expression—nuts 
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— WEVE BEEN KEEPING 
COMPANY WITH GOOD JEWELRY 
STORES FOR GENERATIONS... 


Go to any town or city in this broad land of ours . . . ask for the 
name of the leading jeweler and you have the name of a Frank 
M. Whiting & Company retailer. We're proud of that fact. . . 
proud, too, that each has been a happy and prosperous friend- 
ship. If you're that jeweler in your city you know what we sii 
and you have our assurance that Frank M. Whiting & Company 


sterling will always be worthy of your good name — and ours. 


SSNS 
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procedure whereby the item to be plated would be ro- 
tated, thereby getting better and more uniform results. 
One of Wilde’s machines was imported, almost im- 
mediately, by the Meriden Brittania Co., and it was 
found so successful that additional machines were re- 
quired. Within a short time, virtually all American firms 
were using the improved process. 

Prior to the importation of the new process, the Meri- 
den firm had developed an innovation: a method of plat- 
ing several layers of silver upon those areas of spoons 
and forks which would be subjected to the most wear. 
Some twenty years later, in 1886, Holmes & Edwards 
improved upon this notion when they acquired a patent 
which enabled them to inlay a solid block of silver at 
the crucial points. thereby affording a positive guarantee 
against the base metal appearing. This latter process 
is still employed. 


ESTABLISHING QUALITIES 


Although there was in force a species of self-regula- 
tion within the silverware manufacturing industry in 
1869, whereby qualities were maintained, there was no 
actual legislation covering the matter. By 1885, Edward 
Holbrook, president of Gorham Mfg. Co., was working 
for a better understanding and laws concerning the 
quality of coin, sterling and silverplated ware. Others 
joined in the effort, and within a short time the ques- 
tion of sterling was settled. 

However, the matter of silver plated ware was more 
dificult to solve. (In fact, even at this time, efforts are 
being made to improve the existing laws.) 

When silverplated hollowware was first brought out, 


By 1899 the ten- 
dency toward the 
super-gruesome in 
hollowware had 
virtually abated, 
as can be seen in 
these specimens 
taken from JC-K 
advertisements for 
that year. From 
this time onward, 
designing of hol- 
lowware was 
more conservative. 








€ 








some manufacturers either ignored indicating the qualit 
or, later on, marked it with their own name and the lin 
“Triple” or “Quadruple” plate. Some fifty years 
much of the cheapest ware carried the legend “Quad 
ruple.” 

As a result of policing within the industry, Manu- 
facturers of better hollowware commenced imprint 
only their name and indicated that the article was guar- 
anteed, but omitted all reference to the grade of plate 
Gradually, the public became accustomed to this system 
of marking and suspected any article bearing a highly- 
misleading marking. The Meriden Brittania Co., for 
example, dropped all reference to “Quadruple” plate 
in 1896, and stated that thereafter articles would 
simply be stamped “made and guaranteed by the Mer; 
den Brittania Co.”’ 


GOLD AND SILVER STAMPING LAWS 

As early as 1200 all silverware in England was subject 
to a legal regulation of the standards of metals used, 
and it was made unlawful to manufacture goods in silye; 
of a lower standard than coin. These goods were to 
bear the “hallmark” of government quality. 

Five hundred years later in America there wag no 
law restricting a manufacturer as to quality of metal 
used, but by 1800 reputable makers had adopted the 
quality as stated to be “coin silver, 900/1000 fine.” As 
some makers melted up old silver articles and Jater still 
bought silver in bulk for manufacturing purposes, the 
silver they used was not always the metal the purchaser 
expected. This condition, fifty years later, prepared the 
way for future laws covering the quality of silver used 
by silversmiths. Eventually, laws were enacted whereby 
the standard adopted for sterling silver tableware would 
be not less than 925/1000 fine. 

In the manufacture of plated ware around 100 years 
ago the silver used by the plater came also from cur- 
rency. It was quite common to pick up old silver coin, 
collected by individuals (and banks, if necessary), and 
use them for plating. 

In the late 50’s and 60’s the larger concerns were 
buying silver from Platt Bros., New York. As the in- 
dustry developed, the demand for metal became so great 
that supplying it became a full-time job and resulted 
in such firms as Handy & Harman, New York, Baker & 
Co., Newark, etc. 


BUSINESS CONDITIONS 

In addition to being the year of the founding of THE 
JEWELERS CircuLaR, 1869 was, also, the year of the 
famous “Black Friday’ with a serious crisis in the 
securities market. Business of all kinds was seriously 
affected in the East and four years later a general panic 
developed closing banks and securities houses. These 
events, naturally, had an effect on the silver manufactur- 
ing industry. 

Undismayed, however, silverware manufacturers (and 
others in the jewelry trade, also), took steps in 1874 to 
improve business conditions. There appears to be a 
parallel between the actions of 1874 and those of 1946 
when the Jewelry Industry Council launched its cam- 
paign. Plans were made for displays and participation 
by silver manufacturers in the Philadelphia Centennial 


Exposition of 1876. : 
(Please turn to page 319) 
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Jn a O/Vews Meo of Cyreater (Promise acs 


For over sixty years Smitu STERLING has been recognized as 


an outstanding example of fine craftsmanship ... each piece 
has reflected the infinite care and patience of the artisans 


who have so faithfully participated in its creation. 


An enlarged national advertising campaign is being devel- 
oped to promote our entire line of high quality sterling silver- 


ware in 1947. 


Jn these treno poe tere damien 


HOUSE & GARDEN CHARM 

HOUSE BEAUTIFUL VOGUE 
BRIDE'S MAGAZINE MADEMOISELLE 
SEVENTEEN GLAMOUR 


CHRISTIAN SCIENCE MONITOR 


FRANK SMITH SILVER COMPANY 


GARDNER, MASSACHUSETTS 


RRR RRZRZRZERZRZRZRRZRRRREREZRZRRZRRRRRBRRKRARARKRAKRARARZARZARZREND 


366 5TH AVE.. NEW YORK (1) 476 PARKER HOUSE, BOSTON (8) 649 SO. OLIVE ST., LOS ANGELES (14) 
NEW YORK MASSACHUSETTS CALIFORNIA 
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0 Iny daughter, growing up 


NANCY, HONEY, there'll be five candles on 
your next birthday cake. 


What a big girl you're getting to be! Big 
enough to tie your own shoes. . .and to make 
comic experiments with my lipstick. Big 
enough to help me set the table...and to notice 
the fresh flowers, the shiny forks and spoons. 


Maybe you didn’t choose the richest par- 
ents in the world, Nancy. But you're going 
to have the nicest life we can give you. A 
house doesn’t need to be big and fancy, for 
things to be done right in it. 


I want you to grow up to be...well, I guess 
the word is ‘‘gracious.”’ It's because memories 
are important that | put on the pretty house- 
coats you admire, and use our beautiful 
International Sterling at every meal. 







I always thought that when [ had a little 
girl like you, I'd want her to be used to nice 
things... like real ‘‘family silver,’’ that not 
only looks wonderful, but 1s real and solid all 
the way through. 

You see, darling, our International Sterling 
is so very good that we can use it always... 
and it won't wear out, it'll just get lovelier 
and ‘lovelier. 


We couldn't have anything nicer if we lived 
in a castle like the ones in your storybooks. 


Pride and sentiment... of these your home 1s 


built. Remember them, when you choose its 
treasures. 


Let your jeweler show you the dream: 





beautiful International patterns. They're artist 
designed... balanced-to-the-hand.. exquisitely 
finished in every detail. 


And they're solid silver . . . silver all the way 
through... for a lifetime of proud memory 
making. 

Begin, if you like, with individual place 
settings... knife and fork, teaspoon, salad fork, 
cream soup spoon, and butter spreader. 


Prices on famous International Sterling hav 
not been raised, even in the face of general 
rising prices. 6-piece place settings for as 
little as $21.50. 


TUNE IN to The Adventures of Ozzie and 
Harriet, Sunday evenings, 6:00 p. m., E.S.T,, 


Columbia Broadcasting System. 


Copyright 1946, The International Silver Company, Merides,” 
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DIAMOND SALES CONTINUE HIGH 
(From page 289) 


A Western jeweler commenting upon the need to build 
up more customer confidence in jewelers as a means of 
increasing sales, says: “Let us teach all jewelers that 
they can sell more diamonds by boosting rather than 
knocking their competitors. Knocking is perhaps the 
most detrimental practice in the jewelry industry today. 
In my city, jewelers who constantly knock competitors 
forget that they are instilling doubts in customers’ minds 
about all jewelers, including themselves, so everyone 


is hurt.” 


TO SELL MORE RINGS 
To increase the sale of men’s diamond rings, the fol- 
- Jowing techniques have been suggested by successful 
jewelers which, they say, have produced good results: 


Have your salesmen and leading citizens in the city 
wear diamond rings. There is nothing like the power 
of suggestion. “I have definite proof,” said a Phila- 
delphia jeweler, “that this contention is sound. As soon 
as | started to wear a diamond ring, many more cus- 
tomers asked for one.” 


Said another jeweler: “Jewelers wear less of their 
own merchandise than is good for their business. If we 
don’t wear it, why should the public?” 


Another store owner shows a man’s diamond ring to 
his women customers after they have made a purchase 


for themselves. He does not look for an immediate sale 
but many do come back later and make a purchase. 

Constantly sending mailing pieces to married women 
suggesting diamond rings as a Christmas or birthday 
gift for their husbands has proven its worth to a Minne- 
sota jeweler. 

One broke down sales resistance to men’s diamond 
rings by inducing local lodges to give them as gifts to 
retiring officers. He also induced other organizations 
and firms to award long-standing employees with dia- 
mond rings. Seeing them worn induced other people 
to buy them for themselves. 

Other suggestions included: 

More national advertising specifically promoting men’s 
diamond rings. ) 

Carry a full line of rings so that customers can make 
a selection. 

Stop advertising “Specials” or ““Bargains’”—and that 
goes for all diamond items. A New York jeweler claims 
that to advertise “bargains” instills in the public’s mind 
the feeling that the advertiser as well as other jewelers, 
even those who are completely honest, are overcharging. 

One jeweler with his eye on the future sums the whole 
situation up in a few words that are right to the point: 

“The far-sighted jeweler today will build lasting con- 
fidence by making every effort to please a customer while 
others are indifferent. When you can’t do the impossible, 
be tactful. And don’t worry if there are a lot of ques- 
tions. Remember, people don’t know too much about 
diamonds—they rely upon you. Be proud of that con- 
fidence and never risk losing it.” 
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In distinguished ads like the one on the 
opposite page, International Sterling is 
constantly stressing a fact which is of the 
utmost importance to your customers. 
Women are being told that in spite of 
general price-rising, they can still obtain 


their favorite International Sterling at the 


same down-to-earth prices as always! 

There are three major purposes in hold- 
ing our price line: to help fight inflation 
...to reassure the millions of women who 
are planning to buy International Sterling 
...and to give every consideration to you, 
the dealer. 


TUNE IN to The Adventures of Ozzie and Harriet, Sunday evenings, 6:00 p.m., E.S.T., Columbia Broadcasting System. 
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Ensraving Art: In previous issues this year JEWELERS CiRCULAR- 


KrysToNE has presented examples of modern engraving art (March—Page 294; 
June—Page 316; October—Pages 350-352). Lee Hancock, engraver, designer and 
die sinker, of Memphis, Tenn., has submitted the above monogram designs, which 
he executed ten years ago, as examples of the more ornate types of engraving and otf 
the intricate workmanship required of engravers when these styles were in vogue. 

While the trend today is toward more simplicity in design the above styles find 
their appeal with some people who desire this more elaborate type of monogram and, 
as such. are necessarv to make this series complete. 
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Poole makes only one quality Of 


silvenplate the finest that 
the skilled handa OF Gun cnaptamen 
can produce Poole quality is 
tnaditional with, and necoqgnized by, 
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discniminati ng hostesses evenywhene. 
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Haye New 


1. Barrettes and earrings to match ‘in rhodium, yellow 
gold plate, and rose gold plate, in two sizes. Attrac- 
tively boxed, they retail at from $4 to $7.50 per set. 
From Wm. Reid, 315 West 5th St., Los Angeles 13, Cal. 


2. Design of this lapel watch was inspired by the old- 
fashioned alarm clock, with 14K hand-wrought gold case 
and 17-jewel movement. It retails for $125, tax included. 
Longines-Wittnauer Watch Co., 580 Fifth Ave., New York. 





3. First American-made calendar watches are the Chrono- 


date, shown here, and the Recorder by the Waltham Watch 


Co. Both of 14K gold and with 21-jewel movements, ey 
have small hand which shows date on inner track of dial. 


4. Combining new motifs to create diamond wedding rings 
that are a definite departure from the conventional wed- 
ding band are these of gold or platinum, introduced by 
the Briston Seamless Ring Co., 71 Nassau St., New York. 


5. This Masonic zing of 14K gold, hand-chased, is avail- 
able in choice of palladium emblems to retail at $88.00. 
Carl Entenmann & Son, 146 W. [8th St., Los Angeles 15. 


6. These authentic reproductions of !éth Century medal- 
lions are of rhodium finish, set with either white or colored 
stones. Chatelaine retails for about $35; earrings to 
match, $7.50; medallion for about $33. From the House 
of Schrager, 303 Fifth Avenue, New York City, N. Y. 
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1. Cornucopia pin designed by Ernest Steiner is of gold- 
plated sterling set with rhinestones. It retails at $18. 
From Leading Jewelry Mfg. Co., 389 Fifth Ave., New York. 


2. Three-strand simulated pearl choker with a rhinestone 
clasp, designed to be worn in side drape effect. $20 re- 
tail. From Robert Fleischer Co., 366 Fifth Avenue, N. Y. 


3.. One of a new line of cocktail rings by Diamond Craft 
of America, 55! Fifth Ave., N. Y., has twin multi-facet 
diamonds in platinum mounting, slightly bent to give an 
off-circular effect, and three small diamonds on sides. 


4. Roulette watch with smoothly balanced rotatable outer 
disc which can be used for any game owner cares to orig- 


inate. Longines-Wittnauer Watch Co., 580 5th Ave., N. Y. 


5. “Lucky in Love" series of wedding rings made by O. M. 
Resen Co., 62 W. 47th St., N. Y. Of palladium or in com- 
bination with gold, the two upper rings use traditional 
horseshoe and heart symbols; lower two are patterned 
after grandmother's ring with inset sapphires and garnets. 


6. Emblematic tie clasp in 1/20 12K gold filled are avail- 
able in a choice of emblems to retail at about $4.00, 
plus tax. From Irons & Russell Company, Providence, R. I. 
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Toss your loop over this one, pardner! It’s new. It’s different! It’s the 
sensational, fully automatic White Liter from Texas that’s “ridin’ 
herd” on greater profits for dealers from coast-to-coast. Sturdily built 
to watch-like precision, White Liters are guaranteed for life. All parts 
are interchangeable without special tools. Fuel supply is more than 
ample, and the wick is adjustable to any desired flame...a feature 
pipe and cigar smokers go for in a big way. Beautifully finished in 
heavy chrome for long-lasting smartness. Put White Liters to work 


“punchin’” sales for you. Price $7.50, keystone. 


| 770. 





a DEALERS! Get your shore of tne 
bs Christmas soles White Liters assure 


*, Vou. Place your order for an omple 1707 MAIN STREET 


stock now! See your regular jobber, 


“han mg Sie, «or write the White Liters, Inc., 1707 


OS yitoin Street, Dotlas 1, Tones. DALLAS 1, TEXAS 
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This Jeweler’s 


A ‘Foster’ Parent 


Catchy ads and clever radio 


promotion sell baby gifts for 


the J. A. Foster Co., Providence. 


OR a number of years the J. A. Foster Co., Provi- 
dence, R. I., has been developing a good business 
in baby gift merchandise. The line has grown steadily 
and has proved a good source of profit. Furthermore, 
it has produced many new customers for the store and 
has had a good sales influence on other store departments. 
As a matter of established policy, the baby gifts are 
aggressively promoted with the simultaneous use of news- 
paper, radio and window publicity. While interior dis- 
plays are used occasionally, they are not always featured. 
“During the normal prewar years” explains Harold 
W. Hughes, secretary and general manager, “we staged 
these three-way promotions once a month but with the 
shortage of merchandise we now put them on once every 
two months. Our policy in these times is to feature only 
merchandise that is available and for this reason we 
often delay promotions until merchandise arrives in sufh- 
cient quantity. 
“When we can get more merchandise, we shall return 
to the once a month schedule because that keeps the 
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by MILDRED S. SULLIVAN 


Fosters’ ads for 
baby merchan- 
dise are slanted 
in such a man- 
ner as to almost 
compel the 
reader to think 
of a newborn 
baby and pur. 
chase him a gift. 
Also, a handsome 
baby book is pre- 
sented to parents 
of all new babies. 


baby line going strong. Our newspaper advertising ap- 
pears in the largest daily newspaper which gives a high 
percentage of coverage throughout Metropolitan Provi- 
dence. It also gives some coverage of the entire State, 
for we draw many customers from all parts of the State. 
Ads are generally two columns by about 9 to 12 inches, 
and are devoted entirely to baby goods.” 

Copy is very well prepared, uses plenty of good illus- 
trations and carries such headings as ‘Heavenly gifts 
for heavenly bundles” and “For the cradle crowd.” 
Merchandise is always priced or at least the range of 
prices is quoted. Advertised merchandise generally 
covers a considerable price spread—often from $1.50 
to $20, so that gift requirements for every pocketbook 
are met. | 

The radio schedule for the store includes spots on 
Sundays, Mondays and Wednesdays at 6:00 P. M. over 
WJAR and on the same days at 11:00 P. M. over 


WEAN, appropriately enough. Whenever a baby goods 
(Please turn to page 828) 
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Advance Orders Keep Customers Loyal 


Order book for merchandise not available for immediate delivery, 


which customers ean view at any time to see “how far down I am 


on the list’’, is this jeweler’s technique on future orders. 


HETHER or not the retail jeweler is wise in 

writing up advance orders on merchandise which 
isn't currently available rates an emphatic “Yes!” from 
Samuel Fisher, head of the E. Allez jewelry store in 
Millville, N. J. 

The Allez store has been accepting advance orders 
for the past several years, following a survey which 
Mr. Fisher made of his customers in the early portion 
of the war. “We realized that there was a difficult period 
ahead,” he says, “simply because we are located in a 
small town with a higher than average income per 
capita, with customers more or less accustomed to de- 
pending on us. Apologetic refusals to deliver merchan- 
dise may work out in the large city store, but they will 
not be acceptable in the small city where every cus- 
tomer feels that she should have special consideration. 
Therefore, our decision to take advance orders and 
work diligently at filling them.” | 

Since putting the question up to his customers one 
at a time, and compiling the answers, Allez Jewelers 
will write up advance orders on any merchandise on 
which there is any reasonable possibility of making 
delivery—covering a long list all the way from diamonds 
and watches to silverware, electric appliances, radios, 
and various items of giftware. 


ORDERS CATALOGUED IN LEDGER 


To operate his system, Mr. Fisher uses a ledger-entry . 


book which is kept behind the main counter and is avail- 
able readily to all salespeople. Divided into sections 
by headings, it lists all classes of merchandise for which 
there is a substantial call. In the rear sections are 
“special order” pages which contain memorandums such 
as prospective bride’s orders for particular patterns 
of china and stemware, sterling flatware, etc. For the 
most part, however, advance orders in the form of 
memorandums fall into definite categories which can be 
placed on the same page at each occasion. 

The book is also readily available for showing to 
customers who want to see “how far down I am on the 
list.” Mr. Fisher made this unusual arrangement sim- 
ply as part of a loyalty program whereby every advance- 
order customer is told all the facts. In return for its 
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by ROGER LINCOLN 


frankness the store asks the customer to please inform 
the management if there is any likelihood of cancelling 
the order. “For example, the small electric appliance 
page runs up to as high as 50 entries at a time,” Mr. 
Fisher said, ‘and women are constantly curious to see 
how soon they may expect delivery. When a look at the 
book and the page shows that delivery time is still a 
long way off, they are welcome to buy anywhere else, 
but must promise to let us know when they do so. We 
have had a few cases where customers found the desired 
merchandise in nearby Philadelphia—and invariably 
they have taken the trouble to come in and tell us about 
it. This keeps all ‘deadwood’ out of the file, and makes 
the information contained fully active and worthwhile.” 


FURNISHES INVENTORY BAROMETER 


There are many advantages accruing from the file, 
Mr. Fisher maintains. First, the appreciation of the 
personal services rendered makes fast friends for the 
store. “For example, a young lady came in one day 
to state that her father was giving her a gold wrist- 
watch, and that in return she wished to give him one 
of the same make, with the same type of band. I couldn't 
fill the order immediately, but placed it on the books 
with a probable delivery date, and a ‘Rush’ symbol. 
I wrote half a dozen letters trying to locate that watch, 
unsuccessfully, and finally bought it at retail from a 
Philadelphia store, merely to fill the order. My total 
margin on both the watch and the band was only $4— 
but the happiness of that customer when she surprised 
her father with an identical watch can be translated into 
a pleased, lifelong customer.” 

Secondly, the constantly growing and changing ad- 
vance order book furnishes an accurate barometer against 
which Allez Jewelers will set up much of their 1947 in- 
ventories. With orders for watches, clocks, pens, ster- 
ling and even diamonds piling up and eventually filled, 
Mr. Fisher has learned a good deal about his market. 
“We're going to vastly increase our watch stock,” he 

(Please turn to page 327) 
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Mass Display 
Creates Urge 


To Buy Compacts 


LeBolt’s, Chicago. 
arrange compacts in 
a display case as 


true “‘works of art’’. 


OMPACTS, once a minor item among costume 
jewelry stocks, have grown so important at Le- 
bolt’s & Company, Chicago, that an entire two-case de- 
partment is now devoted exclusively to them. 

The reason, according to general manager Fred 
Marienthal, is simply a well-operated ‘Suggestion Pro- 
gram’’—whereby every employee in the store is in- 
structed to suggest precious-metal compacts instantly 
whenever a gift-purchaser feels “stymied” over what to 
buy for a woman. 

Compacts at one time were only a last-ditch measure 
to most men, it was pointed out, because usually, they 
represented little thought on the part of the purchaser, 
fitted into the novelty classification, and were felt to be 
too standard to make an appreciated gift. Now, however, 
a precious metal compact, beautifully polished and pack- 
aged, has become the ideal answer to such problems. 

The Lebolt compact department carries an even larger 
inventory than most department stores, in a price range 
from $1.50 to $40. Gold, gold-filled, polished brass, 
sterling silver, polished silver and other metals are fea- 
tured, with some 280 styles on display in two 6-foot 
eases. The only supporting merchandise which appears 
with them are cigarette cases which range from $3.50 to 
$375, in the same metals. ° 

Ninety per cent of the compacts are sold as gifts, ac- 
cording to the compact department—with the majority 
of purchasers transferred from another department in 
the store upon the salesperson’s suggestion. “Our dis- 
plays are so laid out that it is instantly apparent that 
our compacts are works of art, free from the ‘gadget’ 
atmosphere which sometimes prevails,” it was explained. 
“‘We carry only one or two novelties at a time in the case, 
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Tasteful arrangement of quality compacts, free from "gadgets", 
creates a display which immediately suggests “compacts as gifts". 





by ROGER A. LONGSTREET 


and these chiefly on a seasonal basis, where the customer 
is likely to purchase one as an extra item added to an- 
other sale.” 

Sales derived from the suggestion program, window 
displays, newspaper advertising are divided almost 
equally between men and women purchasers, says Le- 
bolt’s. Whereas in the old days, women seldom bought 
one another compacts or cigarette cases, today there are 
almost as many feminine purchasers as there are men— 
few stating that they intend to use the compacts for 
themselves. Because the price range covers so wide a 
variety, it is easy to fit a compact, or a cigarette case 
into a predetermined amount which the customer states 
that she wishes to spend. Therefore, compact sales do 
not require the time normally expended on costume 
jewelry, pins, rings, clips, brooches, and a larger volume 
may be handled. 

Although Lebolt’s offers to engrave initials on any 
compacts, surprisingly few customers ask ior this. This 
fact, coupled with the speed at which most compact sales 
are made has convinced the store that many customers. 
purchase compacts simply because they offer “an easy 
way out” in making a gift—with a definite assurance of 
the recipient’s appreciation, easily carried, and in the 
proper price bracket. 

An interesting sidelight to compact merchandising is 
the fact that these two cases have influenced Lebolt’s to 
build up a “Gift Suggestion Section” around a pillar at. 


the rear of the store. Branching off to the right of the 
(Please turn to page 827) 
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TOURMALINE: FROM CRUZEIRO TO FIFTH AVE. 
(From page 238) 


less morasses, impassable for days. No, tourmalines are 
not easy to get at. 

As our jeep crawled painfully up the last sharp slope 
of the mountain, we entered the little cluster of huts that 
is the “city” of Cruzeiro. I have given you a brief 
description of Valladares—and Valladares is a metropo- 
lis compared to Cruzeiro. A few dozen huts, a few 
stores, a jail—and a “night-club” !—all perched precari- 
ously on the steep edge of the mountain, directly below 
the entrances to the mines. 

As recently as four years ago, this section—the range 
of mountains known as Safira Grande—“Big Sapphire’ 
—was the haven and hide-out for escaped criminals from 
the south. No other means of transportation than the 
burro had ever entered. Only narrow hidden trails led 
from Valladares due north, or from the ancient pic- 
turesque town of Pecanha due west, to Cruzeiro. But 
ever since the days of the great Portuguese explorer, 
Fernao Dias Pais Leme, Cruzeiro was known as the 
“mountain of mica.” In 1680, Leme reached Cruzeiro, 
as the farthest point in his expedition to the interior of 
Brazil. He climbed to the top of the mountain, and 
grom the top he saw the marvelous view that also greeted 
us as we arrived at the end of our journey. In his books 
about his explorations, he describes the “silvered moun- 
tain’—the mica glistening in the sun—and he referred 
to the “Lagoa Dourada”—the Gilded Lake—that he saw 
distant on the blue horizon line. So isolated from civiliza- 
tion even today is this area, that although the “Gilded 






Lake” is about 50 miles square, it still does not appear 
on any map of Minas Geraes. 


There was little difference in the conditions faceq } 
that hardy pioneer of 250 years ago, and those that cop. 
fronted the mining engineers, who three years ago, 
started the mining of Cruzerio on the modern scale, Uni 
three years ago, the mica and tourmaline deposits of 
Cruzerio were worked—but only by the “garimpeirg’— 
the free-lance miner, working on a concession for a per- 
centage of the take, using the most primitive of tog), 
and methods. 

But when mica became a war scarcity—in fact, one of 
the scarcest of all the strategic materials—the hitherty 
unreachable “‘el-dorado of mica” became a war project, 
Roads were scraped out of the densest jungle, and the 
first compressors were dragged in on ox-carts. All-wheel 
drive trucks followed, monster compressors were brought 
in, and today Cruzeiro is completely mechanized. Elee- 
tric light illumines the tunnels and shafts of the mine, 
and the sound of the pneumatic jack-hammer is familiar 
to that desolate mountain-top. 

From a technical, geological point of view, Cruzeiro ig 
unique. It is without doubt the greatest concentration 
of tourmalines and of mica in South America, and prob- 
ably in the world. The mine consists of four pegmatite 
dikes, parallel, containing “pay dirt’ for at least several 
hundred yards, in straight line. The most easterly dike 
(section containing tourmalines and mica) is about 100 
feet wide, and the other three average 30 to 50 feet. The 
depth of the dikes has not yet been determined. The 
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egmatite is found in quartzite and micaschist, this being 
e that pegmatite was so found in Brazil; and, 


the only tim | , 
tourmalines and mica are found in a pro- 


as a corollary, 
fusion nowhere else known. 
When one enters the mine, and arrives at one of the 


‘Jenses’ or pockets where mica or tourmalines are found 
in profusion, it is like being in a jeweled chamber. The 
light of the acetylene lamps reflects in a million glisten- 
ing shows of light from the multi-faceted walls of the 
tunnel. The green or pink tourmalines show promise of 
their final beauty even in the rough, still fixed to the 
walls of the mine as they were formed eons ago. 

No automatic tools can be used to remove the tourma- 
lines from the rock. Carefully, skilful miners, with 
special pick-axes, break out the rough gems, anxious not 


to fracture precious material. The nerves of these men 


seem to extend to the ends of the picks, so expertly can 
they tell what they are driving into, and when and 
where to exert force. 

While we were there, a bag full of fine rough green 
tourmalines were extracted, and, leaving as we were, 
after completing our inspection of operations, we took 
them with us, to deliver them to our shop in Rio for cut- 
ting. 

From there the cut stones are exported, marketed 
through gem dealers, and finally amid the ease and ele- 
gance of the retail store are displayed to the ultimate 
buyer. 

Can you see the contrast that I mentioned at the start? 
From the legendary fastnesses of Cruzeiro, from the 
walls of a mine deep in the jungles of Brazil, to a 
polished jewel in the showcase of a dealer on Fifth 
Avenue? 





LOCAL HISTORY KEEPS AD INTEREST HIGH 
(From page 240) 


which would sketch the history of each of the counties in 
western Pennsylvania. Five thousand letters of thanks 
from readers testify to the soundness of their judgment. 

Theme of the historical series is “The Story Behind 
the Name,” an intriguing teaser which immediately 
arouses the reader’s interest. After the origin of the 
county's name has been disclosed in the lead paragraph, 
additional interesting information is presented. 

The ads are run weekly, in the Sunday papers, and 
are conspicuously displayed. Three-quarters of the space 
is devoted to text and illustrations concerning the county 
under discussion. The remainder of the space, as a con- 
cession to modern advertising practice, is devoted to 
illustrations and descriptons of jewelry merchandise cur- 
rently offered by the Roberts store. 

Readership for the historical ads is, to use a Holly- 
wood phrase, “terrific.” Obviously, the old-timers read 
the ads avidly, either to confirm statements they have 
been making all their lives or, one suspects, to find errors 
which they may chortle over. Persons in middle life are 
interested, naturally, because the facts contained in the 
ads are good conversation pieces and worthwhile infor- 
mation. As for the youngsters—well, the Roberts type 
of history has proved so “easy to take” that the small 
fry evidence a consuming interest in the stories. 

Although the original intention of the advertisements 
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faces ... doesn’t cake. 
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%. Non-irritating...actually tends to soften, rather than 
dry the hands. 

6. Enhances patina, gives a higher lustre. 

‘7 Brightens other metals besides silver. 

8%. Good for silverplate as well as sterling. 

Developed by Wallace research, we are proud to back this 

new, better polish with the prestige of the Wallace name. 

The attractive counter display requires very little space 

...use it! Order through your Wallace representative, or 

write direct to us. 








NATIONALLY ADVERTISED! 
WALLACE STERLING SILVER POLISH is tied-in with the 
full-color, full-page Wallace Sterling Silver advertise- 
ments, appearing regularly in these magazines, whose 
women readers are very much interested in the proper 
care of their silver: 
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These readers will ask for Wallace 
Sterling Silver Polish...so display it! 
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Meet the 
RUMOR-MONGER 


—America’s 


Public Enemy No. I 


He knows little, reads less, keeps his 
tongue wagging continually. 


To impress his audience with his great 
fund of “inside dope,”’ he passes out 
gossip and rumors founded not on fact, 
but on idle hearsay, wishful thinking, 
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At this time in American economic his- 
tory when the actual changeover from a 
war-time to peace-time economy is tak- 
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Rumor-Monger to do irreparable dam- 


age. 


Now is the time for every right-thinking 
American to nail the Rumor-Monger 
with his own lies, whether you meet him 
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was on the institutional level, the unexpected response 
from children caused educators to request Roberts to 
issue the full series of historical sketches in booklet form, 
for use in the schools. The firm has agreed to do this, 
and will distribute the booklet free of charge, One 
teacher wrote that with 40 books she will be able to 
reach 340 pupils in her classes. Roberts replied that 
she may have as many as are needed, and that no quota 
will be set. 

Capturing the attention of the children in this way jg, 
of course, excellent foresight on the part of the Roberts 
firm. Now, in school, the children are being sold on the 
idea of Roberts as an outstanding and reputable jewelry 
store. After they graduate, when romance rears its head, 
they will go to the Roberts store for the engagement and 
wedding rings as a matter of course. 


At various times in the past Roberts have conducted 
surveys to determine at what age people start to read 
newspaper advertisements. The results showed that the 
majority of people do not heed advertisers’ messages 
until they have reached the age of 25—up to that time 
they take the advice of parents or friends as to where 
to buy. Hence, setting a firm name before the young- 
sters, and making certain that they soak it up, is sound 
business practice. 


To test readership of the historical ads, Roberts made 
an intentional (but minor) error in the history of one 
county. A few days after the add appeared a flood of 
letters arrived, pointing out that a mistake had been 
made. Literally hundreds of readers were happy at hav- 
ing spotted the error, and of course the Roberts firm 
was pleased to have the proof of the wide readership. 


History is, really, ‘right down the Roberts alley,” be- 
cause the firm boasts of being the oldest jewelry store 
in America owned and operated by direct descendants of 
the founder. The firm first opened in a log cabin on 
Market St. by John M. Roberts, in 1832, and jewelry 
merchandise was brought across the Allegheny mountains 
by Conestoga wagon. Just recently, the firm learned the 
name of a woman who had carried diamonds for the firm, 
traveling as a passenger with the gems secured in a belt 
under her many petticoats. Needless to say, this fact 
was worked into one of the historical sketches printed 
as advertisements. 


Actually, something about the store is cleverly worked 
into each of the historical chapters—although generally 
separated from the actual text. One such “historical” 
chapter about Roberts said: 


“Since the first day, "way back in 1832, that the 
name ‘Roberts’ became synonymous with fine jewelry, 
it has also been associated with progress in Pittsburgh. 
First with plate glass windows; first to use electric 
lights; and now first, again, with another type of win- 
dow display giving maximum light with minimum heat. 
Watch for it soon, when you ‘window shop’ at Rob- 
erts.” 

Another phrase, used frequently in the historical 
sketches, calls attention to the age of the Roberts firm. It 
states: “No doubt your great-grandmother’s diamond 
came from Roberts.” Such a statement can hardly help 
but convince the reader that the firm’s age and prestige 
are inseparable. 
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DECENTRALIZING STORE'S BUSINESS 
(From page 246) 


ctive to customers,” White reports. The same 
idea will be carried out at White Bros. Gentilly store. 
“Newspapers are our most profitable medium of ad- 
yertising, believes. Mr. White. The newspaper is a 
buyer s guide for most housewives—it is the first source 
they refer before going shopping. Soon we 


more attra 


hich 
ves to do quite a bit of direct mail advertising, besides 
cpeslasiaing the neighborhood. But newspapers will 


remain the principal medium. Our motto for advertising 
the branch store is, “Fifth Avenue Comes To Gentilly.” 

Mr. White considers traffic items extremely important. 
“We had a $4200 diamond on display once—knowing 
quite well it wouldn’t be sold—we featured it, however, 
to attract curious admirers,’ he says. “Our service de- 
partment is one of our biggest traffic bringer-inners. It 
is operated at a slight loss, but is situated in the rear of 
our store, and customers must pass through our store four 
times—twice each way—to have their jewelry repaired. 


Out of this volume of traffic, a certain percentage always 


make purchases.” 
During the war, White Bros. offered watch crystals, 


free of charge, to all servicemen who came in the store. 
The watch crystals were well paid for by the amount of 
sales White Bros. rang up. 

Periodically, Mr. White holds a meeting of all sales 
personnel, to find out what the public is demanding. He 
believes that if he queried each salesperson individually 
about what most customers want, each would have a 
different answer; but when they are quizzed together, 
at a meeting, they come to an agreement based upon 
collective experience. “I think everyone hates long, 
drawn-out meetings—especially me—and the meetings 
we hold seldom last longer than fifteen minutes. They 
are necessary, however, to provide a sound collective 
basis for determining purchasing policy,” said Mr. 
White. This system will also be used in the new Gen- 
tilly branch. 


All of the sales personnel have completed at least | 


three courses in salesmanship, and have been selling 
jewelry a number of years. “We’ve found it more profit- 
able to keep employees, than to be continually employing 
new sales personnel. The best way is to offer a good 
wage, pleasant working conditions and chance for ad- 
vancement. It is from these old employees that the 
managerial staff of the new Gentilly branch is being 
drawn.” 





PERFUMES BUILD SALES IN OTHER LINES 
(From page 252) 


also led to increased sales in all other departments— 
jewelry, crystalware, china, appliances, or whatever 
proves attractive to the feminine eye. Many jewelers 
place their perfumes among the jewelry items in the 
windows, saying they add dignity to the background and 
an atmosphere of femininity to the interior displays. 

On some occasions when a customer finds it difficult to 
decide what jewelry or giftware to select, an attractive 
display of perfume has clinched a sale that otherwise 
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Here is just the gift people are always looking 
for—something different and distinctive. It’s one 
they exclaim about . . . show with pride . . . use 
with appreciation. 

The carving aid is an outstanding example of 
fine plated ware and is a worthy addition to the 
proudest silver service of any pattern. It is 
genuinely appreciated by both sides of the family 
for its beauty and for its usefulness in making 
the carving of fowl, roasts, or ham the gracious 
ceremony it is intended to be. 

Nationally advertised—a fast moving item. 
Orders are being filled as received. 


GERITY-MICHIGAN DIE CASTING COMPANY 
ADRIAN, MICHIGAN 


In rich, full color 
gift package 
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The Girl in the Ad on Page 296 


The solemn cherub in this recent International Sterling ad is 
Valerie Joanne Browne of Long Island. 


Valerie is a Conover veteran at 3. She collects records, un- 
attached kittens, and chocolate ice-cream cones. 


In posing for this shot, Valerie was asked to sniff the flowers. 
But she kept burying her face out of sight—till the photog- 
rapher whispered that, if she sort of sneaked up, she might see 
an enchanted princess in the heart of the biggest rose. —This 
is the delightful result. 
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With our best wishes 
for your health and 
happiness during the 


holiday season. 
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SILVER CITY GLASS CO. 
MERIDEN, CONNECTICUT 








might have been lost altogether through sheer indecision 
on the customer’s part. 

"Perfumes have their place in the jewelry store as a 
luxury item,” said Mr. Naughter, ‘‘and they add dignity 
and class to a store.” 

Also, because they are additional units of sale, 9, . 
gift item which might ordinarily be purchased in another 
store, they are excellent business getters and builders. 
They are also traffic builders, fetching in a host of Pros- 
pects. Perfumes are a quality seller in summer and 
winter seasons in many stores, even tw office executives 
who want to buy their feminine workers an appreciation 
gift, or to husbands, fiances and friends who find in per- 
fumes the ideal gift for a woman. Many purchases of 
such items are made at the time jewelry is bought, on 
the spur of the moment or impulse, for friends or mem- 
bers of the family. 

With a hundred million dollars being spent in the 
United States for perfumes and cosmetics in 1946, it 
behooves jewelers to be on the alert for such income. 
That is the Naughter philosophy. 

Miss Eva Eggleston operates the department, or js 
the “concessionaire,” as Mr. Naughter puts it. She js 
assisted by Mrs. Hazel Dunham. Inventory,-while large 
and well diversified, is concentrated on the well known 
high-priced brands, including several perfumes for men. 

Miss Eggleston, who came to the Naughter store from 
the Van Heusen Charles jewelry, giftware and art-ware 
department store, where she served as buyer of per- 
fumes and cosmetics for over 20 years, said: 

“The customer reaction to the perfumes and cosmetics 
innovation in the Naughter store has been inspiring. It 
has been my policy here to find something totally dif- 
ferent in merchandise, as well as in handling personal- 
ized service. I have endeavored to offer always the 
personal touch to a customer’s perfume problems, and 
find that such a course pays off in customer reaction, as 
well as appreciation. 

“At the beginning, my mailing and circularization was 
confined to 700 announcements, as I had no effective 
mailing list of old customers from the other store. 

“Counter conversation has taken the usual course, for 
most of the people I know are well informed on perfumes 
and toiletries from reading up in newspapers and mag- 
azines and information gleaned in other stores, as well 
as by personal use. I usually stress the fact that the 
customer knows best, and chip in with facts which I 
think are not generally known about nationally adver- 
tised lines. 

“T note that women nowadays are buying the better 
perfumes in growing quantities. We sell a great deal of 
the more expensive and higher class merchandise, which 

give us a wider margin of profit. 

“The sales person in charge should have at least a 
talking knowledge of perfumes, and I prefer an ex- 
perienced woman, naturally. The only way experience 
can be gleaned is by contact with the merchandise and 
a familiarity attained only by study and a course of 
clerical contact. The sales person should have good taste 
and be able to talk perfumes to the best informed women, 
most of whom are on familiar ground with perfumes and 
cosmetics. 

“Our attractive windows, I find, are a great sales at- 
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traction, and bring prospects into the store, and our 
central location in the store can be plainly seen from 
these windows, with our beautiful counter cases filled 
with the best wares. I use the two entrance windows ex- 
clusively, and do not believe. in the efficacy of mixing 
erfumes with jewelry in the main windows. 

“The set-up here is no different than in the metro- 
politan New York stores. There are streams of cus- 
tomers in and out with cash in hand ready to take our 
stocks as fast as we can lay them out. 

“In addition, there is an unusually large demand for 
the new crystal three-piece containers for perfumes and 
powders, with the plate glass or ornamental glass bases, 
or trays. The long, flaring stoppers get attention and 
help to increase eye appeal. The department also handles 
single containers in fancy and odd designs, which sell 
rapidly, as well as toilet sets, comb and brush sets and 
many other accessories in beautiful transparent ware 
and in plastics. , 

“The beautiful displays which perfumes and cosmetics 
lend to windows and cases in their unusual containers is 
an added asset to impulse buying. The wonderful colors 
and designs catch the eye of discerning women and make 
them inquire about prices and sizes. And windows chan- 
nel a flow of dollars into the store.” 

And yet, Miss Eggleston is of the opinion that no 
one but a well experienced buyer of such merchandise 
should ever attempt to organize a perfumes and cosmetics 
department. That is why, she says, Mr. Naughter, 
knowing her background, engaged her to take over his 
department. While agreeing that perfumes have a place 


in the jewelry store as a luxury item and as a great con- 
venience to jewelry customers, she disagrees with the 
assertion so often made that selling perfumes by retail 
jewelers has proven a highly profitable adventure. Of 
course, she adds, this is her own personal opinion. She 
ascribes her own remarkable success to the customer fol- 
lowing she had from her previous employment in the Van 
Heusen Charles store. 

And yet, she says, it is always possible that perfumes 
will build up volume in other lines, and lead to increased 
jewelry purchases. 





THE BOOK SHELF 
(From page 282) 


information, and so much of it, that an analysis would 
take months to prepare, reams to present, and hours to 
read after it was published. 


Information of primary interest to jewelers, of course, 
would be found only in certain sections of the book. The 
portion devoted to cartons and boxes, for instance, con- 
tains much of interest. Another section, on plastics, can 
also be counted on to provide stimulating packaging 
ideas, and portions devoted to decorative packaging, ad- 
hesives and tapes, and so on, all have information of 
importance. 

The entire volume, obviously, would be of interest only 
to a specialized organization interested in all phases of 
the industry. But the sections mentioned above, il- 
lustrated exhaustively and chock-full of provocative ad- 
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LADIES’ AND MEN’S WATCH BANDS 
Easy Adjustability—Greater Gold Content 
Double Safety Buckle—Extreme Flexibility 


Available in 1/20 14 kt gold filled (pink, yellow 
or white). Samples and prices on request. 


IMMEDIATE DELIVERY 


Phone: LAckawanna 4-2811 





vertising for special methods and materials, wil] amp| 
repay the perusal of anyone with a packaging Problem 


METAL FINISHING HANDBOOK 


Finishing Metal Products, by Herbert R. Simonds and Adolph RB 
man. Second edition. 883 pp. + index, 134 illus. Publisho'® 
McGraw-Hill Book Company, 330 W. 42nd St., New York by 
Price $4.00. ~* 


ya this book is not mainly concerned with metal 

finishing as applied to the jewelry field, it does cop. 
tain much on the basic principles on the preparation of 
metal products for finishing, plating and spray coating, 
and the polishing and buffing operations of value to the 
commercial producer of plated products. 

This edition brings up to date the entire subject of 
electroplating covered in its first printing and adds much 
new material including the many developments in the 
metal-finishing field which took place during the war and 
the years immediately preceding. The book also goes 
into detail on the economics of metal finishing, the 
equipment involved, the design of parts which require 
finishing, and metal finishing costs. 


GETTING THE CUSTOMER'S VIEWPOINT 
(From page 284) 





customers, so that they will be willing to wait and will- 
ing to see another viewpoint. ” 

When this jeweler and his clerks wait on customers 
every effort is made to view the sale from the customer's 
viewpoint, to find out what he wants and to make real 
efforts to fulfill those needs. This is the kind of service 
customers want, Mr. Warren declares, and it is the type 
of service he is trying to give all of them. 

“We know that the first step in trying to attract 
quality customers is to have a neat, distinctive store, 
with plenty of good lighting and as much current mer- 
chandise as the times permit,” he declares. “Many cus- 
tomers comment on our clean, attractive store. They 
like the light-colored walls and the light trimmings of 
the various wall showcases.’ 


In addition to stocking watches, diamonds, silverware 
and other jewelry items, Mr. Warren also has quite an 
assortment of glassware and other gift items. He finds 
that these additional lines bring many women into his 
store, quite a number of whom make purchases. 


“Our gift lines are traffic builders and profit makers,’ 
states Mr. Warren. “They help us to widen our con- 
tacts with people in this community. Women who buy 
such glassware get into the habit of coming to our store 
several times a year and this is important from our 
standpoint.” 

Mr. Warren is located on the main street of Water- 
town, a busy little city of 11,000. He takes considerable 
pride in showing the public some excellent display win- 
dows and luring folks into the store thereby to look at 
the interior displays. 

‘We try to bé friendly and helpful to our trade, and 
that means a great deal these days,” declares Mr. War- 
ren. “We serve both city and country trade and we are 
as helpful to one class as to another.” 
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CREATES OWN STERLING PROSPECTS 
(From pagé 290) 


prefers, and write down a list of the items she would 
most enjoy receiving as gifts, before leaving the store. 
This system is adhered to in all cases—80 long as the 
girl snvolved will be married soon. It may seem silly 
to state that only a few of our prospective bride cus- 
tomers were thinking of sterling,’ Mr. Cederquist 
pointed out, “but that was actually the case. We almost 
had to force many of our potential brides into making 
the selection, inasmuch as most of them felt that few 
of their friends or relatives were sufficently well off to 
buy expensive flatware as gifts. Now, however, we have 
been able to make this a more accepted thing.” 

Thus, whenever a girl customer announces that she 
is a prospective bride, Mr. Cederquist, or his two daugh- 
ters, Patricia Ann or Mary Lou, ask “Why don’t you 
select a sterling pattern, because you never can tell who 
will buy it for you later on?” This, of course, is always 
an intriguing suggestion. The store wheedles each such 
girl into actually going over the complete flatware and 
hollowware display, and picking out every item which 
she would like to have. 


FILE INDEX IS KEPT 


All of this information is transferred into a permanent 
file—which Mr. Cederquist swears by as his most valu- 
able merchandising asset. Now containing 1000 cards, 
the file is an encyclopedia of information on sterling 
flatware and hollowware owned by Ashtabula families. 
Each card is carefully filled in with the name and stock 
number of every sterling item which a prospective bride 
announces she would like to own. The cards contain two 
or three columns of such items, which, of course, are 
bona fide tips to gift purchasers. Then, whenever any 
item selected is actually purchased by a friend or rela- 
tive, the purchase is entered in another corresponding 
column, amounting to “scratching off” that item. Main- 
taining such a card file, of course, takes a lot of time— 
but because it is an accurate register of the silverware 
owned and the items still wanted by hundreds of Ashta- 
bula’s families and therefore brings to the store many 
gift buyers who want to be sure that they are giving 
something that will be welcomed, Mr. Cederquist con- 
siders the time well spent. ‘We have never had an 
instance where we duplicated a sterling gift,” he indi- 
cated, “and we have never had a single bride registered 
who did not sooner or later receive at least a few of the 
sterling items which she had originally selected.” 

Some cards show complete services for six or eight, 
while others show such purchases as twelve extra tea- 
spoons, sterling hollowware serving dishes, etc. Only a 
few cards show top-heavy purchases of single items 
such as teaspoons, forks, etc.—because remarkably few 
are in the files for five years before the complete sterling 
table service is purchased. 

This is due in no small part to the fact that Mr. 
Cederquist is never content to allow the cards in the file 
to remain dormant. With his two daughters, he aggres- 
sively follows up the rich sales opportunities which every 
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CLEANUP TIME 


1946 is fast drawing to a close. 
Now is the time of the year 
when the smart jeweler cleans 
up and ships his yearly accu- 
mulation of filings, bench and 
floor sweeps, polishings, etc., to 


DEE & CO. 


Your lot, whether it be large 
or small, will receive immedi- 
ate attention by trained men. 
You can be assured of satisfac- 
tory returns. 
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card actually represents. “For example,” he says, “hos 
before the Christmas season, we begin tapping the mar. 
ket. We write personal letters to husbands and relatives 
suggesting that the customer listed on the card still lacks 
several pieces in her table service, or mention specific 
items which she selected at her original visit and hag not 
yet acquired. We have always had marvelous results 
from such promotion—as long as the letters are per- 
sonally written and convey a really useful idea. With 
my daughters, I write each letter indiivdually to a spe- 
cific person, and about a specific person. In that way, 
we get away from the atmosphere of mere circulars, and 
results are increased enormously. 

Though this type of follow-up was impractical during 
the’ war because of the shortage of silverware, Mr. 
Cederquist will take it up again for Christmas of 1946. 
Sufficient stock is building up to make it feasible, he 
indicated. “Naturally, this means a lot of letter writ- 
ing,’ he said smiling, “and we must literally shove the 
idea at many prospective buyers. We simply operate on 
the theory that every husband is a logical prospect for 
sterling sales, and that similarly, the mother and father 
of the bride, or other close family relatives, can be de- 
pended upon to make some form of sterling purchase. It 
may be only so small an item as six salad forks, sterling 
napkin rings, etc.—but we contact every such relative 
in plenty of time to allow them to make purchases before 
the Christmas holidays.” 


NO ‘SELLING IN SIXES’ 


It might be well to mention that Mr. Cederquist long 
ago broke away from the old-fashioned idea of “selling 
in sixes.” Instead, all sterling flatware in the store, 
which is concentrated in six to nine popular patterns, is 
always shown in standard place settings. “I believe that 
the place setting brings immensely more ultimate sales,” 
he pointed out. “Where we used to sell a customer six 
spoons, six forks, etc., the place setting is the founda- 
tion for at least five more complete sales. It gives us a 
hook to hang other purchases on at once and more spe- 
cifically allows us to sell gifts of more complete place 
settings, instead of a few related pieces. We advise the 
place setting idea to both single and married women.” 


Surprisingly, Cederquist Jewelry Company has sug- 
gested selling place settings as gifts to husbands whose 
wives have little or no sterling in their homes. Starting 
out with a single place setting, the husband promises to 
add another at various anniversaries, or for Christmas 
gifts. Rudimentary as this idea might sound, it has 
solidly taken hold in the Ohio city—as a long list of 
single place settings purchases made by husbands will 
testify. 

Unlike many other small city jewelers, Mr. Ceder- 
quist has completely divorced his plated flatware and 
sterling operations. There are separate display sections 
for each, and plate is never mentioned until it is certain 
that there is no chance whatever to sell sterling. Natu- 
rally, the store enjoys the longer profit possible with 


sterling and since-it is carrying the banner of sterling 
continuously, it has been found wisest to keep the cus- 
tomer free from plate-versus-sterling distractions during 
the visits. Twenty trays of sterling flatware are shown 


REFINERS MANUFACTURERS 


S$ E£ WASHINGTON STREET, CHICAGO - 
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in one large case at the right rear of the store, clearly 
‘Jluminated by an overhead spotlight. 

A final point which deserves mention is the fact that 
every piece of sterling flatware and hollowware shown in 
the store.is polished daily. Mr. Cederquist’s industrious 
daughters, Patricia Ann and Mary Lou—young, but al- 
ready veterans in jewelry merchandising—spend part 
of each morning polishing up the sterling with soft 
cloths. It isn’t surprising that this Ohio jewelry store 
has exerted much influence in popularizing sterling flat- 
ware and hollowware in this trading area. 





THE SILVERWARE INDUSTRY SINCE 1869 
(From page 294) 


Participation in this exposition undoubtedly helped 
business, since conditions improved and by 1880 was 
splendid. Census figures indicate that in 1850 plated 
and brittania ware was sold to the extent of $1,535,765, 
while in 1860 it averaged only $1,400,000. By 1880, 
however, the Census Bureau reported that sales of 
“silverware” (presumably including brittania) had 
reached $2,258,630. Thereafter, the sales volume for 
silverware increased annually. 

In the 20th century, the trade (as well as all other 
business in America) suffered through a depression in 
1907. However, by 1912 conditions in the silverware 
business were excellent and continued so until the out- 
break of World War I. Late in the war, just before the 


Armistice, the business began to waver a bit because of 
the nation’s contribution of men and material. Many 
manufacturers dropped their regular lines to care for 
Government requirements. 


FIRST WORLD WAR 

However, the silverware business was not, by any 
means, at a standstill during the first World War. In 
1918 the National Association of Manufacturers in- 
vestigated the jewelry and silverware business and 
learned that over 75 per cent of those reporting termed 
it “good” or “excellent.” And the remaining 25 per cent 
considered it either ‘fair’ or “poor.” But not “terrible!” 
By 1919 the same authority reported that 84 per cent 
cf the firms reported business as “excellent” or “‘good, 
and 16 per cent considered it “fair.” 

In 1921 business generally, including the silverware 
manufacturing industry, went through a post-war depres- 
sion, and then conditions began to improve. In 1923 it 
was reported that the sales value of New England pro- 
duced plated silverware amounted to $30,903,000— 
nearly double that of sterling. In 1925 the research 
department of the New England Council reported that 
60 per cent of all sterling made in this country was manu- 
factured in the New England area, and general business 
conditions were excellent. 

According to the 1925 census of manufacturers, some 
90 establishments in the U. S. were making silverware. 
Thirty two of these firms were operating in New York 
state, 25 in Connecticut, 13 in Massachusetts, 4 in IIli- 
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watch. Each band packed in a 
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@ Shock absorbing 

@ Added watch protection 
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This beautiful TRANSPARENT 
PLASTIC DISPLAY STAND for win- 
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two dozen bands ordered. 
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ONE PRICE TO THE CONSUMER 


JAMES G. FLATAU 


Sole Sales Agent 
29 E. Madison St., Chicago 2, Ill. 
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nois, 3 in New Jersey and 3 in Pennsylvania. Ten were 
scattered throughout other states. The value of silver- 
plated ware in 1925 was set at $54,330,033, of which 
$30,455,841 was flatware and $16,188,445 hollowware. 
Other plated ware amounted to $3,172,260. 

Just prior to the 1930 census, in the autumn of 1929, 
the “great depression” got its start. Consequently, the 
value of silverplated ware as disclosed by the census 
had shrunk slightly to $53,898,534. After 1933, how- 
ever, conditions improved. 

Covering business conditions between 1933 and the 
present time would be superfluous, inasmuch as they are 
familiar to virtually all readers of this publication. 


CONSOLIDATIONS 

As may be seen by reference to the “genealogical 
chart” published at the beginning of this article, several 
consolidations of firms took place prior to 1869. But it 
remained for the period of the 90’s and the 20th century, 
for the really large-scale mergers which resulted in the 
firms in existence today. 

As can be seen, the most spectacular consolidation was 
that which occurred in 1898 forming the International 
Silver Co. At that time some 18 firms merged to form the 
Meriden, Conn., corporation, and in subsequent years 
avother four firms joined forces. 

What appears to be the second largest consolidation 
was that which formed the Gorham Co., whereby 5 firms 
joined, at various times, with the parent enterprise which 
had been established in 1831. 

Obviously, not all silver manufacturing firms have 
been represented on the chart which indicates the direc- 


tion in which the silver industry in America went, Hoy. 
ever, the general trend is suggested. 


ADVERTISING AND MERCHANDISING 


_ Even the smallest handcraft silversmith or pewtere; 
was advertising conscious in the early 1800’s—notices 
were regularly inserted in colonial newspapers to the 
effect that “John Doe has for sale, at his silversmith 
establishment, a great variety of spoons, hollowware, 
etc.” 

In the mid-fifties, when electroplating was just becom- 
ing commercially practicable; the Connecticut manp- 
facturers of plated ware were advertising in local news- 
papers. By the late 60’s several firms were publishing 
iliustrated catalogues which, in the succeeding years, 
grew to enormous proportions. 

Early in this century, about 1910, advertising by 
silver manufacturers started appearing in consumer pub- 
lications, and color advertisements became relatively 
common. In 1912 one firm supplied its dealers with 
elaborately printed leaflets for distribution to customers, 

Silverware merchandising, throughout the second 
half of the 19th and 20th century, was primarily a matter 
of producing an excellent product and acquainting the 
public with it. However, some firms which seemed to 
lack the proper technique fell by the wayside during the 
period, notably one headed by Samuel F. B. Morse, in- 
ventor of the telegraph. It would appear, from all in- 
dications, that firms with inexperienced personnel in top- 
flight positions were the ones most prone to failure 
during the period, while those enterprises with execu- 
tives experienced in the technique of marketing silver- 
ware were, on the whole, successful. 
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One merchandising event of the period is worthy of 
particular mention. Until the year 1897 it had been the 
custom for manufacturers (and, of course, retailers) 
to sell sterling staple forks and spoons by the ounce. 
In short, they were not un form in price. Beginning in 
September, 1897, Gorham and several other manu- 
facturers changed to a policy which priced the items by 
the dozen. That policy fF ~ been followed to the present 
day, the price varying with the style and weight. 


EXHIBITIONS AND AWARDS 

As has been mentioned previously, the New York 
World’s Fair Exposition in 1853, and the Philadelphia 
Centennial Exposition in 1876 saw silverware manu- 
facturers present, displaying their creations. At the 
latter affair, Gorham; the Meriden Brittania Co.; Reed 
& Barton; Simpson, Hall, Miller & Co.; the Derby Silver 
Co., and others, were present with exhibits. Virtually all 
of the exhibits were considered of exceptional merit and 
medals and engraved certificates were awarded. 

The Columbian Exposition in Chicago in 1893 was 
the most important ever planned up to that time. Over 
a dozen of the leading silverware manufacturers of the 
period participated with a great variety of products on 
display. And on the occasion of the Panama Pacific 
Juternational Exposition at San Francisco in 1915, 
many silverware manufacturers had large and elaborate 
displays. One piece, shown by the International Silver 
Co., called “The Spirit of the West,” attracted consider- 
able attention. After the exhibition it was presented to 
a San Francisco museum. 


Many manufacturers had exhibits at other exposi- 
tions, as well. These fairs included one in New Orleans 
in 1889, one in Buffalo in 1901, and Jamestown in 1907. 


ORGANIZATIONS 

What ‘appears to be one of the first associations of 
sterling silver manufacturers was called the Sterling 
Silver Manufacturers Association, formed in 1919. Its 
aim was to adopt some uniformity in general trade prac- 
tice: with each manufacturer acting independently. 
Greater uniformity of products and standardization of 
merchandise resulted from the effort. 

Later, in 1926, the same membership changed the 
name of the organization to the Sterling Silversmith’s 
Guild of America. Through its officers and committees 
it continued its efforts to enlarge markets through adver- 
tising and dealer helps such as printed matter, display 
suggestions, etc. 


REVIVAL OF PEWTER 

Years before silverplating or even brittania (unplated) 
ware was available, much pewter had been made and 
distributed. Some of the early mixture carried such a 
large proportion of lead that the color was extremely 
dark and, while it served its purpose at the time, it was 
not generally preserved and cherished except for its 
historical value. | 

Later, with a better understanding of alloys, the 
proper mixture was produced with a high grade of tin 
and the resulting products, when finished, were bright 


in color and approached silverware in appearance. 
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dise to us and if our offer is not acceptable it will be 


returned express prepaid. ANTIQUE 
JULIUS GOODMAN & SON  ,..,*" py 


77 MapisoN AVENUE e MeEmpuis 1, TENNESSEE 


in purchasing 


to any amount 


JULIUS GOODMAN JOsEPH A. GooDMAN 


Reference: THe JeEwevers’ Boarp OF TRADE 
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JUST OUT 


Ladies’ Stainless Steel Expansion Crown Bracelet— 
$18.00 per dozen. Comes in white and gold, and 
is studded with 28 stones. This is a new number 
and is a real piece of jewelry. This bracelet can 
be shortened to any length desired. 


Ladies' Expansion Watch Bands. Comes in white, 
pink and yellow gold—$9.00 per dozen. Also 
men's Stainless Steel Expansion Watch Bands— 
$6.00 per dozen. Also Chatelaines—$24.00 per 
dozen, individually boxed. 


SEND ALL ORDERS TO 


RIEL MFG. CO. 


819 WINDSOR CHICAGO 40, ILLINOIS 





You can aStampe 2 
Names or eee ra ms. 7 


on 


FOUNTAIN PENS 
LEATHER GOODS | 
PLASTIC GIFTS 
WRITING PAPERS 
XMAS CARDS, ETC. 














Right in Your iP 
Own Store! 


- , 
WRITE FOR DETAILS 


KINGSLEY Gold Stamping Machine Co. 22, carry 


| — 

















FOR HONEST RETURNS 


IN 


SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 
JOSEPH B. COOPER & SON 


Refiners & PRECIOUS 


Smelters 


OFFICE: 


26 JOHN STREET 
NEW YORK CITY 


FACTORY: 
BROOKLYN, N. Y. 














N a W A few select terré- 
tories epen fer dis- 
tributere. 


| DISTINCTIVE 


ca 


STERLING 
SILVER 


Engraving Oxidized 
for Visibility. / 
IMMEDIATE ¢8<74 
DELIVERY es 


Set Vucludes 
SCOTCH - RYE «BOURBON ‘BRANDY -GIN - PORT ‘SHERRY -RUM @ 


J. SLOVES 


THE JEWELERS’ CIRCULAR-KEYSTONE 


149 CANAL ST. 
NEW YORK 2, N.Y. 
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3 In the mid-1920’s several firms, noting that silver- 
plated hollowware was not particularly active, introduced 
lines of “reproductions of pewter.” International Silver, 
Reed & Barton, Poole and Wallace enjoyed sales from 
this line for several years, but enthusiasm lagged prior 


to 1930. 


CONCLUSION 

This history of the American silver manufacturing 
‘ndustry has, of necessity, been brief. No attempt has 
been made to enumerate all of the firms which have 
risen—to do so would be an enormous task and the re- 
sult would be a monotonous series of “begats”. How 
ever, the presentation of the basic facts concerning the 
rise of the industry, introducion of new processes, etc.. 
has been attempted. 

Perhaps, at some future date, a complete, authoritative 
history of American silversmithing will be written by a 
qualified scholar with access to all pertinent records. 
In the meantime, we fear, this brief sketch will have 
to suffice. 





THIS JEWELER'S A "FOSTER" PARENT 
(From page 304) 
promotion is staged, the radio time for that period is 
given over entirely to the same items as offered by news- 


papers. 
The radio spot first gives the correct time with the 
commercial “The correct time from J. A. Foster Co., 


jewelers and gift counsellors since 1876 .. . Remember 
. . . They really know watches, and diamonds, too, at 
Foster's.” Following the time signal, the commercial 
on baby gifts is presented. 

A typical example of one of these commercials 
follows: “Someone close to you has a baby . . . and 
youre trying to think of a suitable gift. Your first 
thought should be of the J. A. Foster Company, long 
the headquarters for heavenly gifts for heavenly 
bundles. Gleaming gifts that will make their big 
eyes shine! Practical gifts to please the new parents. 
Gifts of shining sterling silver in simple unadorned 
loveliness or engraved with baby’s own name or 
initials. Cups, rattles, little spoons and fork sets, 
bib clips, feeding bowls, anything you could wish for, 
the heavenliest of gifts for the new arrival. Foster’s 
is famous for baby gifts of lasting loveliness. Visit 
the J. A. Foster Company, since 1876 the store of 
quality, value and service, at 69 Dorrance Street, 
Providence.” 

The associated window display shows the merchandise 
thus emphasized in the newspaper copy and the radio 
commercials. All window items are priced. The Foster 
experience has been that these window displays are 
highly important because the store is located on the 
most important crosstown street in the retail shopping 
area of Providence, and its windows are viewed daily 
by thousands of people. 

“This combination of three important media” states 
Mr. Hughes, “gives us complete coverage of those who 
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~ WATCHES For MEN AND WOMEN 


CENTRAL «surety co. inc. 






Wholesale Yewelers 


134 S. 8TH STREET PHILADELPHIA 7, PA. 


Sear icine 
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Bowling is Women’s most popular sport. 


NEW “BOWLING COMPACT! 


Nationally advertised in all the leading bowling maga- 
zines. A deep loose powder compact, well constructed, 
and finished in exquisite two-tone brush bronze finish. 


IMMEDIATE DELIVERY. All orders shipped same day 
as received. Order from your wholesaler today 


to retail at & 4.9 es 
WILLIAMS JEWELRY & MFG..CO. 


4th Floor Silversmiths Bidg., 10 S$. Wabash Ave., Chicago 3, Ill. 




















A WHOLE SHOPFUL OF TOOLS IN 
ONE... FOR HOBBYISTS, CRAFTSMEN, 
MACHINISTS ... WORKS WOOD, METAL, 

PLASTICS, GLASS 


Bigger profits than ever are coming 
your way with this great tool that 
broke all sales records, for Casco is 
recognized as the leader, with more 
exclusive features than any other tool 
on the market. Sold only in retail 
stores, Casco is nationally advertised— Exclusive finger- 
to bring customers to you--in maga- grip brings 

zines of every type: general, voca- = 

tional, arts-and-crafts and mechanical _— 

trades. This means business! ee. 


| DELIVERIES STILL ARE LIMITED and based on allocations, but production 
_ is improving rapidly. Casco Products Corporation, Bridgeport 2, Conn. 
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WESGO PLATING OUTFITS 
AGAIN AVAILABLE! 


The use of new war improved materials and the intelligent 
application of twenty years of "Know-How" in the manufac. 
ture of Jewelers Plating Outfits have made the new Wesgos' 
the finest we have ever built. 


Greater voltage variation, increased capacity and short cir. 
cuit protection are among the improvements incorporated in 
the new Wesgos’. As always, the new Wesgos’ are an eff- 
cient, inexpensive, trouble-free, noiseless and portable instru- 
ment for all electroplating, coloring and stripping processes, 
Available in units of 5 and 15 ampere D. C. capacity. For 
more complete details and descriptive literature, see your 
dealer or write. 


WESTERN GOLD & PLATINUM WORKS 


§89 Bryant Street - - San Francisco 7, Calif. 











100,000 Salesmen 
Taking Orders for 


TRU-HIDE 


Genuine Leather WATCH STRAPS 


e@ No better watch strap at any price. 
TRU-HIDE watch straps are precision 
stitched for long wear and are made 
from finest genuine skins ONLY. YOU 
save by BUYING DIRECT from manu- 


facturer. 





"5 — s 
ioe - extra long an . 
extra_ short e{RU-HIDE, 
Display Booklet FREE jengths. WATCH STRAPS 
12 dozen assortment ee ee ee 


t 

tnGa te BO*6 

OOest st" 
~ 

















Genuine Alligator ...$12 Doz. 
Genuine Lizard 

Genuine Calf 

Genuine Eng. Pig... 

Retail value . Genuine Dom. Pig... 6 Doz. 
YOURS for only . 






































TRU-HIDE CO. 


7Z BOWERY NEW YORK 13, N. Y. 
New York Jewelers Exchange Bldg. 
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read the daily newspaper, those who listen to the radio, 
and those who pass our store. It creates a large audience 
for our advertising story and reaches as completely as 
possible the large potential available.” 

Before the war, cups and spoons were the best sellers. 
but in the limited quantities currently available, lockets 
and chains seem to have taken the lead. Cups range in 
price from $4 to $20, and sterling silver spoons from 
$1.50 to $3, while the jewelry line runs from $3 to 
$13.50. Among other good sellers are a carded spoon, 
a bib holder and combination teether and rattle, selling 
for $6 for the set, a knife, fork and spoon combination 
for $7.50, and a fork and spoon set for $6. Another 
popular gift is the boxed picture frame, comb and brush, 
ranging in price from $5 to $15. In fact, picture frames 
by themselves are always good sellers, with prices start- 
ing at $3.50. A sterling silver dumb bell rattle at $4.50 
is always readily salable. Partitioned food dishes with 
a hidden hot water well for keeping the food warm are 
very good, and these sell for $5. Sterling silver por- 
ringers are popular with those wanting a more expensive 
gift, these being priced at $16.50. Rings, bracelets and 
novelty jewelry are also popular. 

Sterling and plated silver items are maintained and 
sold at the regular silverware department, one entire 
case being devoted to a permanent display of these items. 
Baby rings are sold in the section where karat gold 
jewelry is assembled, while the less expensive jewelry, 
including gold filled and plated numbers, are sold in 
the department featuring costume and novelty jewelry. 

Although this means a s@paration of baby items, sec- 
tions are located so close to each other that an interested 
customer may view all three by taking half a dozen 
steps. T*is also allows a better grouping of the store’s 
merchandise, and enables the silverware to be sold by 
the trained personnel in that section. Also, in the 
jewelry lines, it effects a separation from the higher 
priced items and the popular priced costume jewelry. 

These baby gifts are now featured directly to the 
parents of new born babies and to newlyweds through 
a commercial service which visits the home. Sponsors 
of the service leave a 16-page baby book donated by 
Foster's for keeping all records pertaining to the new 
baby. Spaces are provided in the book for several photo- 
graphs of the baby at various ages, for recording his 
footprints and fingerprints, for recording his weight at 
birth, the color of his hair and eyes, his growth from 
month-to-month, feeding schedule and foods, various 
“firsts” such as his first tooth, first words, first steps, 
and so on. 

The book is well illustrated and beautifully printed 
in dainty colors. It is covered in pink for little girls, 
blue for the boys, and is made up so that all data may 
be easily and quickly filled in. 

It carries the baby through admittance to the first 
grade of school. The only advertising contained in it 
appears on the first page, when Foster’s congratulates 
the new parents and urges them to keep a record of the 
priceless period in life covered by the book. There is 
no mention of merchandise. 

When the service representative calls at the home to 
deliver the book, he tells the parents about Foster’s and 
its extensive line of baby gifts, mentioning some of the 
more popular items. With an eye to the future, the 
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AVAILABLE 


for prompt 





delivery 














FANCY AND LENTILLE CRYSTALS 
LENTILLES IN 1/16 VTF SIZES 





The 
“BIG BUSINESS BUILDER" 
Assortment No. B-6 ... 10 Gross Fancy Crystals (1 each 
of 1440 of the most popular numbers), 2 Gross Lentilles, 
(an assortment of all the 125 sizes), and a complete in- 
serting set, housed in a 12 drawer steel cabinet. 








We carry a complete line of round crystals for water- 
proof watches, which are extra heavy and extra high. 











The “LITTLE GIANT" 


Assortment No. L-18 . . . It, 
Gross of all the 125 sizes of Len- 
tilles in ' sizes, and complete 
inserting set, packed in attractive 
mahogany wooden chest. 






ASSORTMENT No. LW-39 


I'/, gross of 57 sizes of water- 
proofs in '/, sizes and complete 
inserting set, packed in an attrac- 
tive mahogany chest. 


Write for catalog 


STANDARD UNBREAKABLE WATCH CRYSTALS, Inc. 


385 Gerard Avenue, New York 51, N. Y. 
Wholesale Distributors: 


HAMMEL, RIGLANDER & CO., Inc. 


395 Fourth Avenue, New York 16, N. Y. 





If your jobber does not carry SUC, write us for 
the name and address of your nearest dealer. 
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HORSE LOVERS 


Jewelr ys of J Ben 
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SILVER BRACELET $14.00 MEDALLION $8.00 
DOUBLE COIN BROOCH $14.00 HORSE HEAD BROOCH $6.00 


8 SMART AND DISTINCTIVE STYLES 
PRICES KEYSTONE 


JOHNSON-NATIONAL INSIGNIA 


PR ee £ ose) (WS Ee Be eee: oe 
2? ie eee 
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Ready por the Jewelry Trade! 


hOLANY 


AMERICA’S FINEST 


CIGARETTE UGHITH 


24-K GOLD FINISHED 


+ ULTRA-THIN 

* MODERN DESIGN 

* PRECISION ENGINEERED 

> WINDBREAKER 
FOOLPROOF 


baste hr ull details oe i aacaks TODAY! 
THE ROLAND MFG. CO.,Inc. 2h VENTS". 





NEW YORK 14, N.Y. 
KKKK 














HELP YOURSELF TO EASIER EARRING SALES 


win Feather 


the revolutionary new 


idea in ear wires 

Eliminating pain. pinch and 
ear lobe pressure. ‘*Feather 
Touch’’ ear wires are earring 
loss insurance because they just 
can’t fall off. ‘‘Feather Touch”’ 
ear wires add greater sales ap- 
peal to your earring line yet are 
inexpensively priced. 

‘‘Feather Touch’’ ear wires 
are available in rivet. button 
and solder types. Inquiries cor- 
dially invited. Prices on fre- 
quest. 

*T. M. Reg. Pat. 2384915. Approved 
Dist.: Elliot, Greene & Co., Ine., 
15 West 37 St., N. Y. 


RA-CE TOOL AND METAL STAMPING CO. 
91 Green St., New York 12, N. Y., Dept. K 


EAR WIRES 


Nationally Advertised 





CLOSED 





NEW- 
LOW COST 


NATIONAL 
AIRLINES 


ROUTE OF THE BUCCANEERS 





_A , ae you e 8 
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Chanks ... for your patronage and your pa- 

: - tience during the past year. 

CFs Hray...that 1947 will bring you over- 
whelming success and prosperity. 


A Bery Merry Xmas X Happu New Year 
* 


Al.dos Baltin x Ceo. inc. 


Wholesale Jewelers 
740 SANSOM STREET @ PHILADELPHIA 6, PA. 
BALTIN'S FOR NAME LINES 








For Over 40 Years 


ENGRAVERS 


TO THE TRADE 
an ONS as 40 years ti our watchword 


is fine hand engraving, pr oduced wit hi 
a skill that combines artistic integrity 
and precision. 


Out-of-town business handled 
with speed and utmost reliahility 


E7~ 2 ——- 


CHAS. SILBERMAN & CO. 
Fine Engraving In All Its Forms 
133 Canal Street © New York 2, N.Y. 


Established 1905 WwW Alker 5-S944 
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service also calls on all newlyweds, the names being 
secured from the official marriage records. 

“The important factor in building a good baby gift 
business, explains Mr. Hughes, is to stage frequent and 
regular promotions because babies are always being born 
and many people are for the first time faced with the 
problem of buying a baby gift. On the other hand there 
are prospective customers who have been buying baby 
‘fts and who welcome the suggestion of something that 


is different.” 





MASS DISPLAY CREATES SALES OF COMPACTS 
(From page 308) 


compact case is a men's department, which features 
studs, cuff links, collar buttons, gold chains, tie bars, 
clips, money clips, in gold filled and karat gold, and 
priced all the way upward from $2.50. Where compacts 
attract men, the men’s gold jewelry department likewise 
attracts women. Many feminine gift-givers who feel 
they cannot afford an expensive cigarette case are 
steered around to the men’s jewelry section, and it is 
seldom that the gift-section personnel cannot find the 
proper item to fit the customer's pocketbook and pur- 
poses. Lebolt’s, incidentally, has the largest stock of 
karat-gold men’s jewelry in the city, and is responsible 
for a much increased masculine traffic to the rear of the 
store. 

Similarly, a success with men’s gold jewelry has insti- 
gated the setting up of a case of gift items in sterling sil- 
ver for both men and women, priced from $1.75 to $10. 
Identification bracelets, money clips, charms, bracelets, 
and various practical items are included. One section in 
the gift-suggestion area is devoted to baby jewelry, all 
the way from first spoons and porringers to baby brace- 
lets, rings, ete. “Our entire gift section is laid out to 
appeal to everyone and to provide gifts for every mem- 
ber of the family,” Mr. Marienthal pointed out, ‘‘with 
compacts the main attraction. The layout is such that 
we can easily transfer a customer's purchase one way 
or the other, according to the person for whom the gift 
is intended—all within the space of a few feet. There- 
fore, it is wise for every salesperson to suggest the com- 
pact display to as many puzzled would-be gift purchas- 
ers as ‘possible.” 


ADVANCE ORDERS KEEP CUSTOMERS LOYAL 
(From page 306) 


pointed out, “simply because the number of calls and 
orders written up indicate that we haven’t carried a 
wide enough variety in the past. By the same means, 
we have determined that we can sell a much better price 
line of silver in both flatware and hollowware. We have 
black and white proof of the demand for many items 
which might otherwise go unnoticed or be forgotten.” 

Whereas in other retail fields, particularly that . of 
major electric appliances, dealers have disconsolately 
been forced to realize that long lists of advance orders 
are misleading and full of names of people who later 


refuse delivery, the jeweler who follows the Allez 
(Please turn to page 340) 
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HEADQUARTERS for 


OPTICAL SPECIALTIES 


JEWELERS! Why Overlook 


These Money - Making Items ? 
6x30 


Prismatic 


Binoculars 
With 
COATED 
OPTICS 










een 


High quality! These 6 power, light weight binoculars are 
the answer to the pent-up demand of sportsmen, hunters, 
yachtsmen, race fans, etc. Moisture-proof and Dustproof. 
Individual eye piece focusing to accommodate to owner's 
- sight (as preferred by Army and Navy). Complete 
with carrying case and neck and shoulder i 
straps. To retail at only __- $85 00 
ASK ABOUT OTHER MODELS IN COMPLETE PRICE RANGE 








THE CHIEF 


This compass is made with trans- 
parent lucite cover and opaque 
plastic back brass bottom and 
etched scale. Blue and red nee- 
die for easy reading. Stop holds 
needle securely when not in use. 
Individually boxed $1 35 - 
_ to retail at C 

FULL LINE COMPASSES ALL PRICES 














UNIVERSAL 


MERCURY Il 


Designed Especially for 
Color 


Here's the most practi- 
cal candid camera. 
Equipped with F 2.7 
coated lens automatic 
“no-double exposure” 
film transport, built-in 

hi exposure calculator and 
photo flash synchronizer plus countless other important 
features. Lightweight aluminum case covered $7 9.50 
with genuine leather. Retails at............ 





ILLUSTRATED LITERATURE UPON REQUEST | 






COMPASS INSTRUMENT & OPTICAL CO. 


268 FOURTH AVENUE, NEW YORK 10, N. Y. 








THE JEWELERS BUYERS DIRECTORY 


The only complete, accurate, up-to-date buyers guide 
of jewelry and allied merchandise . . . listing Manufac- 
turers, Wholesalers, and Importers . .. giving exact 
addresses. 


e 


LAST EDITION PUBLISHED IN 1941 


The last edition was published in 1941 but until the 
trade returned to normal after the War years, the 
Directory could not serve its true purpose as a depend- 
able buying guide for all lines of jewelry merchandise. 


GREATER PRODUCT CLASSIFICATION 


With new lines appearing in your store, the 1946 edition 
of THE JEWELERS BUYERS DIRECTORY has a more de- 
tailed break-down of products. Almost every item you 
handle can be quickly found in the index for a com- 
plete listing of the concerns selling the item you want. 


VALUABLE TIME SAVER 


No more searching through files for old bills or circulars 
to find names and addresses of suppliers. Simply look 
in THE JEWELERS BUYERS DIRECTORY for the item you 
want ...or the company... and you will find correct 
name, new address, and list of merchandise sold. 
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NEW FEATURE 


In response to a tremendous demand from jewelers all 
over the nation, a séparate alphabetical listing has been 
included of all the suppliers in the Directory with their 
addresses. 


LIMITED SUPPLY 


Paper shortages compelled us to curtail the number of 
directories printed. So, get your copy now—by filling 
out the order blank below and sending to us immedi- 
ately with your remittance. 


een a a ae en eee, a aa eo oe a eee 


MAK HECKS . 
vayabie to” the Jewelers’ Circular-Keystone 


100 East 42nd Street, 
g | New York 17, N. Y. 
Name 








A COPY 


. 





City 


Zone State 





Please pay by check or money order 
We eannct be responsible for cash sent through the @all 


. Address 
[ . 
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“DOIN what comes NATURALLY” 
and when it comes to doing... LADIES’ EXPANSION BANDS 


good old JAX comes thru...and 


HOW, with another outstanding 

value for a sensational Christmas s RICE TO 95 j 

a a sensational Christ- 1/2eum 12 & gett Ohad ° 
_ and stainless steel... 

We guarantee to fill your order factory guaranteed 

within 48 hours . . while the sup- 9 A 2 


ply lasts... “naturally.” 






































Sorry...no charges...shipped C.O.D. 
25% deposit or check with order. 


JAX JEWELERS Inc. 


New York Jewelers Exchange Bldg. 
72 BOWERY, NEW YORK 13, N. Y. 


The House that JAX built on outstanding values 

















ESPECIALLY ... SILVERPLATE .. 2y Dodge 


FOR THE WATCHMAKER 


Send for this authoritative work on watch repairing 


PRACTICAL WATCH REPAIRING 


Written by 
Donald deCarle, F.B.H.I. 





This book of 300 pages, with over 550 specially drawn 


illustrations, deals with the examination and repair of the Beautiful center piece Bs silverplate on copper 
lever watch (with pin-pallet and English lever watches in consisting of a shallow. | 117," Lotus Bowl 
© ' 


addition) in intense and clever detail. The author dis- ; ‘ 
closes secrets of craftsmanship acquired in a lifetime of and matching Candlesticks. Bowl $6.00; Can- 


study, of practical work at the bench and as an executive dlesticks $4.00 pair, net. Write for brochure 
of a large horological repair shop. The lucidity and plain on other items in the Dodge line of fine silver 
speaking can be readily understood by both novice and now available. 

craftsman. 


Price $5.00 Postpaid DODGE, INC. 


LOS ANGELES e MIAMI 
THE JEWELERS’ CIRCULAR-KEYSTONE NEW YORK « NEWARK 

100 East 42nd St., New York 17, N. Y. 
NEWSPAPER MATS AND ONE MINUTE RADIO 
SPOTS AVAILABLE FOR DODGE GIFT ITEMS. 


Check or money order must accompany all orders. Do not send cash. 
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|. This oval, footed bowl is one from a big assortment of 
new decorative accessories in pottery from Italy, some in 
openwork, with hand-modeled flowers in brilliant colors. 
Imported by Herman C. Kupper, Inc., 39 West 23rd St., N. Y. 


2. Five-piece fountain-pen set in Italian black and gold 
marble, $13.85; in green onyx $17.50; white onyx $15.50. 
From Morgan J. Erlick Co., 106 West 3rd St. Los Angeles. 


3. Modeled in two-tone bronze with highlighted finish is 
this thoroughbred horse figure, part of the Tru-Art line 
made by Trophy Craft, 249 N. Reno St., Los Angeles, Calif. 


4. Designed by Gate, this Orrefors glass vase from Sweden 
carries a beautifully sculptured "Queen of Sheba" engrav- 
ing. Distributed in the East by Fisher, Bruce and Co., of 
Philadelphia; in the West by Axel Zacho, of Los Angeles. 


5. Made by Allied Crafts, Inc., this plastic "card bar’ 
has 4 glasses or coasters, 4 ash trays, 4 compartments for 
cards, pencil, cigarettes, straws; may retail, complete, for 
$3.95. From Artograph Co., 225 Fifth Avenue, New York. 


6. Just added to the Juice King line is this sleekly com- 
pact juicer with enamel finish; retail, $5.95. From the 
National Die Casting Co., Touhy Ave. at Lawndale, Chicago. 
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1. From the hands of Venetian glass artisans, these girl 
and boy dancers are made in green and crystal; 10!/2" tall, 
they retail at $50 a pair. The II" clear-glass cockatoo, 


$25. From Ebeling & Reuss Co., 707 Chestnut St., Phila. 


2. “Day-and-Night" is the name of this real leather kit 
in accessory colors, fitted with gold-tone metal compact 
in diamond-cut design, comb, and lipstick holder; retail, 


$10. From Rex Products Corp., 302 Fifth Avenue, New York. 


3. Slots instead of holes individualize these salt and pep- 
per shakers of aluminum finished with anodized colors; gift 
boxed. From Stelray Metal Products Corp., Shelton, Conn. 


4. Modeled with a butterfly motif is this low bowl (1062) 
1334" in width, in Verlys glass; retail $7.50 each. Made by 
Verlys: of America, Inc., 342 Madison Ave., New York 17. 


5. Richness of appearance and durability characterize this 
Sharpo Goldenglow automatic lighter, retailing for $12.50. 
From Josephson & Sharp, 1647 Victory Blvd., Glendale, Cal. 


6. This gay little plastic serve-all tray sells individually 
boxed, retailing (minus accessories) for about $1.25. From 
New Plastic Corp., 1017 N. Sycamore Avenue, Hollywood. 
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|. Made of hand-hammered aluminum, these |6-ounce julep 
tumblers retail at $13.20 a dozen; the ice bucket, $2.70 each. 
From Lipper & Mann, 225 Fifth Avenue, New York, N. Y. 


2. Available now are these decanters, done in styles suit- 
able for different interiors, retailing at (left to right) $3, 
$6, and $13. From Imperial Glass Corp., Bellaire, Ohio. 


3. It looks like a cigarette lighter, but it is the new Ban- 
tamlite flashlight, 3'/" long, small enough for purse or 
watch pocket. In chrome or gold-like finish, $1.25; in colors, 
$1. From Bantam-Lite, Inc., 126 Ith Ave., New York City. 


4. "Prima Donna” is the name of this exquisitely-modeled 
figurine in fine china, with hand-made flowers on the hat. 
Painted in three different color effects, the figure may 
be retailed for $60. Made by Lenox, Inc., Trenton, N. J. 


5. This Washington ash tray with gold-tooled brown leather 
base and gold-plated top, sells individually boxed for $3.50. 
From Stationers Specialty Co., 19 W. 2Ist St., New York. 


6. Smartly simple is this silent butler, made entirely by 
hand in Drumgold copper and selling for $2.50. From Blod- 
gett & Co., Top o' the Brack Shops, Los Angeles, California. 
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By MADELINE LOVE 


66 EVELING OFF” is the nice way of describing the 

state of business in the china, glass, and giftware 
field right now. A far-from-unexpected development, 
the slow-down of sales which is being felt generally has 
simply occurred a little earlier than most people antici- 
pated, and while it isn’t pleasant, it is regarded by most 
wholesalers as a forerunner of a more realistic approach 
to the situation. Sales have been rocketing merrily along 
for a long time, and we all knew that sooner or later the 
retailer would rear back, dig in his heels and yell “Hey, 
wait a minute!”’ 

That time seems to have arrived, and for causes that 
are easy to see. A slowly-increasing consumer sales re- 
sistance, a sudden lifting of OPA price ceilings, and the 
retailer's realization that something would have to be 
done about both his swollen inventories and his backlog 
of unfilled orders—all of these have merged into one big 
reason for his staying away from the market. He will 
come back to it, of course. He will have to if he is to 
stay in business. But it may well be that he will wait for 
a while to see what is going to happen to prices and to 

-his own customers’ will to buy. 


A point of interest to us in the jewelry field is the fact 
that the department stores are the ones doing most of 
the retrenching. Cancellation of orders totalling really 
vast amounts are being made by department stores 
throughout the country—which, by the way, should make 
way for the filling of some of the jewelers’ back orders. 
But one wonders—has the jeweler proved to be a better 
merchandiser than his big brothers in the department 
stores? 

It is pretty close to Show time again, and the familiar 
pattern of dates and places begins to take form. This 
statistical pattern is likely to be one of the few “famil- 
iar’ aspects of the coming Show, however. For no one is 
quite sure just what changes in buying habits will ap- 
pear. The retailer wonders about prices and the possi- 
bility of getting new-styled merchandise to stimulate the 
jaded appetite of his customers. And the wholesaler, 
knowing that he will have the new merchandise—as 
many new things as manufacturing conditions will per- 
mit—wonders how much the holiday business will deplete 
those big retail inventories. It has been some time since 
either one has had these particular worries, although 
they were familiar enough during the 1930's. 

But to one standing back and watching both sides, it 
would seem that the best way to get back into those 
1930’s conditions is to accept it as inevitable. 

To repeat—the Shows will go on as usual, and there is 
still a lot of money which consumers will spend for 
“worthwhile merchandise, even though the price may be 
higher. Giftwares and tableware are not in an isolated 
position in regard to increased prices, and there is no 


— 











225 FIFTH AVENUE 








No. 023—Book Ends, Renaissance fruit design, antiqued gold finish. .4.50 pr. 
No. 0208—Cigarette or Utility Box. Maroon leather finish, with 
oval portrait of man or woman. 5%” x 334”......... .. 3-00 ea. 


EXCLUSIVE WITH 


GEO. F. BASSETT & CO., INC. 


Established 1859 


“Old World Art” 


This outstanding line of reproductions, 
the product of many years of experi- 
ence, is still the leader for consummate 
taste in selection, authenticity of design 
and skilled craftsmanship. Further, 
they achieve ultimate perfection by the 
rare old-looking patina with which they 
are finished, suggesting age-mellowed 
pieces from Florence, or other art-cen- 
ters. Many subjects: Pictures, Mirrors, 
Brackets, Miniatures, Boxes, Book Ends, 


etc., adapted to any style of decoration. 


Prompt delivery 
Send for price list 


NEW YORK 10, N. Y. 
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Hearty Greetings 


Of The Season 
To Our Good Friends 


We want to express our appreciation 


of your patience and loyalty during 
difficult times, and again give assur-~ 
ance of our unending effort to 


adequately supply your needs. 





CASTLETON CHINA 


Incorporated 


212 Fifth Avenue, New York 10, N. Y. 
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Spode 


THE FINE ENGLISH DINNERWARE 



























Since 1770, Spode products have 
won the approval of succeeding 


generations of discriminating people. 


COPE!.AND 


aan Fine English Earthenware 
(aay | 
ENGLAND 


$Pout > . 
OPELARCS Cr lish Bo 
Corriancscuins Eng ne China 


Lowestoft Stone China 





Made by 
W.T. COPELAND & SONS, LTD. 
England 


. Available from STOCK in New York 
Sole agents and wholesale distributors 
COPELAND & THOMPSON, INC. 










206 FIFTH AVENUE, NEW YORK 10, N.Y 



















































We extend a cordial invitation to view the new Elkington 
Silverplate sample line now on display in the show- 
rooms of our Sole Agents and Wholesale Distributors 
in the United States: 






MOTTAHEDEH & SONS 
225 Fifth Avenue New York 10, N. Y. 


Illustrated is Tray No. 20000 which is made in sizes 
from 6” to 24”. 


Ebkington éS ol Lid 


BIRMINGHAM, ENGLAND 
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reason why they, in particular, should be selected by the 
consumer as a victim of sales resistance. 


The first shows of 1947 will be held in New York ang 
Pittsburgh—the pre-season market week at 225 Fift, 
Avenue scheduled for January 6 to 11; the Pennsylvanj, 
Gift and Art Show set for January 5-9 at the Willian 
Penn Hotel, Pittsburgh. Then there will be the Phil, 
delphia Gift Show to be held January 20-24 in Conyep- 
tion Hall, and from January 26 to 31, the Californj, 
Gift and Art Show will be held in Los Angeles, scattereg 
among the Brack Shops, Brockman Bldg., Merchandise 
Mart, and various showrooms. On those same dates, Jap- 
uary 26-31, the Allied Gift and Jewelry Show will be 
held at the Hotel Adolphus, Dallas, Texas. The Chicago 
Gift Show at the Palmer House is set for February 3-14, 
and at the same time there will be the usual gift, ching 
and glassware market at the Chicago Merchandise Mart. 
From February 9 to 13, the Western Gift, Toy and 
Housewares Show will be held at the Civic Auditorium 
in San Francisco, and the Pacific Northwestern counter- 
part of this show is set for the Terminal Sales Bldg, 
and the Olympic and New Washington Hotels in Seattle, 
frum February 23 to 27. 


The New York Gift Show is to be held February 24-28 
in the Hotels New Yorker and Pennsylvania, and from 
February 24 to 27, the Memphis Gift Show will be held 
at the Hotel Peabody, Memphis, Tenn. From March 3 
to 7, the Boston Gift Show will be held at the Hotel 
Statler, and other March Show dates are the Denver Gift 
and Jewelry Show, March 16 to 21 at the Albany Hotel, 
and the Oklahoma Gift and Jewelry Show, March 30 to 
April 3 at the Biltmore Hotel, Oklahoma City. 

Beginning January 1, Everlast will be exclusive selling 
agents for the Sturditrays of California line of trays, 
lazy susans, salt and peppers, cream and sugars, etc., 
made of wood with copper and aluminum trim. The line 
will be on display at the Everlast showrooms in New 
York, Chicago, Los Angeles and Toronto. Everlast also 
announces that a tunnel kiln has been installed at the 
Goldscheider-Everlast pottery in Trenton. This ware is 
now made entirely of china and after January 1 there 


will be a collection of bone china figures. 
% * & 


Will the election results have any effect on the tariff 
situation? No one knows, of course, but both importers 
and domestic manufacturers are alert to the possibilities. 
Their interest is more than academic, naturally, and rep- 
resents completely opposite points of view. The first few 
months of 1947 will indicate the answer, one way or 
another. 





&¢ & £¢ 


An expansion of the post-war gift, china, and glass 
market has compelled the Chicago Merchandise Mart to 
allot several thousand additional square feet of display 
space on the twelfth floor to this type of merchandise. 
This in addition to the showrooms which occupy the en- 
tire fifteenth floor. Among the firms using space on 
twelfth floor now are the Sun Glo Studios, Everlast Sales 
Corp., Elliott & White, Marsh-Fairchild-Suman, Inc., 
and Mottahedeh & Sons. 

%* & * 

Newsettes: At the recent Philadelphia Gift Show, the 

George F. Little Management inaugurated a better dis- 
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Pictured here is another group from Century’s new line of glassware, CORSAGE 


...as delicate... as beautiful...as a bouquet. 


Characteristic of the entire CORSAGE Line is its symmetry and elegance... its 


strikingly original design ...and its artistic hand decoration in finest coin gold! 


For lasting loveliness and brilliant charm... the CORSAGE Line... by Century. 


MIDWES T S HOWROOM S 
Suite 1534 « Merchandise Mart 






















Newland, Schneelock & Piek, Inc Clay Folsom R. F. McDowell Ernest C. Scruggs 
1107 Broadway, New York 10 301 N. Market St., Dallas, Texas 403 Merch. Mart Bidg., Los Angeles 14 179 Luckie Street, Atlanta, Georgia 
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Chosen to appear in the Grand Rapids Furniture Guild 
Rooms, "“Charleton" lamps reflect the exacting standards 
which have gained for the name of "Charleton" the truly 
deserved reputation as America's Finest Hand Decorated 
Lamps and Accessories. 


Abels ((llassecherq 2%. §ne 


23 EAST 26TH STREET, 
NEW YORK 10, N. Y. 
HICAGO: Space 1548, Merchandise Ma 








Cc rt 
LOS ANGELES: Marsh-Fairchild, 503 Brack Shops, 527 W 7th St. 








Four finely molded and hand-decorated 
Bethwood Royal China heads, depicting 
from left to right: Flemish lady, Swiss peas- 
ont, Italian peasant, Tyrolean lady. All 
beautifully done and true to life. 


Presenting new ideas in 





ROYAL CHINA 


wa Oe OUST aal ee wwe ee a 7 
IN CHICAGO’ R. & B. Gelbard, 1298 Merchandise Mart ! 
IN LOS ANGELES Arthur Rosengard, 3106 Midvale Ave. 


IN DALLAS Harold J. Abrahams, 
1019—2nd Unit, Santa Fe Bldg. 


——e i tal A a ls se al el eal alte die ems ae ae 


CREATORS AND MANUFACTURERS 


¢ 


c“---- 
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play competition, a competition which was won by the 
William H. Fenton Co. Added to the lines of picture, 
carried by the Artgraph Products Co., of New York, , 
line of hand-decorated metal waste baskets, hampers, 
etc., and a new Card Bar, made by the Allied Crafts Co. 
are now on display in the Artograph showrooms, Ons 
again, the idea of a three-division gift show in New York 
has been introduced—and rejected. The plan was to hold 
the show at 225 Fifth Avenue as well as at the New 
Yorker and Pennsylvania Hotels. 











ADVANCE ORDERS KEEP CUSTOMERS LOYAL 
(From page 327) 


method may depend on the worthiness of his list, Mr, 
Fisher reiterated. “There is absolutely no deadwood 
to contend with—if the customer should find her in- 
tended purchase elsewhere, she will always tell us about 
it. To date we haven’t had a single refusal to buy when 
ordered merchandise arrived.’ 

Prior to 1945, Allez Jewelers took cash deposits on 
each advance order, with the feeling that this would 
guarantee a quick acceptance of all merchandise as 
received. This precaution proved to be unnecessary, 
however, and the increased bookkeeping was a burden. 
Eventually, therefore, the deposit practice was discon- 
tinued and it was only a matter of weeks before the 
jewelry represented by the deposits already on hand 
was sold. , 

The imposing list of anxious customers in the advance- 
order book has kept Mr. Fisher assiduously busy in 
tracking down the merchandise, checking with suppliers, 
making frequent market trips, etc. Some of the orders 
which cover unusual jewelry, paradoxically, are the 
most éasily filled, while those for standard jewelry such 
as watches, pins, fountain pens, etc., are most difficult 
to put through. However, ability to furnish each manu- 
facturer with the actual number of orders written up 
on his product in personally-written letters expedites 
shipment to the extent that most advance orders are 
filled within 30 to 90 days. “Even though our orders 
run into the hundreds, it is still worth while to make a 
personal effort to obtain the merchandise,’ Mr. Fisher 
said. “The jeweler must help the public in every way 
possible or lose goodwill. Our customers have been 
buying from us for years, and expect a certain amount 
of consideration which absolutely must be given.” 


Mr. Fisher deplored the practice of some jewelry 
stores who make up advance order lists “good only for 
30 days,” after which the customer must re-register her 
name or lose her place in sequence. ‘Maybe I’m old- 
fashioned,” he smiled, “but I feel that anything which 
irritates the customer even slightly is likely to turn her 
permanently against the store. If the jeweler demands 
that his prospective customer make a special trip down- 
town once a month to keep from losing her place on the 
list, the hardship tells on friendly relations—and even- 
tually that customer will go somewhere else. Having 
to work a little harder now in this queer period of 
shortages long after the end of the war will be repaid 
in loyal, regular customers when the old competitive 
selling situation returns.” 
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No More Regulation W for Jewelers 





Seating of New Congress 
Resurrects Argument 
On Swiss Watch Imports 


There may be peace of a temporary 
sort in the Swiss watch import contro- 
versy, but it is strictly that—temporary. 

The agreement between the U. S. State 
Department and the Swiss government, 
whereby direct imports of Swiss watches 
between Jan. 1, 1946, and March 31, 
1947, would be limited to a total of 
7,500,000, finds little favor on either 
side. 

Domestic manufacturers 
employees) still think that seven-and-a- 
half-million watches are too many and 
will ruin the market for the American 
product. They want the “quota” 
lowered. 

Importers, on the other hand, say 
there aren’t enough watches coming in 
from Switzerland, and want restrictions 
abolished. 


WARM-UP CAMPAIGN 


Resurgence of the controversy, of 
course, is part of a warm-up campaign 
to influence the Eightieth Congress which 
convenes in January. Obviously the new 
Congress will have a hand in determin- 
ing watch-import arrangements to super- 
sede the present agreement which ex- 
pires March 31. Some importers feel 
that the Congress, bent upon removing 
Government controls, will shy away from 
imposing quotas, etc. Domestic manu- 
facturers on the other hand, feel that a 
more conservative Congress will, as in 
the past, favor greater protection for 
American industry. 

On the importer’s side, S. Ralph 
Lazrus, president of the American 
Watch Assemblers’ Association, called 
for scrapping of the agreement with 
Switzerland on the ground that a serious 
shortage of watches exists in this coun- 
try right now and that the shortage will 
grow more acute, not better. 

Speaking from the experience of his 
own firm (Benrus), and assuming that 
other watch importers are in the same 
position, Mr. Lazrus pointed out that 
orders far exceeded supplies on hand. 

Pointing out that the “quota” system 

(Please turn to page 352) 
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Radios, Phonographs, Vacuum Cleaners Still Remain 
Under Revised Regulation, Few Jewelers Carry Them 


As far as jewelry is concerned, Regulation W is as dead as a Nazi war 


criminal. 


Sentence was passed by the Federal Reserve Board on November 15 
when it was announced that 24 categories of “‘soft’’ goods such as furs and 
jewelry would be removed from installment buying regulations. The execu- 
tion was accomplished on December 1, date the credit relaxation became 


effective. 

A few items still remain under a some- 
what relaxed Regulation W, but jewelers, 
generally speaking, carry only a few of 
them. They include refrigerators, cook- 
ing stoves, washing machines, ironers, 
dishwashers, air conditioners, radics 
and phonographs, sewing machines and 
vacuum cleaners. On these items, a mini- 
mum down payment of one-third is 
still required and the balance must be 
paid within fifteen months. 

Simplification of refinancing provi- 
sions, and a maximum maturity of fif- 
teen months for refinancing credits, 
and elimination of all single-payment 
loan restrictions (this has been under a 
ninety day restriction), are other pro- 
visions of the regulation. It is no 
longer required that a statement of 
the transaction be given to the cus- 
tomer. 

A formal statement by the board 
said, “If regulation in the field of 
consumer credit is to be continued on 
peace-time basis, the board believes 
that the regulation should in general 
be in the form and scope of this re- 
vision in order to be an effective in- 
fluence toward stability in this sector 
of the economy.” 

Although the board maintained a 
technically neutral attitude on _per- 
manent powers to control down-pay- 
ment terms and lengths of contract, the 
board asserted that “from time _ to 
time the expansion and subsequent con- 
traction of consumer credit have gone 
so far as to accentuate the upswings 
and downswings of the business cycle. 
There is no way of preventing such 
excessive expansion and contraction ex- 
cept governmental regulation of the 
terms.” 

Officials of the board expressed the 
opinion that the new regulation is ef- 


iit 








fective and simple whereas the orig- 
inal “Regulation W,” with its brake on 
department-store charging and single- 
payment loans was an administrative 
“monstrosity” which resulted from OPA 
pressure. 

William Wagner, executive secretary 
of the National ASsociation of Credit 
Jewelers, declared that “this assures 
the reasonable prosperity of the jewel- 
ry industry for 1947 and 1948, even 
though there may be a business re- 
cession.” 

Originally effective September 1, 
1941, Regulation W first applied to only 
a few items of jewelry store merchan- 
dise such as radio sets and certain ap- 
pliances. Subsequently, in 1942, amend- 
ments included watches, clocks, silver- 
ware and, eventually, every item sold 
by jewelers on credit. 

Agitation for modification of the reg- 
ulation came from within the jewelry 
industry upon the termination of the 
war. THe Jewevers’ Crircuiar-Key- 
STONE for November, 1942, carried a 
debate on the subject between William 


' Wagner, NACJ executive secretary who 


maintained that it should be abolished, 
and Robert Koerber, Fort Wayne, Ind., 
retailer, who claimed that it should be 
retained in the interests of the public. 
Subsequent. issues of JC-K contained 
further remarks, pro and con, from 
those in the trade. 
» At last summer’s national jewelry 
conventions abolition of the control was 
a matter of vital interest (particularly 
at the NACJ confab in Chicago), but 
speakers feared that much time would 
elapse before any ’ definite action would 
be taken. 

Both national .retail jewelers associa- 

(Please turn to page 351) 
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Cameraman Catehes Watchmakers 


ALI 


Left: Informal picture of the president and secretary working with the executive 

board in headquarters in the wee hours of the morning. Center: Shown at the 

get-together lunch are: A. B. Johnson, B. W. Heald, O. R. Hagans, Todd New, 

and W. O. Smith. Right: Curriculum committee shown at meeting: A. B Johnson, 
W. O. Smith, O. R. Hagans, Frank Foegler, and W. H. Samelius. 


i 


i { i 
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Left: Among those attending executive board lunch were E. Seible, John De Vogel, 

Phil Sommer, O. R. Hagans, and two unidentified members. Center: W. H. Samelius, 

Elgin School of Watchmaking, giving a discussion from the floor. Right: Official 

opening of convention showing association executives: John De Vogel, vice-president, 

Albany, N. Y.; John J. Nooyen, president, Encinitas, California; and Orville R. 
Hagans, executive secretary-treasurer, Denver Colorado. 


J. E. Coleman, 
Nashville, Tenn., 
well known clock 
expert and 
UHAA member 
who pursues 
photography as 
a hobby, took 
the above shots 
at the UHAA 
convention held 
in Cleveland, 
Ohio, October 


Discussion from the floor being conducted 18-21. 


by William O. Smith, Western Pennsylvania 
Horological Institute, with George Gruen, An unidentified bystander watches O. R. Hagans and E. 


secretary, Gruen Watch Company, in the Seibel performing the unpleasant task of packing-up after 
foreground. it's all over. 


344 THE JEWELERS’ CIRCULAR-KEYSTONE 














Don't Let Him Take Your Picturel 


A photographic studio which ap- 
arently sometimes uses the name of 





the Keystone Photo Service, and some- 





ared in Tue Jewerers’ CrrcuiaRn-Ker- 
groxne and has represented itself as 
being the official photographer for this 9 out 
missioned to obtain a photograph of the a | y *»' 
person contacted for purposes of publi- x: . s Mu 
cation in Tue Jewerers’ Crncuran-Ker- 
This statement is completely untrue. | : a * = a. 


times the Kaiden-Kazanjian Studios, saith. 2. < Y) 

has been contacting jewelers in New : et 7 

York City about whom items have ap- 3 ort: f q ats S0 m ert 
= : — 

magazine, stating that it has been com- 

This photographer has no connection 


whatever with Tue Jeweters’ Crrcuar- — 
Keystone and has never been commis- 
sioned by this magazine to do any work 
for us of any kind. 

They use this approach only as a 
means of — — to sit om €¢]T could make a lot more sales if I just had some more 
their portraits after which a representa- : : ; , . "> 
tive of the studio calls with proofs and merchandise. But there’s no time before Christmas! 
endeavors to sell finished prints to the bias Je 

! ° 

sitter at a very high price. Sometimes Don’t give up! You can hold those customers; you com make 
the man whose portrait has been taken, those sales. You can order that merchandise and have it delivered 
imme Sesense he fecis that he ie un- —all before S. Claus shows up. Just use Air Express. It places any 
der some sort of obligation, or for some : 
other reason, buys some of the pictures. supplier a matter of hours from your store. Delivery coast-to-coast 

Some of the people who have been — and even from many foreign countries — overnight. 
photographed in this manner have got- . 
ten in touch with us to inquire about Rates have been drastically reduced and include free valuation 
this situation and to ask why the pic- ‘OS 
tures that were supposed to appear in ee eer ‘ efile et 
Jeweters’ Circutar-Keystone have not for each additional $100 or fraction 
been published. The above will explain, thereof. Use and specify Air Express 
not only to them, but to any others who h d. It’s th 
may not have troubled to phone or write the year round. It’s the fastest way to 
us. get repairs quicker, keep inventory 

If we firm of photographers ap- down, get memo goods and consign- 
proachs you stating that they have been : : ' 
need te Te Sawenene Camenen. ment merchandise. Air Express always 
Keystone to make your picture, please brings you what’s needed in a hurry! 





do not pose for them without first call- 
ing the editorial office of this magazine 
and verifying the photographer’s state- 


a — Specify Air Express-a Good Business Buy 


























Three Gift and Jewelery Shows ave | er se gO a at the _— of — ai gale ath anes tables ae 
Sponsored by Allied Exhibj etween principal U. ». towns and cities, wit Mm Teacleuslesucleous ow te 
P y Allied Exhibitors cost including special pick-up and delivery. [muss Cents per Ib. 
Allied Exhibitors, Inc., 712 S. Olive Same-day delivery between many airport towns [@jsejseisoi-— 
Street, Los Angeles, California, will and cities. Fastest air-rail service to and from = /ee-tootve set orat isa 
os three Spring shows, the first 23,000 off-airline communities in the United 1049 | 1.17| 1.98] 7.68] 12.28] 30.70¢ 
eing the 13th semi-annual Allied Gift States. Service direct by air to and from scores [234% | 145] 353] 1745] 2824) _7061¢ 
& Jewelry Show to be held at the hotel of foreign countries in the world’s best planes, — [2350 | '47| 24] '®42| 2°47 | _734% 


























Adolphus, Dallas, Texas, J anuary 26 mn nce 
to 31. The fifth semi-annual Denver 
Gift & Jewelry Show will be held at 
the Albany Hotel, Denver, Colorado, 
March 16 to March 21. The third semi- 
annual Oklahoma Gift & Jewelry Show 
will be held at the Oklahoma Biltmore 


Hotel, Oklahoma City, March 380 to 
April 8, 





siving the world’s best service. 









GETS THERE FIRST 


Visiting buyers desiring to see the Write Today for the Time and Rate Schedule 
wide range of merchandise on display : : on Air Express. It contains illuminating facts 
at these shows, will register and receive ~ — yo Le = a = PE aster > Ai —_ a ibe shi ping problem. 
copies of the Buyer’s Directories in th ; a <2. ir Express Division, Railway xpress Agency, 
lobbi y ories in the 230 Park Avenue, New York 17, Or ask for 
obbies of the hotels named. Registra- it at anv Airline or Railway Express office. 


tions are 
any previ expected to exceed those of Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
previous year. Representing the AIRLINES of the United States 
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Higher Price Spurs Base Metal, Not Silver Mining 





Shortage of Skilled Labor Slows Domestic Production, 


Foreign Producers Flood Market for Increased Prices 


The Silver Bloc’s spring and early summer flag-waving, maintaining that 
a higher silver price would open up domestic silver mines, has been proven 
incorrect. However, boosting silver’s price to 90.5¢ per ounce did spur do- 
mestic production in an odd way by acting as a subsidy for base metal miners. 

Copper and lead miners produce substantial percentages of silver when 
refining their major products. During the war years the copper mines pro- 
duced about 34 per cent of the domestic silver output, the lead mines about 12 
per cent and other base metal mines 34 per cent, leaving a bare 20 per cent to 
be credited to the silver mines. Thus, a higher silver price gave base metal 


miners an incentive to produce. 

True, the higher price has increased 
the amount of the metal available to in- 
dustry, but not particularly as a result 
of increased mining in this country. 


@e> 








Foreign silver producers, notably those 
of South America, have taken advantage 
of the increased price, and a flood of 









LL 
“foreign” silver has reached this coyp- 
try. While the Congressional Price bat- 
tle was going strong last May, foreign 
countries stopped sending silver in for 
sale as prospects for a higher price ap- 
peared. Much of the silver now being 
imported had been held on Speculation 
for just such a contingency. 
Actually, although the J uly 19th ac. 
tion made substantial amounts of the 
Treasury-owned metal not required for 
coinage available to industry, only one 
purchase—of 3,400 ounces—was made, 


Meanwhile, imports of silver from 
abroad averaged 8,700,000 ounces 
monthly. 


“The mine production of silver in the 


United States, according to government 
estimates, has increased about 30 per 
cent in recent months, rising from 1,401,- 
‘ 000 ounces in June to 1,805,000 ounces ip 
August. These figures are impressive jf 
calculated on a percentage basis, but 
actually they indicate less than the 
average 2,280,000 ounces per month pro- 
duced last year. 


For example, the Anaconda Copper 
Company produced 5,620,000 ounces of 
silver in 1945. Anaconda normally pro- 
duces considerably more silver than this, 
but on the basis of these figures alone 
ee the higher Treasury price means over 
$1,000,000 more income to the company 
from this source alone. The increased 
” income will pay for a lot of develop- 
— ment work. 





























































eA wide variety of styles 
7 for ladies and gentlemen 
sh of joi} available 

a through better wholesalers 
throughout the nation. 











As one publication headlined, very ac- 
curately, the “U. S. Offer to Sell Silver 
Ends in Its Buying More.” Only 3,400 
iy ee % | ounces of Treasury-owned silver have 
_— mM it: e _ as... 4 Fr | ge ee been sold, and between 600,000 and 700,- 
aie SS Ae tPA or RE, 000 ounces were purchased since June. 

The biggest snag in production of 
silverware at present is not the supply, 
obviously, but a shortage of skilled 
labor. Silver manufacturing firms report 
that production is only one-half of nor- 
mal because of the difficulty in securing 
personnel. This problem presents no im- 
mediate solution apparently, since it is 
= : — PA’ i : not primarily concerned with wages. In 

“| SCIENCE: [ar : Btw Or! TAR GC all probability, silver manufacturing 
a ee firm will have to let nature take its 
= course. They will have to train what 
extra employees they can secure, and 
hope that improvement of the housing 
situation in the future will help some- 
what. During the war skilled workers 
were lured away from their home-towns 
to take war jobs. They now find it 
impossible to return to their pre-war 
jobs because of lack of housing facilities. 


There is no danger of any shortage 
of silver here for consumers who re- 
quire the metal for industrial purposes, 
regardless of how low production of 
domestic silver drops. And the Treasury 
should feel no pinch since it recently 
announced arrangements for the return 
of 16,300 tons of silver borrowed in 1942 
for use in war plants, chiefly as bus bars 
substituting for copper. 
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Haimann Reelected President 
By N. J. Retail Jewelers 
At Annual Convention, Nov. 17 


Louis Haimann, Morristown, N. J., 
was “drafted” and unanimously re- 
elected as president of the New Jersey 
Retail Jewelers Association, for the en- 
suing year at the annual convention of 
the organization held at the Essex 
House, Newark, N. J., on Sunday, No- 
vember 17. Also, reelected for another 
term was Joseph Imbeloni, West New 
York, who continues as vice-president. 

Chosen as treasurer was Ralph Fava, 
Paterson, replacing Bertrand A. Weber, 
of Ridgewood, who asked to be relieved 
of the duties of that office he has held 
for several years, pleading inability to 
give to the association job the time and 
attention which the office requires. 

William Schoppy, Atlantic City, for- 
mer secretary, also asked to be relieved 
on the same ground and Henry Gelula, 
also of Atlantic City, was chosen to 


succeed him. 


ANNUAL REPORT 

The meeting began with a business 
session at 11 A.M., which was opened 
by the annual report of the president. 
Mr. Haimann told of the activities 
which had been pursued by the organiza- 
tion during the past year, including a 
series of three district meetings in 
various parts of the state, and a special 
meeting at Newark in January in con- 
nection with the organization of the in- 
dustry’s promotional campaign now be- 
ing launched by the Jewelry Industry 
Council. 

New Jersey jewelers have been re- 
lieved of the need of performing exten- 
sive free services on competitive grounds 
through a Code of Practices formulated 
and adopted through the efforts of the 
New Jersey association under Mr. Hai- 
mann’s leadership, and the organization 
on many occasions has exercised its help- 
ful influence at both Washington and 
Trenton in connection with legislation 
and governmental activities concerning 
the jewelry trade. 

Despite these accomplishments, Mr. 
Haimann urged that the workings of 
the association be placed on a more 
Systematic and business-like basis in 
order that the organization may become 
even more effective. He recommended 
the budgeting of income and expenses 
to provide for essential activities, and 
also that a program of objectives be 
laid out at the beginning of each year 
and systematically pursued. 


INCREASED MEMBERSHIP 


Secretary Schoppy reported an _ in- 
crease of 75 per cent in membership of 
the association for the past year and 
Treasurer Weber presented a financial 
report showing a comfortable balance 
with all obligations provided for. 

In behalf of the Legislative Commit- 
tee, Chairman Louis Rad, past-president 
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of the association, pointed out that al- 
though New Jersey has on its books a 
law governing the sale of second-hand 
watches, the statute is not adequately 
enforced and recommended that mem- 
bers report violations and press for 
vigorous enforcement of the act. 

A bill for watchmaker licensing was 
introduced at the last session of the 
legislature but because of organized 
propaganda against it which appeared 
to doom the measure to defeat, it was 
decided to withdraw it voluntarily rather 
than press for action, since it was felt 
that the probability of the passage of 
such a law at a future session would be 
more favorable if such legislation did 
not have the black mark of a previous 
defeat against it. 





The afternoon was largely devoted to 
talks by various trade leaders, the first 
speaker being Charles T. Evans, ANRJA 
secretaty, who outlined the 22-point pro- 
gram of activities which ANRJA has 
scheduled for the coming year. Ken- 
neth I. Van Cott, Binghamton, N. Y., 
ANRJA Regional Vice-President, 
discussed the future outlook from the 
standpoint of the average retail jeweler, 
stressing the idea that his success or 
failure is largely in his own hands and 
that cooperation with his fellow jewelers 
is essential if the trade is to continue 
sound and prosperous. 

Rowland D. Goodman, president of 
the Associated Credit Jewelers of 
Greater New York and New Jersey, 

(Please turn to page 350) 
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great pleasure in extending the 


It is a privilege for us to say thanks for your con- 
sistent cooperation during the year of 1946. We are 
already working hard to give you more and better 


service in the NEW YEAR. It is our sincere ho 
that shortages and availability difficulties will be 
things of the past in 1947. 


May your NEW YEAR be a successful, prosperous, E 
and BLISSFUL one in the true sense of the word.#j 














Pioneer Diamond Setting School Opened: 


Owned, Operated, Staffed by Veterans 


On September 8, 1946, the Pioneer 
Diamond Setting School, the only school 
of its kind to be licensed by the State 
of New York, started a course of in- 
struction in the art of diamond set- 
ting. The school was conceived by two 
veterans, Alex Liebermann, school di- 
rector, and Joseph Lanfear, a former 
captain of the U. S. Army. 

Shortly after being discharged from 
the Army, Mr. Lanfear canvassed the 
local jewelers seeking an apprentice- 
ship because he was eager to learn the 
trade of the skilled setter. He soon 


learned that the shops were too busy | 


to bother with apprentices. He then 
entered Mr. Liebermann’s shop one day 


and presented his problem. Mr. Lie- 
bermann immediately agreed that train- 
ing apprentice diamond setters was an 
excellent idea since all his efforts to 
secure setters were futile. The two vet- 
erans proceeded to carry out their idea 
with the thought of providing an op- 
portunity for the mechanically skilled 
veterans to learn a trade, and to help 
in the rehabilitation program. 

A course of instruction was prepared 
and received the approval of the Board 
of Education. The course was also ap- 
proved as a qualified and recognized 
trade school by the Veterans Admin- 
istration under Public Law 346. After a 
| desperate search, suitable quarters for 
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Silverlike Case $2.50. 
$1.00 extra for initial 
or signature. 


Counter card of 36 
ten-cent packs a 4 
each ZIPPO Hard 
Flints, $3.60. 
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ZIPPO national advertising is 
more than double 

any previous campaign. 

To the left are shown but 

a portion of the media 

being used. We have 
available counter cards, 
streamers, mats, cuts, 

radio scripts, suggested 

advs., etc., etc. 

Get back of ZIPPO—the 
lighter that made the world 
lighter-conscious. Remember 
no dealer or customer ever paid 
a cent to repair a ZIPPO. 





ZIPPO MANUFACTURING CO., DEPT. X, BRADFORD, PA. 





*Plus Federal Tax 


Engine turned Ster- 
ling Silver Case $20*. 
Engine iurned 14K 
Gold Case $175*. 


Plain Sterling Silver 
Case $15*. Plain 14K 
Gold Case $165*. 











the school were found at 555 East Tre. 
mont Ave., Bronx, New York, The 
school is owned and operated exclusive. 
ly by veterans and staffed by teachers 
who are also veterans. The school hag 
a present enrollment of 100 students 
who are taking a 1200 hour course of 
intensive study and shop work. Sty. 
dents are required to attend classes five 
hours each day, five days a week, 
The training is rigid, modern and 
scientific, given by instructors who were 
former diamond setters with years of 
experience. Visual aids of various types, 
such as charts and casts, are utilized 
to help present the subject. The school 
is accepting requests from diamond set- 
ting shops for students to do part time 
work, and Mr. Liebermann, who has 
spent more than 26 years of his life 
as a setter, has established a placement 
service for the graduating student. He 
is seeking the cooperation of several 
diamond setting houses in placing 
graduates. s 


OR a 


Arkansas Diamond Deposits Produce 
Damage Suits, Instead of Diamonds 


The Arkansas diamond deposits, which 
in recent years have produced more 
publicity than diamonds, are in the 
headlines again. This time, the story 
instead of being one of expectations of 
stones to be mined, is a matter of an 
intra-company squabble, with a major 
stockholder, on one side, and the man- 
agement of the corporation, on the 
other. 


On October 19, the Diamond Cor- 
poration of America, who are the 
holders of the lease on the diamond 
bearing property in Pike County, filed 
a suit in Chancery Court in Little 
Rock, Ark., seeking two million dollars 
in damages from Glenn L. Martin, Balti- 
more, Md., airplane manufacturer and 
stockholder in the diamond company. 


NO DIAMONDS YET 


The action was an answer and cross- 
complaint to Martin’s recent charges 
that he had invested $400,000 in the cor- 
poration and that its affairs were being 
“mismanaged” by the controlling stock- 
holders. 

Martin was accused in the cross-com- 
plaint of attempting to wreck the cor- 
poration in order “to acquire @ con- 
trolling interest.” 


Martin made similar charges against 


the corporation in obtaining a tempo- 


rary injunction two weeks ago pro- 
hibiting the company‘s officers from 
withdrawing any funds from a special 
account in a St. Louis bank. 

The corporation’s answer asked the 
court to dissulve the order and dismiss 
the original complaint. Ray E. Blick, 


‘Chicago, and Allen B. Williams, 5t. 


Louis, incorporated the firm in Arkansas, 
November 7, 1945, but so far as is known 
no diamonds have been produced since 
that time. 
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Reciprocal Trade Negotiations Reducing Tariffs 


Scheduled for April by the State Department 


The largest reciprocal trade-agree- 
ment negotiation ever undertaken by 
th United States is scheduled to begin 
in April, 1947. As a preliminary to 
the discussions, the State Department 
has issued a list of thousands of items 
on which the United States will con- 
sider tariff reductions. Public hearings 
will be held on these products before 
negotiations are begun. 

Among the more important products 
on the tariff reduction list are low- 
priced jewelry, synthetic gem stones, 
and cutlery. A partial listing of the 
items of interest to the trade on which 
the United States will consider tariff 
reductions are: blown or pressed glass- 
ware; china and porcelain ware; earth- 
enware and stoneware; diamonds and 
other precious and semi-precious stones, 
imitation and synthetic; cutlery; plat- 
inum and platinum’ group. metals; 
jewelry; rosaries and other religious 
articles; gold and silver solid or plate- 
ware; electrical appliances; perfumes; 
optical goods; clocks and clock move- 
ments, and jewels and parts therefor; 
art work and antiques; pipes and other 
smokers’ articles; brushes. 


NATIONS INCLUDED 


Nations with which negotiations are 
planned include Australia, Belgium, 
Brazil, Canada, Chile, China, Cuba, 
Czechoslovakia, France, India, Lebanon 
(Syro-Lebanese Customs Union), Lux- 
embourg, Netherlands, New Zealand, 
Norway, Union of South Africa, Union 
of Soviet Socialist Republics and the 
United Kingdom. 

At the same time that the State De- 
partment announced the forthcoming 
negotiations, the Committee for Reci- 
procity Information issued a_ notice 
fixing the dates for submission to it 
of written information and views about 
the negotiations and of applications to 
appear at public hearings before the 
Committee. All information and views 
in writing, and all applications for sup- 
plemental oral presentation of views 





Pennsylvania RJA 
Holds Annual Dinner-Dance 


The Retail Jewelers’ Association of 
Philadelphia and Eastern Penna., Inc., 
held their seventh annual dinner dance 
and show on October 29, 1946, at the 
grand ballroom of the Bellevue Stratford 
Hotel, Philadelphia. For the first time 
since before the war, formal dress was 
required. The affair consisted of a 
sumptuous dinner followed by a show 
featuring famous names. Several hun- 
dred valuable door prizes were awarded 
and music was furnished by a national- 
ly known orchestra. The affair was a 
huge success and a splendid time was 


had by all. 
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must be submitted to the Committee not 
later than noon Dec. 21, 1946. These 
briefs should be addressed to “The 
Chairman, Committee for Reciprocity 
Information, Tariff Commission Build- 
ing, Washington 25, D. C.” 


PUBLIC HEARINGS 


Public hearings will be held in the 
Department of Commerce Auditorium, 
beginning Jan. 13, 1947. Witnesses who 
make application to be heard will be 





advised regarding the time and place 
of their individual appearances. 

Persons interested in export items may 
also present their views regarding any 
tariff or other concessions that might 
be requested of the foreign governments 
with which negotiations are being con- 
ducted. 

The State Department says that it 
intends to include in the proposed trade 
agreements an adequate “escape” clause, 
along the lines of that appearing in the 
trade agreement with Mexico, under 
which a concession, which as a result 
of unforeseen circumstances, causes 
serious injury to domestic producers, 
can be modified or withdrawn. 
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the sentiments of us all. 


customers. 


ings to all our friends. 


Cincinnati, Ohio 
18 West 7th St. 





eason’s 


reetings 


THE enchanting spell of the holiday season is 
to be especially cherished this year when the age-old 
words, Peace on earth to men of good will,’ express 


Lookin back over 1946 we realize there 
must certainly be a Santa Claus, for who else could 
have given us so many interested and satisfied 


vf FE. at Gerwe-Brown send our sincere greet- 


‘°F IT’S NEW—WE HAVE IT’’ 
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New Orleans, La. 
316 Baronne Si. ed | 
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Jewelry Factories in Canada Still 
» Busy Turning Out Medals for 
' _ Citizen-Soldiers of the Dominion 


Making medals has become big busi- 
ness since the war ended with something 
like 8,000,000 slated for eventual dis- 
tribution to members of the Canadian 
forces. 

At the moment the Royal Mint is 
producing Canadian volunteer service 
medals at the. rate-of 2,000 a day but 
that will be increased as more machine 

'- tools and presses become available. Un- 
til there is a stock of medals on hand 
the: services are not receiving applica- 
tions for the decorations. 

Present plans are to strike more than 
1,000,000 war medals which will go to 





all members of the forces, about 1,000,- 
000 Canadian volunteer service medals 
and about the same number of a va- 
riety of other decorations. 

The R.C.A.F. has undertaken super- 
vision of the medal production for the 
three services and it is a job which 
runs into a lot of material as well as 
labor. The volunteer medals, for ex- 
ample, will use 166,000 yards of rib- 
bon and 25 miles of silver wire for the 
suspension units. The sterling silver 
of which the medals are made is 92 
per cent silver and 742 per cent cop- 
per and the manufacturing process in- 
volves 33 different steps. 

On one side of the Canadian Vol- 
untary Service Medal is the Canadian 
coat of arms; on the other a sailor, a 
soldier, a pilot—members of __ the 








wr wre ve ({o" 
2 oe eee 


C.W.A.C., W.R.C.N.S., and 
women’s division and a nursing Tl 
ter in marching order. 

Estimates are that apart from ¢h 
C.V.S.M. and the War Medal there will 
be 745,000 decorations go to the army. 
164,000 to the R.C.A.F., 84,450 to tic 
Navy and 6,000 to the Merchant Nay 
These will be made up of: 1989-1945 
Star, 287,500; Atlantic Star, 40,099. 
Aircrew Europe Star, 12,000; France 
and Germany Star, 185,000; Italy Star 
107,000; Africa Star, 12,000; Burma 
5,200; Pacific Star, 8,250 and Defens, 
Medal, 342,000. 

To accompany the volunteer medals 
625,000 clasps are being made. 

Up to the point of actual strikip 
of the medal the operations used in 
manufacture are the same as for e¢oijns 
The silver is melted, cast into bars and 
tested for purity; then it is rolled to 
the thickness of the medal blank which 
is 120/1000ths of an inch and cut into 
the blanks which are eventually struck 
into medals. 

Before they are struck the blanks are 


Sis- 


annealed by placing them in an electric 
furnace which heats them to a cherry 
red at about 1,250 degrees Fahrenheit. 
Then they are plunged into cold water 
and this procedure softens them suff- 
ciently to bring up the design easily 
when they are struck between dies in a 
press with 250 tons pressure. 
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New Jersey Retailers 
(From page 347) 


dealt with the installment selling of 
jewelry, pointing out that there is a 
place for both the cash and the in- 
stallment house, and that each has a 
desirable but not necessarily conflicting 
place in the picture. 

The credit jeweler, he said, has helped 
to raise the standard of living through 
the fact that he has broadened the mar- 
ket for jewelry, and therefore, through 
big-scale production and mass _ dis- 
tribution, has brought about lower prices 
which, in turn, make it possible for 
more people to enjoy the products of 
the jewelry industry. 

Fred V. Cole, Editor of Tue 
JeweEters’ Cuircutar-KeysTone, dealt 
with the business prospect for the 
jeweler in 1947, stressing the need for 
greater discrimination in the selection 
and inventory and for more attention 
to rate of inventory turnover, rather 
than to gross margin per item. He 
urged unanimous and_ whole-hearted 
support of the program of the Jewelry 
Industry Council as an essential means 
for building and maintaining demand 
for jewelry merchadise during the period 
ahead. 

A showing of the Bulova Watchmak- 
ing School’s sound film on the training 
of disabled veterans as watchmakers 
concluded this phase of the meeting. 

The evening was given over to a cock- 


-tail party and reception followed by the 


annual banquet, featured by an enter- 
taining floor show and the distribution 
of a large number of exceptionally at- 
tractive door prizes. 
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Regulation W 
(From page 343) 

tions favored relaxation or abandonment 
of Regulation W in the resolutions 
passed at their first postwar conven- 
tions. NACJ specifically called for 
the abolition of the credit curb, and 
’ANRJA, in ‘an omnibus resolution ask- 
ing for the ending of all wartime con- 
trols on the nation’s economy, implied 
a desire for an end to restrictions on 
consumer credit. 


REPERCUSSIONS FROM TRADE 

Repercussions of the Federal Reserve 
Board’s decision to scrap Regulation W 
have already been felt in the industry. 

The reaction of credit jewelers 
throughout the country to the lifting 
of Regulation W on jewelry on Decem- 
ber 1 will not be uniform, according 
to Wm. Wagner, executive secretary of 
the National Association of Credit 
Jewelers. “Reports from various parts 
of the country,” he said, “indicate that 
for the present most of the credit jewel- 
ers will adhere to the advertising policies 
which they have followed for the last 
several years. Here and there, rules 
which had to be observed as a result 
of the application of Regulation W no 
doubt will be disregarded. Generally 
speaking, credit jewelers will exercise 
restraint. They will stick to sound prac- 
tices and will not do anything that will 
reflect discredit upon the instalment in- 
dustry.” 

Commenting on the Federal Reserve 
Board’s termination of control over 
jewelry at the height of the holiday sea- 
son, Mr. Wagner said: | 

“Nearly all credit jewelers do exten- 
sive advertising, especially at this time 
of the year. Their direct mail campaigns 
for the holiday season were completed, 
or nearly so, when the Federal Reserve 
Board announced its latest amendment 
of Regulation W. Jewelers’ catalogs 
and circulars, therefore, as a rule, will 
quote one-third down payment. Some 
customers, of course, will ask for easier 
terms. This may cause more or less 
confusion and misunderstanding.” 


CHRISTMAS ADVERTISING 


“Moreover, credit jewelers whose 
Christmas advertising was _ already 
printed, probably mailed, have been 
maneuvered into the awkward position 
of having to meet the competition of 
jewelers who will advertise small down 
payments and long terms. In view of 
this, the Federal Reserve Board could 
have shown regard for the jewelry in- 
dustry by consulting it about the most 


suitable time for the lifting of the credit | 


controls.” ) 

The attention of all credit jewelers 
is called to what seems to be a rather 
general misunderstanding. While jewelry 
becomes wholly exempt from Regula- 
tion W on December 1, Mr. Wagner 


points out that the Federal Reserve! 


Board nevertheless will have the power 
to re-establish control over jewelry. at 
any time. He said: ote : 
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“It is impossible now, the same as be- 
fore the latest amendment to Regula- 
tion W was announced, to guess when 
Regulation W will be eliminated, or if 
it will be eliminated at all. For the 
present, the Federal Reserve Board 
merely has seen fit to exempt jewelry 
and some other types of merchandise 


‘from credit controls. If the next Con- 


gress, in accordance with the Board’s 
proposal, should enact a law to give 
the Federal Reserve Board permanent 
control over consumer credit, there cer- 
tainly is no assurance that such con- 
trol would not: include jewelry and the 
other goods‘ made exempt on Decem- 
ber 1. In fact, it seems almost absurd 
to think that the Congress would enact 





a law to control consumer credit and 
not make the control apply generally. 

“As matters now stand, it looks like 
the Federal Reserve Board has let go 
of the shadow of Regulation W but 
continues to hold onto its substance. 
Lifting controls from jewelry and other 
goods on December 1 seems to have been 
in response to the widespread feeling 
made manifest at the recent election 
that it is time to get rid of irksome 
controls. If and when that feeling sub- 
sides, another amendment to Regulation 
W can be used to reinstate without 
notice any or all of the controls that 
have been lifted.” 


(Please turn to page 864) 








Respiration Normal 


Perspiration . . 


. oh brother! 


With the New York City truckers strike settled 
we are receiving shipment after shipment of 
jewelry, silverware, glassware, watches, clocks 
and giftware ... and as fast as it comes in we're 
shipping it to our thousands of loyal customers 
whose forbearance was appreciated when mer- 


chandise was not available. 


Of course, we're not even beginning to supply 
our customers in the traditional JOHNSON 
manner ... there's just not enough to go around 
... not yet... but it's getting better all the time. 


Meanwhile we'll do our best to fill your orders for 
GOOD jewelry, silverware, glassware, watches, 


clocks and giftware as quickly as possible ... and 
remember...if anybody's got it... JOHNSON'S 


got it. 








GREETINGS 
We at JOHNSON'S wish every one of 


you most joyous holidays and good 
health and prosperity in 1947. 








J. W. JOHNSON. Inc. 


Established 1869 
J. W. Johnson, Inc., Silversmiths Bldg., 15 Maiden Lane, New York City 
Wholesalers of Watches, Clocks, Jewelry, Giftware, Glassware, Silverware 
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Swiss Watches 
(From page 343) 


does not work to the detriment of the 
larger watch importers, Mr. Lazrus 
stated that such a system tends to 
“freeze out” smaller importers who lack 
contracts and influence. “Can we per- 
mit imposition of a system which fixes 
amounts and injures the small business- 
man?” he asked. 

Arguing against the contention of 
domestic watch manufacturers who fear 
that a flood of imported watches will 
ruin the market for the American-made 
product, Mr. Lazrus contended that 
American firms can compete with 





foreign competition if they “get in there 
and pitch.” - “Pitching” he explained, 
would consist of a high degree of 
creative styling and merchandising. 


“You can’t capture markets legitimate- 
ly by eliminating the competition,” Mr. 
Lazrus stated. “You capture markets 
best by creating that which the public 
wants. 


The view of the American watch 
workers (and, as a result, of the manu- 
facturers who hire them) was expressed 
by Walter W. Cenerazzo, president of 
the American Watch Worker’s Union, 
an unaffiliated organization representing 
employees in the “big three” American 
plants. 





WITH THE MAN OF HER DREAMS AND 


THE WEDDING RING THEY CHOSE. . 
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~ LUCKY-IN-LOVE 
14K yellow, featuring stun- 4 
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“We have no desire to put the legiti- 
mate watch importer out of business» 
Mr. Cenerazzo stated. “And we have 
no desire to curtail the importer’s may. 
kets. All we wish to do is establish an 
equitable quota which will allow the 
American jeweled watch industry to 
survive and participate in 50 per cent 
of the American market.” 

Further stating his case, yy, 
Cenerazzo added: “We are not inter. 
ested in higher tariffs. 

“We believe that the change of aq. 
ministration (the new Congress) yj] 
work to the advantage of the American 
worker.” 

Summing up, the union president said; 
“We wish a realistic quota which wil] 
permit both the Swiss and Americans 
to live.” 

A letter written by Mr. Cenerazzo to 
members of his union, setting forth the 
labor organization’s attitude not only 
in the watch controversy but also to- 
ward industrial peace, generally, ap- 
peared in the December issue of the 
Reader’s Digest. The article is reprinted 
in this issue of THe Jeweters’ Crcovtar- 
KEYSTONE. 

Further developments in the contest 
between the American firms and work- 
ers and the importers can confidently be 
expected in early 1947. 





New York Watchmakers Plan 
Drive for State Licensing Law 


Watchmakers and jewelers of New 
York State, not deterred by the failure 
of previous attempts to obtain a watch- 
makers licensing law, are again planning 
a drive to try to get such legislation 
enacted at the next session of the legis- 
lature. 

The New York State Watchmakers 
Association, some weeks ago, appointed 
a committee with Robert G. Taylor of 
the Oneida Watch Supply Co., Inc, 
Utica, N. Y., as chairman, to draw up 
a tentative bill which would be sub- 
mitted to other trade organizations 
throughout the state for comment and 
suggestion in order to arrive at a final 
draft that would be unanimously accept- 
able. The first tentative draft has now 
been made and is in process of being 
submitted. When the comments and 
criticisms are received, they will be 
thoroughly considered by the association, 
and a final draft prepared, which it is 
hoped will enlist the support of all 
jewelry and watch trade groups through- 
out the state. Delegates from _ these 
other organizations will serve on the 
committee for the preparation of the 
final draft and will act as a Steering 
Committee to guide its passage through 
the legislature. 

Up to the present time, all of the 
replies received have been favorable, 
with only a very few suggestions for 
minor changes, and it is expected to 
have the bill ready in final form for 
submission at the time that the legis- 
lature opens. 
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Dr, F. H. Pough Conducting Short, 
Practical Colored Gemstone Class 


A short but intensely practical course 
on the fundamentals of colored gem- 
stones is being conducted in New York 
City by Dr. Frederick H. Pough, 
Curator of Gemology and Mineralogy of 
the American Museum of Natural His- 
tory. The course, which consists of a 
series of lectures combined with actual 
practice in the identification of the 
various gems by means of scientific in- 
struments, is covered in four evening 
sessions at weekly intervals. No effort 
is made to provide instruction in the 
abstruse technicalities of the gems, but 
rather to supply the student with the 
practical knowledge needed to identify 
them, to buy them and to sell them 
intelligently, and to answer the ques- 
tions which are likely to be asked by 
the consuming public. The course is 
designed specifically to meet the needs 
of the retail jeweler and salesman who 
wants to take greater advantage of the 
sales and profit potentialities of this 
important segment of the jewelry in- 
dustry. 

Study groups are kept small in order 
to provide individual attention and in- 
struction to each student. Likewise, a 
number of each of the instruments {fs 
provided in order that each man may 
have an opportunity for individual use 
and practice under competent super- 
vision. 

Students in the first group which has 
now completed its studies are unan- 
imously enthusiastic about the practical 
benefits obtained. The second group is 
now going through the course and a 
third one, which likewise will be limited 
to a maximum of 12 students, is now 
being formed. Further information may 
be obtained from Dr. Pough, at the 
American Museum of Natural History, 
Central Park West and 79th St. 





Government Plans International 
Trade Fair at Toronto in 1948 


The Hon. James A. MacKinnon, 
Canadian Minister of Trade and Com- 
merce, recently announced that Canada’s 
first International Trade Fair is plan- 
ned for the summer of 1948. The gov- 
ernment and exporters have participated 
in this type of fair in the past in the 
United Kingdom and other countries, 
but this will be the first occasion when 
Canada will have such a fair. 

The purpose of the fair will be to 
provide an easily accessible meeting 
place for buyers and sellers from all 
parts of the world. It would not be an 
exhibition open to the general public. 
The facilities of the Canadian Nation 
Exhibition building in Toronto were 
considered most suitable for the inter- 
national display under consideration. 

It is expected that plans will soon 
be sufficiently advanced to permit the 
dispatch of invitations to manufactur- 
ers and other producers within the 
British Commonwealth of Nations and 
foreign countries with which Canada 
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enjoys commercial relations through 
their respective governments. Included 
with the invitations will be details con- 
cerning rental conditions and other 
regulations. 





Magic Keys Attract Crowds 
To Opening of Perel & Lowenstein 
Branch in Jonesboro, Arkansas 


A branch unit of Perel and Lowen- 
stein, jewelers of Memphis, Tenn., has 
been opened in Heinemann’s Depart- 
ment Store in Jonesboro, Ark. The new 
store is managed by John Parks. The 
Perel & Lowenstein firm also has branch 
stores at Jackson, Tenn., and Mayfield, 
Ky. 





On opening day, special prizes were 
awarded through a novel idea concern- 
ing keys and a gift box. For several 
days keys were distributed in the city. 
Those keys fitting the gift box lock en- 
titled the owner to a gift. The list of 
gifts included wrist watches, necklaces 
and other items of jewelry. 

A “Man on the Street” broadcast 
over KBTM in Jonesboro was a feature 
of the opening day ceremonies. On hand 
tor the opening ceremonies were Joseph 
Perel, William P. Lowenstein, Philip 
Perel and Russell Perel, owners of the 
firm; E. A. Pontius, comptroller; Robert 
J. Fink, advertising manager; Fddie 
Gerstel, display manager; and Clifford 
Marmann of the diamond department, 
all of Memphis. 
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Worth Its Weight in Diamonds 


No guesswork . .. you can determine 
the weight of a diamond, loose or 
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Diamond Gage. 
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ROUGH EMERALDS FROM COLOMBIA 
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William H. Hoeffer, Trabert & Hoeffer, Inc., New York, arrived on the lle de France 
October 29 with 200,000 karats of rough emeralds. He purchased the emeralds in Bogota, 
Colombia, through the Banco di Republic, Agents for Muzo Mines operated by government 


control. 


Mr. Hoeffer said he is not yet ready to state what disposition will be made of 


the emeralds, but will make a statement in the near future which will appear in the 


January issue of the JEWELERS' CIRCULAR-KEYSTONE. 





Platinum Prices Remain Steady, 
Lack of Demand Holding Prices Down 


The picture of the platinum price 
situation in October was characterized 
by reliable sources as highly volatile— 
one that may go either way at any time. 
The price of platinum has been holding 
with comparative steadiness on the New 
York market in recent weeks, although 
conditions which are believed responsible 
for the drop in the official price from 
$93 to $72 have not altered. 

Although the official price remains at 
$72 to $75 for wholesale and retail lots, 
prices ranged from $69 to $72. The 
supply and demand relationship re- 
mained virtually the same. Lack of de- 
mand is said to have been partially re- 
sponsible for no price increase. The 
demand failure has been attributed to 
the recent stock market decline. Some 
quarters were reported as saying that 
there seemed to be an easing in the sup- 
ply situation, but this was countered 
with the remark that only the disappear- 
ing demand has eased supply problems. 
Trade quarters still feel that a normal 
demand will force upward price _ re- 
visions. 

Recently it was reported that 2,500 
ounces of pure platinum, in bars, were 
being held in London. British sources 
indicated the metal would go for ex- 
port sale only, in return for United 
States dollars. 


platinum maintain there have been no 
sales of Russian metal in the past few 
weeks, and added they expected no 
material in the near future. 


However, 


= 


it was learned that quantities of plat- 
inum of Russian origin have been sold 
on the London market, and ultimately 
resold in this country. 

Some reliable trade quarters expressed 
the opinion that the price would main- 
tain its current levels until after Christ- 
mas. Another drop in the price may 
be anticipated after the Christmas holi- 
day, they said. The reduction is ex- 
pected to carry the price to approxi- 
mately $60 an ounce. 
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Russian suppliers of - 


United Nations Personnel 
Must Pay Excise Tax 


The following information con- 
cerning collection of excise taxes 
from personnel of the United Na- 
tions was contained in a notice 
distributed by the Jewelers Vigi- 
lance Committee, Inc. 

“Provisions of the Act pertain- 
ing to the personnel of the United 
Nations provide that such per- 
sonnel does not have diplomatic 
recognition nor does it enjoy such 
immunities as apply to members 
of diplomatic staffs. Provisions of 
the excise tax laws apply to all 
persons connected with the United 
Nations unless they are in this 
country as members of diplomatic 
staffs besides their United Na- 
tions affiliation, and such _ indi- 
viduals are immune from tax 
only when acting in their diplo- 
matic capacity.” 
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Aquamarine Estimated at 125.000 Carats, 





An aquamarine, weighing fifty-six 
pounds and estimated at 125,000 carats, 
arrived in New York recently. The 
stone roughly of hexagonal shape, was 
found in a mine in the state of Minas 
Gedraes, Brazil, by a laborer working 
with a pick and shovel. The worker 
was rewarded for the find, it was ex- 
plained, but possession went to the mine 
owners, headed by a syndicate of which 
the principal shareholder is Manoel 
Guirareas, former president of the Bra- 
zgilian Chamber of Commerce. 





oe 
i he 


Mrs. Edward J. Danziger, of Rio de 
Janeiro, poses with the 56 pound aqua- 
marine now on exhibit in N. Y. 


Jose Mello, a Brazilian who accom- 
panied the stone from Rio de Janeiro, 
said the stone is insured with the Lon- 





Biggest on Reeord; Flown Fron Brazil 


don Assurance Company in Brazil for 
$500,000. 

Mr. Mello said the stone would be 
placed on private sale in New York by 
the Duke International Corp., 545 Fifth 
Ave. If the sale does not bring a sat- 
isfactory price, the stone will be taken 
back to Brazil (jewel cutters there were 
indignant because of its being sent out 
of the country in the first place). The 
stone arrived duty free in the United 
States because of its rough, uncut con- 
dition. 

According to Mr. Mello, the largest 
previous aquamarine weighing about 20 
pounds, was also discovered in Brazil, 
in the same mountainous region of 
Minas Gedraes, about four years ago. 
Jose Machado, a director of the Bra- 
zilian Government Trade Bureau, em- 
phasized the extraordinary value of 
the stone. He _ revealed that total 
aquamarine exports last year from 
Brazil, one of the world’s greatest pro- 
ducers of the gem, amounted to less 
than $653,000, including both cut and 
uncut aquamarines. This stone alone 
nearly equaled the amount. 

This aquamarine, a semi-precious 
stone, is of a blue-green color and ex- 
tends to a height of eleven. inches, with 
a diameter of about ten inches. It has 
no particular nickname as yet—it is just 
the biggest aquamarine on record. 
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Change in Gold Valuation Rumored, 
Promptly Denied by Gov't Officials 


Recently there was a great deal of 
excitement when it was reported the 
Government might change the gold valu- 
ation from $35 an ounce to $52 an ounce. 
Presidential Secretary Charles G. Ross 
promptly denied knowledge of the re- 
port. Gold stocks apparently reacted 
to the rumor, however, because the 
market closed fractionally to a point 
higher the day it was circulated. 

Secretary Snyder, a Treasury official, 
told reporters that he had recently in- 
formed the director of the International 
Monetary Fund that he saw no reason 
for discussing any change in the present 
par value of the dollar. Moreover, he 
emphasized that such a change at this 
time would destroy the effectiveness of 
that same fund, in which the United 
States has a major interest, even before 
it could become operative. 


“UNTHINKABLE" 


An authoritative spokesman asserted 
that any such increase in the pegged 
price of $35 at this time is “unthink- 
able.” Treasury officials pointed out that 
the President’s authority to alter the 
gold content of the dollar had expired 
in 1943. In addition, they said, the Bret- 
ton Woods Agreement establishing the 


World Bank and World Fund provided 
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that Congress alone could alter the gold 
content. Any change, if attempted, 
could only be accomplished under a 
section of the Gold Reserve Act of 
1934. But the section, it was explained, 
clearly does not apply in this instance. 
Observers also pointed out that in 
the few countries in which there is a 
free market in gold the price is far 
above the fixed rate. In addition, it is 
explained, in any period of business re- 
cession the price of gold remains at the 
statutory level while material and labor 
costs of production tend to decline. 





L. Hillman Plans 
Building Construction 


Lee Hillman, operator of Hillman’s 
Jewelry Co., Canton, O., has acquired 
control of the Market Ave. Realty Co., 
owner of the Clark Building at Second 


St. and Market Ave., where he plans to . 


erect a new 12-story structure when 
materials are available. In’ the mean- 
while, he has begun an expansion project 
at the present store, adjoining the old 
Clark Building. Some 5,000 square feet 
of the Clark Building will be occupied 
by the jewelry store. All departments 
will be enlarged and several new de- 
partments will be added. Recently the 
firm took over the second floor of its 
present location and opened a complete 
electrical appliances department. 


KARVIT 
TONGS 


for holding roast, ham or 
fowl while carving or tak- 
ing from oven, is now an 
established household item. 
IDEAL FOR XMAS 
GIFTS. Sells itself! 


Nationally advertised to your customers 
in Ladies’ Home Journal and Good 
Housekeeping and other publications. 
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| Jewish Philanthropies Pledgead 79 £30,000, 
Jewelry Industry Supports 1916 Appeal 
As the jewelry industry stepped up © ——. 

OSI 








its efforts in support of the 1946 appeal Committee chairmen who were present 
of the Federation of. Jewish Philan- included: Albert J. Lubin and Jag 


thropies of New York, Col. Harry D. Sigman, diamond clubs; Jack Fine ang 













Henshel, general chairman of _ the Leo Kaplan, diamond cutters; Joseph 

AS A JEWELER Jewelry Division, announced that more Baumgold and Joseph Kipnis, lena 
than $250,000 already has been pledged cutter-workers; Herman M. Paskoy 

toward the maintenance of the philan- and Max Stern, pearl and colored 

thropic organization’s 116 health and stones; Edwin Freudenheim and (al 

. welfare institutions. Van Dam, polished diamonds; Bart Vap 
This amount was pledged by more Bergh, rough diamonds; Harry Grogs 

than 250 jewelers at the division’s 12th and Sam Jacobson, Bronx retailers 

annual dinner held at the Essex House Phineas Peters, Brooklyn retailers; 

on Thursday, Nov. 7, launching an in- Lawrence B. Malawista and Harry 

dustry-wide solicitation that will con- Schulman, East Side; Emanuel M. Bel. 


tinue through Jan. 3lst when the city- man and Harry Fisher, Manhattan re. 
wide Federation appeal ends. According tailers; and Benjamin Schwartz, Queens 
to Col. Henshel this is “far in excess retailers. 

of the amount contributed for the same 

purpose at a similar event last year.” : 


Funds raised through the industry’s : 
8 y Internal Revenue Collections Up 


efforts will be used by the Federation 
to help maintain a network of agen- Internal Revenue collections of the 
ea cies that last year served 350,000 men, 20 per cent retailer’s excise tax on jew- 
women and children of all races and elry for September, 1946, amounted to 
faiths. $15,164,938.54. This represented an jn- 
crease of approximately 50 per cent 
GOAL—$12,000,000 over collections for September, 1945, 


However, September’s collections 
Norman S. Goetz, president of the | gropped below those for August, 1946, 


Federation, principal speaker at the the preceding month, when collections 
dinner, called upon the members of the reached $17,793,106.88. 


industry to answer the Federation’s 
“greater needs with the greatest gen- 


: erosity at your command.” 

He said that the organization’s cam- PAPA PALL eee 

: paign goal of $12,000,000 is the “largest Pe reeseesororonertorrtensesteeenat | 
for maintenance needs in the history at iil Rie “SR 

of philanthropy,” and cited, as the prin- me HH eens) ) 

ee cipal reasons for this, rising costs, the —& & [UU Uesiiteseatsess. — 














expansion and imminent expansion of 
services and facilities in the fields of 


medical care, child welfare, family 
a) gl ine an shou counseling and care of the aged, and 
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acceptance by Federation of ‘new re- || — - went 
° sponsibilities. |} MEN'S EXPANSIO BANDS {| 
. art 
share 1n the SAV- | Col. Henshel of Bullova Watch Co. [} New Improves Lens Lite ee 
presided at the dinner. Other speakers | { $4.00 Dozen 96.00, er 
were Milton Weill of Arrow Manufac- |} $42.00 Gross 9208.00 for 500 
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turing Co., and M. Fred Cartoun of 
ing S (currently Longines-Wittnauer Watch Co., chair- 
man of the dinner committee. Rabbi 


° Aryeh Lev, director of the committee 
40%) being ig on Army-Navy Religious Activities of 
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PROMINENT MEMBERS ATTEND 


the Jewish Welfare Board, delivered the | | $108.00 Grow ) 
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Aluminum Coasters 
Set of Eight with 
Holder, Boxed. |; 
90c Each. Postpaid 
$7.20 Doz. Sets 
$80.00 Gross Sets 


Ask for Our Free 
Catalog. 


h 4 Other leaders of the Jewelry Divi- 
ers W O Insure sion who attended the dinner included 
Stephen W. Hofman, associate general 

. chairman; ‘Benjamin LEichberg, Ben- 
with a jamin Lazrus, Jacob H. Schaeffer, 
Aaron Sverdlik, co-chairman; Charles 
Barnett, treasurer of the dinner com- 
mittee; I. J. Meade, vice-chairman of 
diamonds; Eliot P. Hirschberg and 


FI RE N S U RAN C EF C0 M PANY Henry L. Lambert, co-chairmen of re- 


Tee SA ALL CLT COLEL MA ate | tailers; Norman M. Morris, chairman of 


} | 
watches and accessories; and Harry } Sirk Specialties | 


Cohen and Bernard Schmuckler, chair- 
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Record Delegation is 
Expected at Canadian 


Jewelers’ Convention 


February 2, 3, 4 and 5, 1947, have 
been set as the dates for the first post- 
war annual convention of the Canadian 
Jewelers’ Association, according to a re- 
cent announcement from Association’s 

dquarters. 
at convention, to be held at the 
Chateau Frontenac Hotel in Quebec 
City, Que., will last three days, and a 


large gathering of association members _ 


from throughout Canada is expected. 

It was first planned to hold the conven- 
tion in Vancouver but so many mem- 
bers indicated their intention of attend- 
ing that it was found that, under pres- 
ent conditions, Vancouver could not ac- 
commodate such a large gathering. The 
population of Vancouver, in the last 
few years, has grown tremendously un- 
til at the present time, the Pacific sea- 
port is one of Canada’s most important 
cities. 

The influx of tourists, together with 
its own increased’ population, made it 
impossible for Vancouver hotels to offer 
sufficient accommodations for convention 
visitors in 1947. The association is hope- 
ful that conditions will have improved 
by 1948, so that it may then accept 
Vancouver’s invitation to hold the na- 
tional convention in that city. 

The Canadian Jewelers’ Association 
has also been issued a pressing invita- 
tion to hold its national convention in 
historic old Quebec, where one of the 
country’s largest hotels is situated. In 
1922, the third Annual Convention of 
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Canadian Jewelers was held in Quebec 
City, and this meeting has always been 
remembered in the trade as one of the 
finest conventions ever held. 

At the coming convention, the city of 
Quebec’s Jewelers’ Association, headed 
by Raoul Boucher, president, and Alfred 
Hamel, secretary, will act as hosts to 
the Canadian Jewelry trade. It was an- 
nounced that C. Lentgis, who is a mem- 
ber of the Board of the National or- 
ganization, will act as liaison between 
the National Board at Toronto and the 
city of Quebec Association. 

G. Dinsmore has been named as the 
national chairman for the convention, 
and he has indicated that a program 
committee will be appointed to take full 
advantage of the winter attractions of 
the Provincial capital. Famous tobog- 
gan slides, exciting ski runs, together 
with demonstrations of fancy skating, 
will make the 1947 Convention a memo- 
rable one in the history of the Canadian 
Jewelry trade. Special trains will be 
running from Toronto and Montreal ac- 
cording to railway officials, who promise 
complete cooperation to make the trip 
a success. 





Business Is Lowest in 
Four Years, Say Many 
Providence Mfgrs. 


Providence jewelry manufacturers 
generally report a falling off in business 
although the situation is highly irregu- 
lar. 

While some firms say that business 
is the worst in four years, others point 
out that they are so busy that they are 
forced to continue on the allotment 
basis for at least the remainder of the 
year. The overall picture, however, in- 
dicates that this fall’s business is the 
slowest since before the war. 

The majority of the companies also 
report that materials are in better sup- 
ply, although still leaving something to 
be desired. Brass is short of ample 
needs but no one seems to be seriously 
disturbed. Silver is virtually normal. 
Many firms say that the labor market 
has loosened up but there are several 
manufacturers who continue their search 
for additional workers, particularly 
girls for the routine work and also 
skilled men. Gold-filled stock continues 
to run behind demand but few call this 
shortage critical. 

Meanwhile, the ugly head of labor 
difficulties was raised when union ma- 
chinists in a portion of the Providence- 
‘Attleboro jewelry plants voted to take 
a strike vote at a later date. The union 
—Lodge 129 of the International Asso- 
ciation of Machinists, demands a pay 
jump of 50 cents an hour, union shop, 
holidays off with pay, and vacations for 
servicemen on the basis of their accu- 
mulated seniority. The union said that 
70 firms would be involved if the strike 
was called but an industry spokesman 
said the number is nearer 40. The ma- 
chinists now get $1.85 to $3.25 an hour 
with the theoretical minimum $1.45. It 
is understood that the jewelry firms are 
willing to grant about 10 cents more. 





The Kruger Jewelry Company of Mid- 
land, Texas, has been incorporated by 
Max Kruger, Ted Kruger and Melvin 
J. Rubin with $1,000 authorized capital- 
ization. 
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A SUPERIOR 
SILVER POLISH 
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CAMPBELL’S 
SILVER 


A BOTTLE 
You pay less 
than half 


CLEANS that! 


with little 
effort... 
Safe too. 
Nothing to 


IT PLEASES! 
And a 
pleased customer 
always 
comes back 

for more. CAMPBELLS 
—_ SILVER 
SHINE 


Test See SRE wtere 





TRY IT! 
Only $3.00 
per dozen. 
Order No. 

18L265. 
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C. & E. MARSHALL CO. 


BOX 7737, CHICAGO 80, ILLINOIS 
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Earrings in various patterns in 14 KT 
Green and Red Gold 
St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 
ve Knot Ring—14 Kt Red and Green 
ld Combination in four sizes; Ear- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and Enam- 
elt Novelties, including 
Vanity, Cigaraette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Ine. 
Manafacturers 
64 West 48th Street 
New York 
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Jewelry of the future is having its 
preview at the “Britain Can Make It” 
exhibition, opened recently in London 
by King George VI. Gems valued at 
between £40,000 and £50,000 show the 
trend of jewelry fashion by British 
designers. 


One of the outstanding features of 
the jewels shown is the fluidity of de- 
sign and the interchangeability of mod- 
ern jewelry. The vogue for one large 
important jewel with which to high- 
light a dress or coat lapel promises to 
increase in popularity. Designers have 
anticipated demand, both in this coun- 
try and abroad, by several new styles 
in this type of jewel. One _ exhibit 
which epitomizes this trend takes the 
form of a large, but deceptively simple 
flower spray of colored gold, with 
flowers in platinum, rubies and dia- 
monds. The great delicacy of the de- 
sign is its chief charm, the flowers 
being simple wild rose type with a 
large, star-shaped leaf in the back- 
ground. Tiny diamonds enfold_ the 
stem at the base. 


Clips are in the forefront of fashion, 
and those shown at the exhibition dem- 
onstrate the versatility of the modern 
designer. Much of the effectiveness of 
the designs are being achieved by the 
alliance of colored golds used in con- 
junction with precious gems. One mod- 
ern dress clip on display uses polished 
and matt gold in conjunction in a dec- 
orative bow and circle design, in the 
center of which is placed a circlet of 
diamonds and rubies set in platinum. 


Interchangeable jewelry is best ex- 
emplified by a striking platinum brace- 
let encrusted with rubies and diamonds, 
forming a composite set which when 
broken up can be worn as a brooch, ear- 
clips and with the addition of two fur- 
ther “heads,” a distinctive clip. 


Farclips will be a firm fashion of 
the future, rubies, diamonds and san- 
phires being first favorite. Most ear- 
clips are made larger than usual in 
anticipation that many women will 
want to wear them as dress clips on 
occasion.. Designers have borne this 
fact in mind in creating the new fash- 
ions. The majority of the earclips on 
exhibition can be worn at the neckline 
of a dress, in the lapel of a coat, or 
on the breast pocket of a town suit. 


Craftsmen of the past have helped 
to inspire the craftsmen of the future 
in the table silver shown at the exhi- 
bition. One of the outstanding features 
of silver cutlery is the new length of 
handles in knives, forks and spoons, in 
some cases being more than an inch 
longer than the usual variety. Some 
of the sets show straight, flat handles, 
simply decorated with an engraved de- 
sign at one end, reminiscent of Sev- 
enteenth Century table silver. 


Other new features are three pronged 
forks, and_ shallower, more circular 


* 











bowls for soup and other spoons. Table 
silver with enamel handles to match 
color schemes, and cutlery with plain 
wooden handles made from wood which 
has been seasoned owr a period of 
years, were also on display. A silver 
tea-strainer and drip bowl with ap 
elongated engraved thistle on the han- 
dle of the strainer was also shown, The 
bowl of the strainer is perforated with 
a design rather than evenly Spaced 
holes. The bowl itself shows another 
new idea, a “quilted” surface achieved 
by criss-cross deeply cut lines, 


A hint of future entertaining is given 
by the silver cocktail sets. One set 
shows a tall cocktail shaker engraved 
with a cockerel, and has six silver beak- 
ers engraved with horizontal circles, 
the design being repeated in the upper 
or lid half of the shaker. 


Two Jewelers Pay Fines 
For Violating Regulations 


Joseph Migliori and Daniel A. Scul- 
lian, officials of the Rainbow Jewelry 
Company, Providence, were find a total 
of more than $10,000 in Federal Court 
when they pleaded guilty of violations 
of Government regulations restricting 
the use of silver. Migliori paid $589 on 
each of nine accounts while Scullian 
paid the same amount on each of eight 
accounts. 











Original 
Headquarters for ... 


Repairing and Rebuilding 


EXPANSION BANDS 
& BRACELETS 


FACTORY METHOD— 
USING GENUINE PARTS 


All Work Fully Guaranteed—Price List 
Sent Upon Request. 


Servicemen’s Bands Returned By 
Return Mail. 


SPECIAL FEATURE 


Bands Replated Like New for Addi- 
tional 50c at Time of Repair. 


PROMPT SERVICE 


JEWELERS SERVICE CO. 


“Specialists in Expansion Bands and Bracelets” 


355 So. Broadway 


Los Angeles 13, California 
Michigan 9966 
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Coulon Shop Is One of San Antone's 


Oldest Manufacturing Jewelers 

In 1899, Alexas Coulon established 
the first manufacturing jewelry shop in 
San Antonio, Texas and has continued 
in business for 47 years. 

The Coulon family has been engaged 
in the watchmaking business for more 
than 200 years. Alexas Coulon, born 
in Paris, France, in 1801, succeeded his 
father as watchmaker and jeweler for 
the Royal Court of France, a position 
he held until 1833. In that year he 
established a business in New Orleans, 
La. His six sons all studied the watch- 
making and jewelry profession. One of 
his sons, Alexas Jr., was employed in 
Houston for seven years and then went 
to San Antonio in 1899 and founded 
the first manufacturing jewelry shop. 
His son, Charles A. Coulon learned the 
art of watchmaking and manufacturing 
from his father, and later joined him in 
the business. 

The Coulon Shop, located at 200 New 
Moore Building, employs only trained 
and qualified watchmakers. Kurt G. 
Olsen, veteran of World War II, who 
has more than 15 years experience in 
the watch repair business, is in charge 
of the technical department for chrono- 
graph and repeater watches at Coulon’s. 
Mr. Olsen served his apprenticeship in 
Europe. 
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LAPIDISTS 


Specializing in 


BUFF TOP ° FACETED 
CABOCHON 
SEMI-PRECIOUS & SYNTHETIC 
RUBIES * BLUE SPINELS 
BLUE AND WHITE SAPPHIRES 


Prompt Service 


Expert Workmanship 


EASTERN LAPIDARY, 
INCORPORATED 


Cutters of Semi-Precious Stones 


12 Old Broadway 
New York 27, N. Y. 


Telephone: ACademy 2-8297 
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From South Afriea 


The fact that diamond sales reached 
an all-time record in 1945 is considered 
remarkable in that several of the big 
South African mines were still out of 
commission and will still take some time 
to bring into production, as several of 
them were closed down some years be- 
fore the outbreak of war. It seems likely 
that more diamond mines will be put 
into production as soon as possible, and 
it also seems likely that in the future 
it will not be the policy of the South 
African diamond industry to close them 
down when market conditions are ad- 
verse, as was the policy in the past. 

One of the factors likely to add to 
the stability of this industry is the in- 
creasing attention devoted to industrials. 
More attention than ever is being given 
to the problems of research, and in addi- 
tion to the work done in this connection 
in America and Britain, a new research 
laboratory is to be built near Johannes- 
burg. As the necessary equipment has 
been ordered, it is possible that work 
will begin there early in 1947, under 
the control of the British scientist Dr. 
Drane. 


WILL INCREASE GEMS 


Great though the wartime production 
and use of industrials proved to be, it 
is anticipated that the future demand 
for industrials will be very much larger. 
Thus it seems that the demand for in- 
dustrials must be supplied regardless of 
the demand for gem stones. None-the- 
less, it is hardly possible to keep such 
output entirely separate from that of 
gem diamonds, as the two types are 
often found together. The bulk of the 


Belgian Congo output is industrial, yet | 








WATCHMAKER’'S 
DREAM COME TRUE 


THE BARKUS 


DOUBLE END CARBOLOY 
(Cemented Carbide) 


PRECISION 


GRAVER KIT 














it is estimated that about 10 per cent | 


of the production consists of gem stones. 
On the other hand, in West Africa there 
is a much greater production of gem 
stones of high quality. In the Trans- 
vaal the Premier Mine is now mainly 
a producer of industrials, yet it also 
has a yield of gem stones, many of which 
are of the highest quality. The famous 
Jonker diamond, for instance, can be 
regarded as a product of the Premier 
Mine, as it was found in an arm of the 
mine that had been opened for work- 
ing by diggers in the locality. All this 
means that a big increase in the out- 
put of industrial diamonds must also 
lead to a larger production of fine gem 
stones. 


APPRENTICES REQUIRED 





Provisions recently gazetted require | 


apprentices in the diamond cutting in- 
dustry to attend part time educational 
courses in a technical college and also 
lays down that an apprentice in the 
diamond polishing trade must receive 
training in crossworking for at least 
18 months and in brilliandeering for a 
similar period, providing that he is not 
employed in any one of the two branches 
for a continuous period of more than 
12 months. During the remainder of 


his apprenticeship he can be employed 
in either or both branches at the dis- 
cretion of his employer. 








Will cut a pivot on a cambric needle 
as is—without removing the burnished 
surface or temper. 

Will cut a burnished staking shoulder 
from staff as easily as an ordinary 
graver will cut a soft staff. 

Will cut down a roller shank on a staff 
with the slightest touch, leaving a 
clean bright finished surface. Does the 
work of a stone. 
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PRICE LIST 


O.P.A. 5-16-1946 


Double-end Precision Graver...... $ 6.50 
No. 4 Diamond Wheel ........... 21.70 
No. | Diamond Wheel ........... 21.70 
00 Crystolon Wheel ............. 1.75 


INTRODUCTORY 
COMBINATION SET 





| Barkus Precision Graver ........ $ 6.50 
! Barkus No. 4 Diamond Wheel.... 21.70 
| Burkus 00 Crystolon Wheel... ... 1.75 

$29.95 
SPECIAL PRICE ....ccccccces $28.20 

r 
DELUXE SET 

2 Barkus Precision Gravers ........ $13.00 


| Barkus No. 4 Diamond Wheel.... 21.70 
| Barkus No. | Diamond Wheel.... 21.70 
| Diamond Wheel Dressing Stone.. .15 


$56.55 
SPECIAL PRICE ........ ~ +++ - $54.40 


Prices subject to change without notice 


JOS, B. BECHTEL & C0., INC. 


Wholesale Jewelers 
Established 1894 


729 SANSOM STREET 
PHILADELPHIA 6, PA. 
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The Canadian Jewellers’ Institute has 
been organized and incorporated by 
Act of Parliament to help elevate the 
standards of the trade and give its 
craftsmen the professional standing they 
deserve. 


TRADE WILL BE ELEVATED 


Main objective of the Institute is to 
remove the stigma attached to the trade 
by the irresponsible actions of “plunder 
artists’ who have preyed on the un- 
suspecting public for many years. “The 
skilled watchmaker,” they maintain, has 
had no defense against botch workers 
of this type and has rightfully com- 
plained that the integrity of his ancient 
and honorable craft was being violated. 


When the Institute was being organ- 
ized, it was decided to start with the 
watchmakers’ section as they form the 
largest group of employees within the 
jewelry trade, and they had been the 
first to demand such an organization. 
As the Institute developed, it was the 
intention of the board of governors to 
grant certificates of qualification to 
other craftsmen in the trade such as 
engravers, silversmiths, designers and 
gem-setters. 


By so doing, the entire Canadian 
jewelry trade will be elevated and its 
craftsmen put on a par with other pro- 
fessional groups such as lawyers, doc- 
tors, and engineers, 


BOARD OF EXAMINERS CHOSEN 


The various provincial jewelers’ asso- 
ciations were asked to select with great 
care names of men who were practical 
men of experience and good judgment. 
From this list, the board of governors 
selected a representative group to act 
as the board of governors for the In- 
stitute. The watchmakers thus selected 
as examiners are C. Stuart Layton, 
Glace Bay, N. S.; George T. Clarke, 
Summerside, P.E.I.; Alec Elliott, St. 
John, N. B.; Phillipe Thiberge, Director 
of the Arts and Trades School, Mon- 
treal; E. Bourquin, Toronto; A. Chet- 
ter, Hamilton, Ont.; Harry Doyle, Lon- 
don, Ont.; William Keedwell, D. W. 
Kettlewell, John Peacock, Charles Ray- 
mond, all of Toronto; C. K. Saalmans, 
M. B. E., Weston, Ont.; E. Schoeni, 
Toronto; Herbert V. Wilkins, Toronto; 
A. B. Fox, Winnipeg; J. Purdie, Win- 
nipeg, and J. A. Mackenzie, Regina. 


QUALIFICATIONS NECESSARY 


For a stated period of six months, 
membership in the Institute for watch- 
makers will be by “exemption.” This 
means that for this period, watchmakers 
who have previous qualifications will 
be admitted as members of the Insti- 
tute without examination. The quali- 
fications call for (a) a minimum of five 
years’ bench experience (including the 
training period); (b) recommendation 





of the employer as to ability, trust- 
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Canadian Jewellers’ Institute is Founded at Toronto; 
Offers Certified Membership to Working Craftsmen 
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worthiness and reliability; (c) for th 
“self-employed,” a 
would be required from an_ outside 





recommendation 


source, in the person of a local digni- 
tary as to value of service in the cop. 
munity, trustworthiness and reliability, 
(d) payment of the appropriate fee, 

At the end of the six month period, 
this privilege will be withdrawn, and 
all those entering the Institute afte, 
that will be obliged to undergo an ex. 
amination. The qualifications for entry 
into the Institute by examination jp. 
clude (a) a minimum of three years’ 
apprenticeship, or (b) a minimum of 
one year in a recognized watchmakery 
school and one year practical bench ex- 
perience; (c) by completing a compre- 
hensive examination; (d) by payment 
of the appropriate fee. 


CERTIFICATE FOR VETERANS 


The board of examiners gave approval 
to the setting up of a provisional cer- 
tificate for war veterans, which auto- 
matically admits the veterans to the 
Institute on a temporary basis. It was 
made temporary because, according to 
the requirements of the Institute, no 
person can be a member unless he has 
had one year bench experince. After 
having completed this one year, the 
veterans will be entitled to apply for 
full recognition as certified members, 


ENDOWMENT FUND CAMPAIGN 


Plans to raise $100,000 as an endow- 
ment fund for the Institute were ex- 
panded and a new goal of $250,000 was 
set. Organization of the endowment 
fund campaign got off to a _ rousing 
start. Mr. M. T. Ellis, Chairman of 
the board of governors of the Institute 
said that the Institute had now de- 
veloped into the final stages of its or- 
ganization and that it would shortly 
be presented to the trade at large, both 
to offer certified membership to thé 
working craftsmen, and also to solicit 
donations to the endowment fund. 


All applications for membership in 
the Institute must be passed by the 
board of governors who will not pass 
anyone not recommended by the exam- 
ining board. High hopes are being held 
that the Institute will fulfill the lofty 
purpose of its founders. 





Rojas Opens Own Store 


Martin S. Rojas, El Paso watch- 
maker, purchased the stock and lease 
of M. Sochate, of 105 North El] Paso 
St., and opened his own jewelry store 
on September 14. Mr. Rojas has been 
engaged in the watch and clock repair 
business since 1917. Associated with Mr. 
Rojas in the new business are his two 
sons, Edmundo, and Martin Jr., both of 
whom were recently discharged from 
the armed forces. 
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q The Executive Board of Retail 
Jewelers’ Associations of Greater N. Y. 
held a meeting in the Commodore Hotel 
on November 17. Election of officers 
was held and plans were made for 
the coming annual banquet to take 
place at the Hotel Astor on Sunday, 
March 23, 1947. Officers of the asso- 
ciation chosen to serve for the follow- 
ing year include: Phineas Peters, gen- 
eral chairman; M. J. Schwartz, general 
secretary; J. Hirschhorn, treasurer; 
Philip Berman vice-president, vice-chair- 
man Brooklyn RJA; Harry Gross, vice- 
chairman, president, Bronx, RJA; E. 
M. Belman, vice-chairman, president, 
Metropolitan RJA; B. H. Schwarts, 
vice-chairman, president, Long Island 
RJA; Samuel Horowitz, secretary, Alex 
Siegel, sgt. at arms. 


q Burglars recently broke into Max H. 
Elbe’s Jewelry store at 220 Falls St., 
Niagara Falls and stole watches, rings 
and other jewelry valued at $12,000. 
The burglars forced the front door of 
the store to gain admittance to the build- 
ing and took the articles from the show- 
cases. 


q Milton Rosenkrantz, buyer’ with 
Alpha-Craft Costume Jewelry, 303 
Fifth Ave., New York, was married 
November 16 at the Empire Mansion, 
Brooklyn, New York. Mr. Rosenkrantz 
and his bride spent their honeymoon in 
Atlantic City. 

q The Watertown Henry Jewelry Corp. 
has purchased a store building at 28 
Public Square, Watertown, N. Y., from 
the Silas L. George Estate for approxi- 
mately $80,000. Henry Wilson of 
Syracuse, head of the chain of Henry’s 
Jewelry stores in New York state, repre- 
sented the purchaser. The Silas L 
George Estate jewelry store will re- 
main in the building, which it occupied 
since December, 1943. 

q The New York Chapter of the Ameri- 
can Gem Society held a meeting Octo- 
ber 24 at the offices of J. R. Wood & 
Sons, Inc. Dr. Ralph J. Holmes, in- 
structor, gave a lecture on Polariscopes 
and Nicol Prisms, their construction and 
use. Miss Jean Greig of Los Angeles 
was a guest from Headquarters and 
expects to spend a few months in New 
York. 

q A certificate of partnership has been 
filed for Lord’s Jewelers & Diamond 
Experts, 1054 Broadway, Buffalo. Part- 
ners are David L. Glickstein and Edwin 
A. Holcberg. 

q A certificate of partnership has been 
filed for University Jewelers, 47 Uni- 
versity Plaza, Eggertsville, N. Y. Part- 
ners are Vincent Gentile and Henry 
Gentile. 


FOR DECEMBER, 1946 





NEW YORK 


q Irving Weinberg has filed an appli- 
cation for the business name Weinberg 
Credit Jewelers & Opticians, 3088-3090 
Bailey Ave., Buffalo. 

q Sloan & Co., 15 Maiden Lane, an- 
nounced the election of John Gates 
Babcock as president of the company. 
Mr. Babcock, a grandson of the late 
Augustus K. Sloan, who founded the 
company in 1891, will assume his new 
responsibilities on Jan. 1 


ee 


D. L. Shaw Celebrates 50 Years 
In Oldest New York State 
Retail Jewelry Business 


Last month, Dana L. Shaw, Alfred, 
N. Y., jeweler, celebrated the fiftieth 
anniversary of his entrance into the 
firm of A. A. Shaw and Son. The firm 
recently entered its eighty-third year 
in business and is the oldest retail 
jewelry store in the state, having been 
owned and operated continuously by 
members of the same family. 

On September 14, 1864, Mr. Shaw’s 
father purchased a small jewelry and 
watch repair business from a very el- 
derly jeweler who was about to retire. 
Mr. Shaw entered the firm in 1896 and 
since then has seen many interesting 
changes in his business. The fact that 
many former students of Alfred Uni- 
versity have returned to do business 
with Mr. Shaw long after leaving Al- 
fred, testifies to the excellence of his 
workmanship. 


—_———_— —— 


L. Nathan Visits European Markets; 
Finds Diamond Prices Remain Steady 


Leopold Nathan, president of S. 
Nathan & Co., Inc.. New York,. im- 
porters of precious stones, has recently 
returned from European markets where 
he visited England, France, Switzer- 
land, Belgium, Holland and Czecho- 
slovakia. 

He found that desirable merchandise 
remains in limited supply. “Consequent- 
ly,” he said, “prices for fine goods are 
being maintained without any reduc- 
tion. Prices are also affected by the 
fact that the labor required for cutting 
fine stones is extremely scarce.” 

“Then, too,” he added, “there is a 
substantial interior demand for luxury 
items. Furthermore, other countries, 
such as South America and the Scan- 
dinavian countries are buyers of fine 
goods.. In a few isolated cases, how- 
ever, inferior stones were offered at re- 
duced prices but desirable merchandise 
is still scarce.” 
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BEAD SPECIALIST 


All kinds of Genuine Stone Bead Necklaces 
Earrings — Semi Precious Stones 


Selections en request te respeasible Jewelers 
Necklaces lengthened and restrung 


DOUBRAVA CO. 
12 John St., New York City 











“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


Lis VP rislie t ‘fo 


65 NASSAU STREET NEW YORK 





ATTENTION 


MANUFACTURERS & JOBBERS 


Depend on us to do our contracting 
Our lalty is Ledies’ & Geats' 
ast Rings and Findings 
Prompt and Courteous Service 


SUPERIOR JEWELERS 


170 Eas? Sis¢ S¢. New York 22, N. Y. 








ETERNA WATCH COMPANY 


OF AMERICAg INC. 


MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 








SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 








PLATINUM CASTING 
Specializing in Ring Mountings 
CLEANER RESULTS 
Filing ond Polishing if Desired 
HARMONY JEWELERS 


60 Branford Pi. Newerk 2, N. J. 











100 SURPLESS GOLD CROSSES 
Beautifully Executed 
in 14Kt. Pink and Yellow Gold 


Reasonably Priced 
Write for further particulars 


B. PEREIRA, INC. 
22 W. 48th St. New York 19, N. Y. 
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TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 


Send for Catalcg 
277 HALSEY ST 


NEWARK 2, N. J. 





ART-CRAFT JEWELRY CO. 


FINE 
GOLD JEWELRY 


using better opals, zircons, 

moonstones, amethysts and 

topaz set in earrings, pins, 
rings and bracelets. 


1 West 47th St. 


New York 19 








Small rough diamonds 
for inexpensive Jewelry. 
Single cuts from % to 4 
pointers. 


Full cut from 4 to 10 O70 
points. Also sizes from ae 
1@ pts. to 2 carats each. 


Finest polishing from Palestine and 
Belgium. @ 


Please ask for price lst 


H. SORIN 
576 - 5th Ave. 
New York 19, N. Y. 


DIAMONDS-ALL SIZES-ALL SHAPES 


L. F. Henebry Enters Radio Field; 
Publishes Monthly Paper for Staff 


Leo F. MHenebry, President of 
‘Henebry & Son, prominent jewelers in 
the South, has entered the radio broad- 
casting field as president of Radio 
Roanoke, Inc., a new corporation that 
will operate a radio station at Roanoke, 
Virginia. The new firm will operate 
radio station WROYV, a 250 watt AM sta- 
tion and also has been granted a permit 
for a 3000 watt FM station. WROV is 
scheduled to start broadcasting on 
Thanksgiving Day as an AM outlet, 
and FM facilities will be constructed in 
the near future. 


LEO F. HENEBRY 


Mr. Henebry operates four jewelry 
jstores in Roanoke; Lynchburg, Va.; 
Fayetteville, N. C. and Oak Ridge, Tenn. 
To strengthen the close bonds of friend- 
ship and fellowship between employer 
and employee, and attempt to bring 
these same ties a little closer for the 
stores which are miles apart, Henebry 
& Son publish a monthly organizational 





paper called the “Hen-E-Breeze.” |, 
paper encourages employees to submit 
suggestions that will better store ges. 
vice to the customers, sell more mep. 
chandise, improve store operation, 9 
any other suggestions that will improve 
the organization. The person submitt; 
the winning suggestion each month re 
ceives a five dollar prize. The paper 
fully lives up to its title as a bre 
readable publication for the employees, 

Just two months ago Mr. Henebry 
retired from the office of mayor of 
Roanoke. He has been very active jp 
the business and civic life of the city 
for a number of years, having served 
on the council for eight years and for 
four years as mayor. He is a past 
president of the Roanoke Chamber of 
Commerce, the Roanoke Lions Club and 
the Retail Merchants Association, and 
is also a member of the Elks and 
Knights of Columbus. 


David Klor, formerly of Indianapolis, 
Indiana, and owner of the Peters 
Jewelry Company for over a year, has 
now purchased the Annex Jewelry Con- 
pany, Rosslyn Hetel Annex Building, 


Los Angeles. 


Clements’ Jewelry Store of Jones- 
boro, Ark., recently completed an exten- 
sive remodeling program which has en- 
larged its floor space to double that used 
previously. A modernistic front has 
been constructed. With greater display 
space, the owner, Wiley Clements, js 
now engaged in building up his stock 
to offer a greater variety of items. 





Twenty-Nine. New Certified and Junior Watchmakers 
Announced by Horological Institute 


The Horological Institute of America certificates have recently been granted in 
the two classes to the following watchmakers: 


CERTIFIED WATCHMAKERS 


ADDRESS 


Duluth, Minn. 
Elgin, Ill. 

Duluth, Minn. 
Syracuse, N. Y 
Lancaster, Pa. 
Duluth, Minn. 


JUNIOR WATCHMAKERS 


San Jose, Calif. Student at State College 

Santa Maria, Calif. Self 

Cranston, R. I. Tilden-Thurber Corp. 
Charlottesville, Va. Roy P. Tuel 

Tampa, Fla. Student at Tampa Horological School 


Peoria, IIl. 

Las Vegas, Nev. 
Northampton, Mass. 
Peoria, Il. 


Elgin, III. 
Elgin, Ill. 
Elgin, Ill. 
Elgin, Ill. 
Elgin, III. 
Mountain City, Tenn. 
Elgin, Ill. 
Elgin, Ill. 


ALFRED KOLB Waltham, Mass. 
RosaiRE LASCELLES Waltham, Mass. 
ROLAND PLOUDRE Waltham, Mass. Students at Waltham School of Watch-making 


ANDREW TABER Waltham, Mass. 
FRANK C. WADSWORTH, JR. Hopedale, Mass. 


Marblehead Neck, Mass. 


LOngacre 5-3672 
EMPLOYED BY 
Garon Bros. 
Student at Elgin Watchmakers College 
W. Skogg 
H. J. Howe, Inc. 


Ezra F. Bowman’s Sons 
A. W. Skogg 





NAME 


THAYNE L. BALDWIN 

Entvis CAMPBELL 

FRANCIS J. DURAND 
CLARENCE R. Foster 
Wiitu1aAM Henry McKniaar 
Haran E./WELLS 





REPAIRING of JEWELRY 
IN ALL ITS BRANCHES 
Also 
SPECIAL ORDER WORK 
ESTABLISHED i910 
M. J. STERN 
61 Beekman St. New York City 


WATCH ATTACHMENTS 


14 K. GOLD 
POPULAR PRICES 
Immediate Delivery 


Sy | ewe bry oa 


580 Sth Ave. New Yerk 19, N. Y. 


GEMOLOGY—DIAMONDS 


The only complete course in gemology, 
the science of all gem stones. 

Special courses in diamonds. Courses 
in all jewelers’ merchandise except 
watches. 


GEMOLOGICAL INSTITUTE OF AMERICA, Ine. 
Dept. J-12, 541 S. Alexandria, Los Angeles 5, Calif. 


FrRaNK MACHEAL BORELLI 
FRANCIS CROFUT 
Grecory Louis JUDGE 
Conor C. PHILLIPS 

Joun M. WELLS 








HERBERT DEWALD 
Jack C. HunTINGTON 
SHERMAN R. STRAND 
GeorcE A. TREBOTICH 


{student at Bradley University 


ARTHUR EpwWIN KILLAM 
ARNOLD E. KiotTscH 

CHARLES W. MARSHALL 
Marie M. MitTsupDa 

Exvinok 8. RIpDGELL 

Raups# G. Stour 

THEODORE PAUL TRIEZENBERG 
EILEEN R. WoECKNER 


Students at Elgin Watchmakers College 




















Prror W. PERCIVAL D. C. Percival & Co., Inc. 
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President Durward Howes Organizes 
‘ANRJA National Advisory Council 

To strengthen the ANRJA, President 
Durward Howes has organized the 
ANRJA National Advisory Council 
with Clifford I. Josephson, Immediate 
Past President, as Chairman. 

This Council can be made an impor- 
tant appendage to the present Execu- 
tive Committee, by considering matters 
presented to it, and by participation 
in regular meetings held with the Ex- 
ecutive Committee in connection with 
the Mid-Year Conference and Annual 
National Convention. The appointments 
as announced are for the National Asso- 
ciation Year and terminate at the time 
of the Waldorf Convention, to be held 
in mid-August. 

The personnel of the first Council is 
as follows: 

Alabama: Robert H. Bromberg, Bir- 
mingham 

Alaska: I. G. Pruell, Ketchikan 

Arizona: Thomas W. Chauncey, Phoenix 

Arkansas: Edwin H. Stewart, Hope 

California: Walter P. Shoemake, Mo- 
desto 

Connecticut: Frank S. Coskey, Hartford 

Delaware: Howard R. Collins, Wil- 
mington 

District of Columbia: Arthur J. Sund- 
lun, Washington 

Florida: Lester W. Moon, Tallahassee 

Georgia: Walter R. Thomas, Atlanta 

Hawaii: Archie R. Starcher, Honolulu 

Idaho: Nate Morgan, Pocatello. 

Illlinois: Carl E. Lindquist, Rockford. 

Indiana: Edward O. Little, Auburn. 

Iowa: Wallace G. Boyson, Cedar 

Rapids 
Kansas: Vern Webster, Salina 
Kentucky: Nolte C. Ament, Louisville 
Louisiana: S. Goldberg, Baton Rouge 
Maine: Everett B. Coffin, Portland 
Maryland: Howard C. Heiss, Baltimore 
Massachusetts: Robert A. Abbott, 

Lowell 
Michigan: H. T. Doxtader, Lansing 
Minnesota: Morton A. Sauer, Minne- 

apolis 
Mississippi: Joe Sarphie, Hattiesburg. 
Missouri: Otto Kortkamp, Jr., St. 

Louis 
Nebraska: Robert A. Meyer, Grand 

Island 
Nevada: Frederick O. Herz, Reno. 


























West Virginia: 
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olappers és Polishers 
OF 
Distinctive ewe ry 


“Craftsmanship at its Best" 


LARRICK & MALKIN 


10 West 45th Street, New York 19, N. Y. 
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New Hampshire: Mrs. Addie Fisk 
Goodell, Epping 

New Jersey: Louis Haimann, Morris- 
town 

New Mexico: Bernard Spitz, Sante Fe 

New York State: Charles P. Coster, 
Rochester 

New York City: 

North Carolina: Robt. H. Day, Wins- 
ton Salem 

North Dakota: C. A. Bonham, Bis- 
marck 

Ohio: H. Bruce McCague, Cleveland 

Oklahoma: F. L. Kelly, Elk City 

Oregon: Josiah F. Gilray, Portland 

Pennsylvania: Leonard O. Helfer, 
Pittsburgh 

Rhode Island: William G. Thurber, 
Providence 

South Carolina: G. B. Moseley, Sumter 

Tennessee: Albert R. Erskine, Memphis 

Texas: M. L. Barnett, Mineral Wells 

Utah: William T. Denn, Salt Lake City 

Vermont: Loren J. Bell, Barre 

Virginia: H. A. Goldberg, Portsmouth 

Washington: Ben Bridge, Seattle 

Floyd R. Frazee, 
Parkersburg 

Wisconsin: Ralph Young, La Crosse 

Wyoming: Walter Park, Cheyenne 





Enrollments Being Accepted by GIA 
For Gem Course in ANRJA Offices 


The New York evening residence 
class, #012-X, being conducted by the 
Gemological Institute of America under 
the direction of Dr. Ralph Holmes of 
Columbia University, has a few open- 
ings still available for persons enrolled 
in the Institute’s correspondence courses 
or who plan to enroll in them. Three 
highly successful meetings have already 
been held, two in Steinway Hall in 
New York and the third meeting was 
held in offices of the American National 
Retail Jewelers’ Association, 551 Fifth 
Avenue. 


Persons interested in taking this res- 
idence course, who are not yet enrolled 
in the mail study, may receive the nec- 
essary enrollment forms by immediately 
writing the Gemological Institute of 
America, 541 So. Alexandria Ave., Los 
Angeles 5, California. Their assign- 
ments will be sent in time to attend 
the next class. Students in the G.I.A. 
mail study may make their reserva- 
tion by either writing headquarters or 
contacting Dr. Holmes, c/o Depart- 
ment of Geology, Columbia Univer- 
sity, Morningside Heights, N. Y., or 
calling him at University 4-3200. 

This class is designed to cover all of 
the correspondence course, #012, deal- 
ing in the fundamentals of gemology, 
colored gems, diamonds, precious metals, 
Silverware and jewelry manufacture. 
All gem-testing instruments will be 
demonstrated. It may be some time be- 
fore the Institute will again be able 
to offer a course of this kind in New 
York City. 








Manufacturers of 








32nd DEGREE RINGS 
MASONIC RINGS 
EASTERN STAR RINGS 


546 S. Meridian St. - Indianapolis 4, Ind. 














eContracts Receipt Books, etc. 
Samples Sent FREE 


5. J. SURNAMER CO.—370-7th Ave., N.Y. 












ENCRUSTERS 
STONE ENGRAVERS 


Ruby and Onyx Drilling 
Special Orders 


BRAUNFELD & MEHLMAN 
108 Fulton St. New York 7, N. Y. 




















IMPORTED RHINESTONES, 
FANCY-CUT OVALS, OCTAGONS, 
ROUNDS AND GLASS BEADS, ETC. 


Also 
Special Packages 


Rhinestones 


Pkg. #1—Small White Mixture..... $1.50 
Pkg. ##2—Large White Mixture... .$2.00 
Pkg. #3—Small Colored Mixture... .$1.50 
Pkg. ##4—Large Colored Mixture. . . .$2.50 


Please send check with package order 


TOMKINS BROTHERS 
106 Fulton St. New York 7, N. Y. 
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WITH THIS BIRTHSTONE AND 
WEDDING ANNIVERSARY 
POCKET ADDRESS BOOK 


Make your store opening more successful. Bring in 
the crowds for a free gift and distribute this Address 
Book made especially for you. Your advertising mes- 
sage in gold on the leatherette cover. Charts of birth- 
stones and wedding anniversaries on the inside covers 
Ample supply of pages for names, addresses, tele- 
phone numbers and memoranda. Prices for large dis- 
tribution, naturally. Send today for samples and prices ~ 
Complete line of advertising gift items. 


fae eicek Ge Pee see oe ae ogo 
123 WEST 33rd STREET, NEW YORK 1, NEW YORK 





PRECISION 
CASTING 


Large selection of 
Models for all types of 
Gold & Platinum Rings 


Arrangements made 
for Finishing Work 


Good Work at Reasonable Prices 


HARRY KOPPEL 


105 West 47th St. New York 19, N. Y. 
BRyant 9-4384 








WATCH SALESMEN 
WANTED 


IMPORTER of fine quality 
WATCHES has openings for sales- 
men. One for SOUTHERN STATES, 
] one for NEW YORK STATE and one 
for CALIFORNIA. Favorable yearly 
QUANTITY GUARANTEED. Write 
giving age, experience, reference. 
All correspondence confidential. 


Because of quota limitations SIDE 
LINE PERMISSIBLE. 


Address: Box “C.W., 4963” care of 
Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 
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Regulation W 
(From page 351) 


Two retail credit jeweler associations 
in California and one in the New York 
area have already given their reactions 
to the revised Regulation W. Walter P. 
Shoemake, president of California Re- 
tail Jewelers Association, sent the fol- 
lowing announcement to members of his 
organization on November 16. “Let’s 
hold the line—Regulation W controls 
will be removed December 1. All jewel- 
ers bear the responsibility of maintain- 
ing sound credit policies. The jewelry 
trade can be proud that it held the line 
against inflationary price raises follow- 
ing removal of OPA price controls. 
Let us unite now in maintaining a solid 
front against runaway credit policies. 
The Christmas season is here. Jewelers 
are urged not to advertise drastically 
reduced credit terms.” 


REPORTS FROM LOCAL GROUPS 


Max Strasburg, president of the 
Southern California 24 Karat Club and 
a director of the National Association 
of Credit Jewelers, advises that 40 lead- 
ing credit jewelers of Los Angeles and 
vicinity held a meeting immediately 
after the FRB announced that jewelry 
will be exempt from credit control on 
December 1 and adopted unanimously 
the following resolution: The group 
agrees to follow the policy of credit 
terms hitherto promulgated by Regula- 
tion W, except for reference to the reg- 
ulation itself insofar as advertising in any 
form—newspaper, direct mail, radio, 
window display, outdoor or otherwise— 
is concerned from this day until January 
15. Within a store, terms may be 
changed after December 1 to meet the 
requirements of instalment buyers. Mr. 
Strasburg has advised that a similar 
resolution was adopted by the credit 
jewelers of San Francisco and Oakland. 


The board of Governors of the Asso- 
ciated Credit Jewelers of New York and 
New Jersey, Inc., gave consideration to 
credit granting after Regulation W is 
lifted. They agreed that there shall be 
no departure from sound credit prac- 
tices and that the members of the asso- 
ciation, as individuals, shall continue to 
use advertising copy that will have pub- 
lic approval. Further consideration will 
be given to determining how far the 
association shall go in suggesting how 
down payments and weekly terms shall 
be stated in newspaper and radio ad- 
vertising. 


NACJ Members Given Opportunity 
To Elect 1947 Board of Directors 


Printed ballots were mailed to all 
members of the National Association 
of Credit Jewelers during November to 
vote for a new Board of Directors for 
the Association for the calendar year 


1947. The ballots listed in alphabetic 
order, names the following nomineg,.. 


Myer B. Barr, Barr’s J ewelers, Phils. 
delphia, Pa.; Louis Benway, Basch 4 
Co., Cleveland, Ohio; Irving N. Chayken, 
Armstrong’s, Hammond, Ind.; §; 
A. Davidson, Day’s Jewelry Stores, 
Portland, Me.; Edward Dockman, St 
Paul, Minn.; Fred B. Dreifus, Dreify 
Jewelry Co., Memphis. Tenn.; J, L 
Freund, Freund’s, St. Louis, Mo.,; Hary 
H. Frumess, H. H. Frumess, Denye 
Colo.; George Gerber, Gerber’s, Iny, 
Providence, R. I. and Samuel Gerson, 
Gerson’s, Detroit, Mich. 


Also, H. A. Goldberg, Cooper's, Ing, 
Portsmouth, Va.; Seymour Greenberg 
Royal Diamond & Watch Co. Neg 
York, N. Y.; Gerald C. Heller, Reliab), 
Stores Corp., Baltimore, Md.; A, 9, 
Jenkins, Duval Jewelry Co., Jacksop. 
ville, Fla.; W. J. Kappel, Pittsburgh, 
Pa.; Isadore Horowitz, Crescent Jewelry 
Fargo, N. D.; Leo D. Kind, Reidy 
Trenton, N. J.; Jess McEntee, J, ¥, 
McEntee & Sons, Oklahoma City, Okla; 
Louis J. Milenbach, Milens Jewelers 
Oakland, Calif. and A. E. Newmark, 
Newmark’s, Chicago, II. 


In addition, Clarence Olsen, Olsen & 
Ebann, Chicago, Ill.; Elmer Present, 
Daniels Jewelry Co., Tucson, Ariz; 
Jack Rattner, Rogers & Co., Columbu, 
Ohio; B. G. Rudolph, Rudolph Bros, 
Inc., Syracuse, N. Y.; N. L. Sharfman, 
Nathan Sharfman & Son, Worcester, 
Mass.; Myer Simon, M. Simon & (, 
Philadelphia, Pa.; Max Strasburg, 
Strausburg’s of Hollywood, Hollywood, 
Calif.; Leo Weisfield, Weisfield & Gold- 
berg, Seattle, Wash. and Irving J. Wolf- 
gang, Cole & Erwin, Inc., Detroit, 
Mich. 

Each association member will be en- 


titled to vote for 24 nominees. The 
ballots must be returned to the national 


‘ office and will then be turned over to 


the Elections Committee which wil 
certify the result of the voting. The 
24 nominees receiving the largest num 
ber of votes will comprise the Board 
of Directors for 1947. The new board 
will take office at the regular meeting in 
January, 1947. 








ED-MAR 
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WATCH CRYSTALS 
All Types and Shapes 


24 HOUR SERVICE 
Orders promptly filled 


Also Dealers in Swiss Watches, Ring 
Metal and Leather Wrist Straps 


a My: bY 0) i) ee a 


WAlnut 2-5469 
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silver Bloc Still Fighting Warns E. O. Otis at 
New England Jewelers’ & Silversmiths’ Meeting 


The silver fight should not be con- 
sidered permanently closed inasmuch as 
the silver bloc still has ambitions for 
higher prices, according to Edward O. 
Otis, Jr. Speaking at the annual meet- 
ing of stockholders of the New England 
Manufacturing J ewelers’ & Silversmiths’ 
Association, held October 24 at the Bilt- 
more Hotel, Providence, R. I., Mr. Otis 
added that the silver bloc headed by 
Senator Pat McCarran of Nevada will 
fight until it has achieved its ultimate 
goal of $1.29 an ounce. 


RECORD ATTENDANCE 

The meeting drew a _ record at- 
tendance of 260 people, believed to be 
the largset number to attend the annual 
affair. President Fred Bullock report- 
ed that membership had increased by 
98 during the year. Two of the new 
members were admitted as _ associate 
members. Mr. Bullock reviewed the 
functioning of the association during 
the year and paid high tribute to the 
association staff, particularly to Exec- 
utive Secretary Otis. The annual re- 
ports were read by Secretary Benjamin 
Rossman and ‘Treasurer Edgar E. 
Baker. Members of the newly formed 
Industrial Relations and Engineering 
Division of the association also ad- 
dressed the gathering. 








Mr. Otis pointed out that member- 
ship in the association has grown from 
125 in 1932 to the present total of 320. 
The work of the association is so heavy 
that the staff now consists of ten men 
and women whereas only two _ per- 
sons were employed in 1932. Mr. Bul- 
lock, who has served the limit of three 
years as president, was lauded for his 
work and efforts and presented with a 
silver serving set. The new president 
will be named by the directors at a 
later date. The following officers were 
nominated and elected for the ensuing 


year: First vice-president, Raymond L. 


Wells, Wells Manufacturing Co.; sec- 
ond vice-president, Benjamin Rossman, 
A & Z Chain Co.; third vice-president, 
Leo F. Krussman, Trifari, Krussman 
& Fishel, Inc.; secretary, Ralph J. Rot- 
kin, Concord Mfg. Corp.; treasurer, Ed- 
gar E. Baker, W. R. Cobb Co. 

Directors for three years are J. Carl- 
ton Bagnall, Swank, Inc.; Benjamin 
Brier, Brier Mfg. Co.; George W. 
Jenckes, D. M. Watkins Co.; Max Kes- 
tenman, Kestenman Bros. Mfg. Co.; 
Paul Levinger, Speidel Corp.; Edson 
W. Sawyer, Improved Seamless Wire 
Co.; Norman L. Silverman, Silverman 
Bros., Howard H. Sweet, Sweet Mfg. 
Co. 





HAVE YOU 
WATCH REPAIR 
HEADACHES ? 


We are in a position to give you 
excellent service and good work- 
manship at moderate prices. 


We have been serving the trade 
since 1922. You have our guaran- 
teed assurance of a perfect re- 
pair for every job. mailed to us, 
and we will assume the responsi- 
bility thereafter. 


All you do is mail us your orders 
and we will return them immedi- 
ately upon completion. 


Eliminate this headache. Clear 
your decks for bigger business. 


NATIONAL 


WATCH REPAIR SERVICE 
150 NASSAU ST., NEW YORK 7, N.Y. 

















ANNOUNCE PLANS FOR NEW UNIVERSITY 





The Albert Einstein Foundation, Inc., has just announced that the university it plans to open 
at Waltham, Mass., next year will be named after the late Justice of the U. S. Supreme 
Court, Louis D. Brandeis. The above picture shows Dr. Einstein and S$. Ralph Lazrus, Presi- 
dent of the Foundation, discussing at the Princeton, N. J., home of the scientist, the name 
of this nation's first Jewish-sponsored, secular, quota-free university, Commenting on the 
university's name, Mr. Lazrus, who is also treasurer of the Benrus Watch Co., said, 
Justice Brandeis’ activities in the field of education are not widely known because he was 
so closely identified in the public mind with jurisprudence, or perhaps because he sought 
no personal recognition for his good works. However, his interests in academic and pro- 
fessional training was intense. The trustees, faculties and graduates of the Harvard Law 
School and the University of Louisville know well the depth and value of his help." 
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mw WATCHMAKING 


Construction, repair, adjustment 
New Complete Practical Course in Horolegy 
i> For beginners and profe- 

- > sional repairmen. Al] essen- 

tial steps. Theory, opera- 
tion. Many test cases. Full 
coverage of tools, mate 
rials. Fully illustrated. 
Only $2.75 postpaid. Money 
back guarantee. 


We supply tools, materials at lowest cost 
FREE CATALOGUE 


MODERN TECHNICAL BOOK CO. 
Dept. MCK, 55 W. 42nd St., New York 18 


We specialize in all books on 
Watchmaking, Jewelry, Metal- | 
craft. Gems. Free catalogue. 



































GENUINE 


RUBY GUARD RINGS 
Pink « Gold « White 
Channel—Fishtail 


VAN PAUL & CO. 


Manufacturing Jewelers 


207 Market St., Newark 2, N. J. 
MARKET 3-3945 
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WE CARRY A COMPLETE LINE OF: 


Jewelry findings 
ad For yee and Webd@endiess tools 


Our Watch cases and dials 





Catalog Spring rings & sister hooks 
* Ring guards 
Ear Wires, Sterling or Gold 
Our Prices Sterling charms 
re A full line of jewelry 
: Polishing materials 
Right Leather & metal watch attch'ts. 


M. HARRIS, Wholesale Jeweler, 124 Hester St., N.Y. 
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K. NYGAARD 


Pormer 


wa PARIS 
GENEVA 
NEW YORK 


Plat. Gold, Pall. 
Hand-made & Mfg. Jewelry 
& Watch Cases. Repairs, Set- 
ting, Remodeling. * Model- 
Maker * 
For: Manufacturers, Diamond 
dealers, Retailers, Etc. 

42 Bank St. Waterbury 18, Conn. 
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WELLS MPG. CO.. ATTLEBORO, MASS. 
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NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SFLMOUR, CONN. 
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yi | nited States 

eae ain specified mini 
ea mum lots. 


TAUNTON. MASS. 


A superior polish 

- made by silver- 

smiths for jewel-—;* % 
ers’ use andresale. » Mas sng 


REED & BARTON 





Summetalic 
i -S a ek @ To) fo Mole) i -Tallale Molaro 
STERLING SILVER JEWELRY 
oMmohia 14mm iomea -ticlll-1a | 


W. E. RICHARDS CO. 


ATTLEBORO, MASS 








CERTIFIED PUBLIC ACCOUNTANT 


RALPH MANNIS 


FORMERLY: TREAS. LENOX JEWELRY CO. 
COMPT. KAY JLRY., BOSTON 
COST AUDITOR U.S.A.A.F. 
Opens New Office: 120 BOYLSTON ST., BOSTON 
Reom 448—Telephones—Dev. 9483—Bea. 1728 








FINE STERLING 
HOLLOWWARE 


and 
4 AUTHENTIC ANTIQUE 
REPRODUCTIONS 


©, DIMES co 


rae «STREET 
BOSTON, MASS. 
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NEW ENGLAND 


q Ralph Mannis, a certified public ac- 
countant of Massachussets, has opened 
an office in the Walker Building, 120 
Boylston St., Boston, for the practice 
of accounting. Mr. Mannis was for- 
merly engaged in the jewelry business 
for twenty years, as an executive with 
Lenox Jewelry Co. and Kay Jewelers 
Co. 

q Walter <A. Sawyer, retail jeweler, 
Keene, New Hampshire, recently ob- 
s rved his 35th anniversary as a jewel- 
er. In celebration of the event, he con- 
ducted a special two-day sale at his 
store at 27 Main St. 

Mr. Sawyer went to Keene in 1901 
and served as an apprentice in the 
store then owned by W. E. Wright. He 
was also employed by the late Herbert 
E. Fay and in 1911 purchased the busi- 
ness from Mr. Fay. Mrs. Sawyer is 
actively associated in the business with 
her husband and has charge of the gift 
department which her husband added 
to the business in 1926. Mr. Sawyer 
is a member of the executive board of 
the New Hampshire Jewelers’ Asso- 
ciation. 

q Frank L. Tibbetts, for a number of 
years in the jewelry business in Somers- 
worth, N. H., recently lost his wife, 
and he has given up the business to 


‘join his son in Cincinnati, Ohio. 


q A new retail store known as _ the 


LaSalle Jewelry Company, operated by 


Ted Geraci, Syd Miller and R. Fine- 
stone has just opened in Room 746 of 
the Province Building Boston. 

q Clifton B. Lund of 22 Clarendon 
Street, Boston, is back at his jewelry 
store after a two months’ vacation in 
Norway and Sweden. 

q Gordon Brothers store on Province 
‘Street, Boston, has been undergoing 
general renovation and rearrangement 
of show cases. 

q Mrs. Dorothy Ryser, formerly of 
Moline, IIl., has joined the diamond de- 
partment at the Thomas Long Company. 
Her father, Cliff Josephson, was former 
president of ANRJA. 

q Mrs. Lillian Lilley, widow of E. F. 
Lilley, formerly of Milford, Mass., bas 
joined the watch repair department of 
the Thomas Long Company, where she 


| was employed a number of years ago. 
Her children are carrying on the E. F. 


Lilley business in Milford. 

q Leo J. Degrandpre has_ recently 
opened a new jewelry store at 20 Cot- 
tage Street, Easthampton, Mass. 

q Sandler’s Jewelry Store in Gloucester, 
Mass., recently enlarged its floor space 
by building an addition to the back 
of the place. 

q Lee Higgins and Byron Gardner bial 
resigned from their executive positions 
with the Whiting & Davis Company, 
Plainville, Mass. 


q A fully equipped watchmaker’s bench, 
complete with tools and accessories 
occupies a prominent place on the sale 
floor of the new Hahar & Engstrop 
Company store in the Jewelers Byjlg- 
ing. The display was arranged egpp. 
cially for student watchmakers, and jg 
attracting wide attention. 

q Green & Winkler Co., Providence 
wholesalers, are now located at 139 
Mathewson Street. The firm formerly 
was located at 361 Elmgrove Avenye. 
q E. W. Goldstein, formerly with the 
Oval Importing Company, has opened’ 
his own stone business at 120 Union 
Street, Providence. 

q Among the new New England men- 
bers recently added to the original 16 
national store members of the Jewelers 
Research Group, Jewelers Buying Ser- 
vice, formed a year ago to maintain a 
New York City office for special-order 
buying and to obtain reports on style 
trends were the Carter Brothers Co, 
Inc., Portland, Maine, and the Thomas 
Long Co., Inc., Boston. Also included 
in the group, and one of the original 
16 firms, is the Tilden-Thurber Corp, 
of Providence, R. I. 

q Miss Mabel Sterling of the Mauran 
Watch Co., Inc., Jewelers Building, Bos- 
ton, is convalescing from an operation 
at the New Haven Hospital, New 
Haven, Conn. 

q In a recent shift of store ownerships, 
the Derby Jeweler store in Harvard 
Square, Cambridge, has been sold to 
Claus Gelotte, who operates two pho- 
tographic supply stores—one in Cam- 
bridge and one in Boston. This new 
store will be known as Derby Jewelers, 
Inc., and John H. Derby, Sr., founder 
of the store, will still retain his Davis 
Square, Sommerville, place, which will 
be known as John H. Derby, Jeweler, 
Inc. Mr. Gelotte originally was in the 
jewelry business. 
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Robbers ripped open a safe at the 
Ross Jewelry manufacturing Co., Provi- 
dence, carried 200 pounds of unfinished 
silver, valued at $240 from the build- 
ing and put it in a garage. They left 
++ there and ran away when one of the 
owners of the plant suddenly appeared. 
This was the newest of the long list 
of robberies in Providence jewelry 
plants. 

Members of the Boston Jewelers Club 
held their annual meeting and election 
of officers in the Green Room of the 
Hotel Gardner on Nov. 8. Retiring 
President John S. Kennard of Kennard 
& Company handed over the gavel and 
welcomed the new president, J. Gould 
Cook of A. Stowell & Company, to the 
presidential chair. Allen Davidson of 
Thomas Long Company was elected 
vice-president, and Ellsworth Read of 
Kettell, Blake & Read was re-elected 
secretary-treasurer. Named as a new 
member of the board of directors was 
Herbert L. Thomae of Charles Thomae, 
Inc., Attleboro, Mass. Retiring Presi- 
dent Kennard was automatically named 
to the ‘board of directors, of which the 
following are also members; Carl Law- 
ton, E. H. Saxton Company; Roy 
Brooks, Mauran Watch Co.; Albert S. 
Munnis, Worden-Munnis, Inc.; and 
Sturgis Rice, Whiting & Davis, Inc., 
Plainville, Mass. Following the brief 
business meeting, members enjoyed a 
buffet supper. 

q Executive Officers of the Massa- 
chusetts & Rhode Island Retail Jewelers 
Association held their annual fall meet- 
ing at the Hotel Bellevue on Nov. 18, 
under the direction of Robert Abbott 
of Wood-Abbott Company, Lowell, 
president of the association. All officers 
were present and heard the various com- 
mittee and officer reports and laid plans 
for the spring meeting. 

q A special display, “From the Dawn 
of Diamonds,” created by Joseph Cor- 
nell, tracing the origin of our oldest 
bridal traditions, was shown with an 
exhibit of diamond show pieces at the 
Thomas Long Company, Sept. 16 through 
21. Many rare gems and items of 
jewelry were shown. 


q Quizzing the Professor has become 
quite a regular part of the meetings 
of the Eastern Guild of the American 
Gem Society, and the Nov. 14 meeting 
at the Boston City Club was no excep- 
tion. As usual, Prof. Frederick K. Mor- 
ris was there with his demonstrations 
which go so far in making these meet- 
ings interesting. When he lapsed into 
a flood of Greek derivatives, someone 
chimed in facetiously, “Sold, Ameri- 
can!” The Professor emphasized that 
jewelry sales clerks not only should 
know their gems, but something of the 
story behind them in order to be able 
to answer customers’ queries intelli- 
gently. 


q Members of the Diamond Peacock 
Club held their annual meeting and 
dinner at the Copley Square Hotel on 
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Percival Company. Miss Anne P. Egan 
of the Edmund W. Kirby Company is 
acting as secretary of this group. The 
Retail group is headed by J. Gould 
Cook of A. Stowell Company, with D. 
Sidney Cook as Co-Chairman. Mrs. 
Elsie Abbott, Advertising Manager at 
Stowell’s is secretary of the retail trade 
group. Both groups expect confidently 
to top their quotas. Last year, the re- 
tailers subscribed $12,075 to the fund. 
q Edmond L. Belley has opened a new 
store on Merrimac Street, Lowell, Mass. 
Elliot Engstrom of Mahar & Engstrom; q Peter Roy of the Kay Jewelry Store, 
Thomas Wilson of Sanger & Company; Hartford, Conn., recently. vacationed in 
Philip Hershon of Shawmut Jewelry Maine. 

Co.; and David C. Percival of D. C. 


November 22, when plans were laid for 
forthcoming events which promise to 
have plenty of fun as their basis. 

q Both wholesale and retail jewelers 
groups have joined in the Greater Bos- 
ton Community Fund Drive, with Ed- 
mund W. Kirby named as Chairman of 
the wholesale crew. Their goal is $4,700, 
which they are confident of raising, since 
last year they ran up a total of $4,748. 
Assisting Mr. Kirby are: Emanuel Al- 
berts of I. Alberts Sons; John Mc- 
Namara of E. H. Saxton Company; 





(Please turn to page 374) 











Top Appreciation Only... 


is due those manufacturers, importers 
and jewelers who have made 1946 the 


most successful year in our history. 


‘ Herbert W. Stranger 
aud Staff 


* * ss 


Featuring Quality Lines of Fine 
WATCHES - CLOCKS - DIAMONDS - JEWELRY 
nationally advertised in the Jeweler’s 
Circular Keystone 


4 HERBERT W. STRANGER CO. 4 





THREE EIGHTY SEVEN WASHINGTON 


BOSTON MASSACHUSETTS 
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SOMETHING TO 
DO T OM ORR 0 W ? 4 Hempstead’s jewelry store, Fordyce, | 4 Nathan’s Jewelers, Big Springs, Texas 


Ark., established in 1896, celebrated its has been chartered with a capital stock 


DO I T TODA y! 79 50th anniversary on September 14. This of $1,000. Incorporators are Nathan 
: store is the oldest Fordyce jewelry and Honey Donsky and Leon Fine, 

“BEN FRANKLIN" business that has been owned and op- q The Gem Shoppe, Owensboro, Ky,, 

erated continuously by members of the has been incorporated by Mollie Gold, 

, same family. Ottis Jean oe “ os —_* op- 
| The Kunzelman Bros. manufacturing erate a jewelry and noveity business, 

gOnT IT DELAY - tee the Co., 506 Arcade Building, St. q W. H. Thomas, jewelry merchant of 

Thomaston, Ga., was elected 1947 pregi- 


: : ith 
Louis, Mo., has been incorporated wi dent of the Thomaston Merchants Asso- 


“a 
& Ye | = $50,000 authorized capital stock to “buy poner 


and sell jewels, manufacture metals of ; 
s all designs, etc.” Joseph, Bernice, Ed- & Rogers, jewelers, Paducah, Ky,, has 
fi ward and Melva Kunzelman, all of been incorporated with a capital of 


, $20,000 by Sam J. and Dorothy J, 
Kirkwood, Mo., and Leo Falter of St. Masins ani Sem ¥. Gubvek. 


TOMORROW eso are oe ne li iia q A West Virginia charter was recently 
4 orton J. ays penne a issued to Budd’s, Inc. Charleston 


Is CH RISTMAS! Green Jewelry Co., Kansas City, Mo.. Jewelry business, $20,000 capital au- 
has been elected president of the Co- thorized and $1,000 paid in. Incorpora- 
Order Merchandise operative Club of Kansas City. tors are Thomas W. Moses, Ernest H, 
R. B. Lechenger, president of L. | Gilbert, Jr.. and Jacqueline F. Hill. 

Today to Assure Eieenee Jewelers, Inc. Houston, q Joe B. Gdensel, coated Dallas jeweler, 
Timely Deliveries! Texas, recently announced the entry of has formed a partnership with C, E, 
his nephew, Louis Lechenger into the Walker in the Dallas Watch Co., follow- 
firm. The addition makes the third ing his release from the Army. 

generation of family participation and 4. J. R. Spiegel has been named man- 
ownership in the organization established ager of the Peacock Jewelry Company, 
65 years ago. 1802 Elm Street, Dallas, Texas. 

q Mr. J. A. Drake, owner of the Drake q A $1,000,000 expansion program for 
BALTIMORE 1, MD. Jewelry Co. of Healdton, Okla., reported the Gordon Jewelry Company, Houston, 
that his store had been completely Texas, has been announced by M. M. 
destroyed by fire on October 29. Loss Gordon, president. The store opened its 


Nan of stock approximated $10,000. Mr newly remodeled show-place at 664] 
O bj N a be Drake recently visited Dallas, Texas, for Harrisburgh Street in Houston Novem- 











the purpose of securing a new stock of ber 2, and as part of the expansion pro- 
merchandise and expects to reopen for gram will open four more stores in 
business in the near future. suburban Houston locations. 
ali BRANDS THAT BRING q The following jewelry stores of Aus- < The Pn caggid caged Co., pa 
tin, Texas, recently held a meeting and ity, a., has been incorporated to 
BUSINESS AFTER CHRISTMAS. 100 , agreed upon rein hours for rt em- do business here with $10,000 authorized 
ployees; Gem Jewelry Co.; Joe Koen capital stock by Norman Albert and 
and Son; Krugers; Leutingler’s; Carl Alan Norvelle Gordon of Oklahoma 
Gemex Mayer; McKinney’s; Stelfox’s and City and Marvin J. Gordon of Wichita, 
Westclox Zale’s. The new hours for employees Kansas, with Max F agin, Commerce 
Golden Wheel will be from 9 a.m. to 5 p.m. on Mon- Exchange Building, as agent. 
days through Fridays, and from 9 a.m. 
Tudor Plate — to 6 p.m. on Saturdays. 
q The Kay Jewelry Co., 620 S. Fourth 
St., Louisville, Ky., opened their re, 
modeled store to the public on Novem- 
ber 8. 
q Lt. Col. J. B. Odeneal, Dallas, Texas, 
who was recently released from the Army 
after five years of service, has purchased 
an interest in the Dallas Watch Co., and 
will become a partner in the business 
with C. E. Walker. 


yd ne ag q The firm of Carl J. Doederlein & Co., 
in Quality Merchandise 10 West Saratoga St., Baltimore, Md., 
manufacturer and distributor of jewelry, 


H. E. BAUMOHL, Pres. 
BALTIMORE -1, MD. 
WHOLESALERS 
has decided to add a new department 
to the business. It will be housed in 


the basement of the building the firm 
e@ Re N E R now occupies, and will specialize in Sil- ALBERT S. SMYTH C0. 
ELER< ver tokens and decorative items. WHOLESALE 
An ectitu q The Freiburg Jewelery Co., Savannah, DIAMONDS - WATCHES 
A ¢ BALTIMORE ST. Ga., recently acquired control of the ® JEWELRY @ 


Henegen-Bates Co., 801 N. Charles St., 5 HOPKINS PLACE, BALTIMORE, MD. 
BALTIMORE 1, MARYLAND Baltimore, Md. 








WE'RE “PUTTING IN PRINT” 
WHAT WE'D LIKE 10 SAY 
TO ALL “IN PERSON”! 


See Page 100 
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Morris Square Deal Jewelers of 519 
Market Street, Chester, Pa., celebrated 
their 22nd anniversary this month with 
sales announced by two full-page ads 
weekly. 

q The Little Gem Shop owned by part- 
ners, Mr. Marshal Weiss and Mr. Her- 
bert Belfer, opened Nov. 15 at 1408 
Chestnut St., Philadelphia. The owners 
claim that they pay the “highest rent 
per square foot in Philadelphia.” The 
location is the closest possible to the 
famous Broad and Chestnut Sts. inter- 
section, for a large office building occu- 
pies the corner. 

4 During the night of Nov. 5, thieves 
broke into the Walsh Department Store, 
30 S. 2nd St., Chester, Pa., entered the 
jewelry department only, and stole 15 
watches valued at $452, William A. 
Levick, the store manager, reported to 
police at the 11th & Winter St. Station. 
Levick said entrance was gained by 
pulling down a rear escape, breaking 
a second floor window and then decend- 
ing to the first floor. 





Santa's Annual Visit 
Sponsored by Penna. Jeweler 


Miss Marie Leonhardt, owner of the 
Jewelry Shop at 415 Old York Road, 
Jenkintown, Pa., will again bring Santa 
Claus to Jenkintown this year. Last 
year she alone promoted the idea and 
the whole program was such a tre- 
mendous success that thousands more 
children are expected in 1946. The en- 
tire Jenkintown Business Men’s Asso- 
ciation is behind her with more funds 
and more helping hands. Miss Leon- 





* PHILADELPHIA 


hardt, as Chairman of the Christmas 
Committee is still the one about whom 
the plans revolve. 

A month ahead, a bright green Santa 
Claus mail box was placed on one of 
the busiest corners of Jenkintown where 
it remained all day and was carried in 
by the local policemen or Miss Leon- 
hardt and her assistants late each night. 
This year it will be in the same place 
and a great many more than last year’s 
two hundred (200) letterg are expected. 
Miss Leonhardt will answer each one in 
long hand, again, and sign it “Santa 
Claus,” but this year the whole commit- 
tee will enjoy reading the letters. 

The local newspaper, the Jenkintown 
will again carry a full column, probably 
on the first page, headlined “Extra” and 
sub-headed “Special Christmas News” 
which will be slanted toward the children 
and announce the coming of Santa and 
the position of the special mail box. 

As last year, a nearby Music Shop 
will cooperate by playing “Jingle Bells” 
over a loudspeaker while Santa is driv- 
ing down York Road. Santa will again 
be played by a neighbor of Miss Leon- 
hard’t who will wear a red velvet suit 
with white fur trimmings, beard, etc. He 
will travel in a sleigh if there is enough 
snow, or in a snappy Victoria carriage 
drawn by two large white horses and 
driven by a fur-coated and fur-capped 
assistant. Last year over two thousand 
presents were given away, over twelve 
hundred of them to the children who 
thronged around him in the street when 
he parked near the Leonhardt store on 
York Road. This year almost twice the 
number will be prepared. 





NEW RETAIL ENTERPRISES 4 








Sanford’s, 224 Third Ave., San Mateo, California. 

Altman & Green, 144 East State St., Ithaca, N. Y. 

Gurney Brothers Co., 101 Main St., Brockton, Mass. 

Time Watches, 80 South 15th St., Philadelphia, Pa. 

Heerspink’s Jewelry & Gift Shop, 442 Washington Square, Holland, Mich. 
Klatt Jewelers, N. 8 Wall St., Spokane, and “Inland Empire.” Wash. 
Ciccotti’s Jewelry Store, 303 Spruce St., Scranton, Pa. 

Joseph Monastro, 405 Market St., Williamsport, Pa. 

G. H. Jones & Son, Tonopah, Nevada (Formerly I. Tasem, Jeweler). 


Granat Brothers, Oakland, Calif. 


Palace Jewelry Store, Palace Theatre Bldg., Duncan, Okla. 

Shaya Jewelry Store, 115 West San Francisco, Santa Fe, N. M. 

G. W. Hetherington Jewelry Store, 317 6th St., North, Texas City, Texas. 
Charlie Morgan, 16 East Main St., Rochester, N. Y. 

The Emporium, 2481 Washington Blvd., Ogden, Utah. 

Gordon’s Jewelry Store, 6641 Harrisburg, Houston, Texas. 

MacDonald’s Jewelry Store, 2483 Bellevue Ave., Hammonton, New Jersey. 
Le Mars Jewelry Store, 97-99 Peachtree St., Atlanta, Ga. 

Monet Salon, 174 Peachtree St., Atlanta, Ga. 


Maltry Brothers, 182 Carondelet St., 


Kofmehl Jewelers, Duncan, Okla. 


New Orleans, La. 


Gordon Jewelry Co., 6641 Harrisburg Road, Houston, Texas. 
Harris Jewelers, 503 Market St., Wilmington ,Delaware (Formerly Norman I. 


‘Harris, Inc.). 
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ATTENTION SALESMEN 


Manufacturer of nationally accepted 
non-competitive custom-made leather 
watch straps, cigarette cases, com- 
pacts, has desirable open territories 
exclusive basis. Excellent possibilities 
as side line for someone covering ter- 
ritory consistently with established 
clientele among better jewelers and 
department stores. Give full particu- 


lars. 
Write Box B., 4888, care 


JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St. New York 17, N. Y. 























K&D — CALIPERS — LEVIN 


WATCHMAKER'S TOOLS & MATERIALS 
JEWELER'S FINDINGS & SUPPLIES 


GOLDBERG & POSSOFF 


124 S. 8th St. _ Philadelphia 7, Pa. 











BELMAR CREATIONS 
Watches & Jewelry 


Ee 


Toss ese FF rely. 


¢ Louts has ° 
1015 Chestnut St. Philadelphia 
22 West 48th St. New York 
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BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street Philadelphia 











Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
PHILADELPHIA, PA, 























BOWMAN 


Technical School 
Ceurses for Success for 
Watchmakers 
Engravers, Jewelers 

week jet. 
“Help Veursaif to a Better 


sOHE J. BOWMAN. ay 
Laneaster. Pa. 








Sv Veere’ Garvies Rowman Bidg 
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DIAMONDS 


... all sizes 
and qualities 


Memo Selections to Rated Jewelers 


Write, Phone, or Wire 


AMERICAN 
DIAMOND SYNDICATE 


37 So. Wabash Ave., Chicago 3, Illinois 








Gold=Silver 
DLATING 


“ASK ABOUT” 


HODANIZE 


TRADE MARK REG. U. S PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


1@ S. Wabash Ave., Chicage 8 CENtral G0e8 


























Established 1923 


Du Av 


and Fine 


MON DS 
Diamond Jewelry 


@ BOUGHT 
@sSOLD 
@ QUOTED 





Your inquiries Solicited 







| ————— 








ALWAYS USE 





WHEN SELECTING 


WATCH a 


aN 


SWISS 
MATERIAL 


Order From 
Your Jobber ~~» 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 
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WATCH DIALS 
REFINISHED 
MICHIGAN DIAL REFINISHING CO. 


603-4 METROPOLITAN BLDG. 
DETROIT, MICH. 
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q¢. D. Peacock, Jewelers, have an- 
nounced the appointment of Miss 
Dorothy Durkin as the manager and 
buyer for their second floor gift depart- 
ment. Miss Durkin was formerly e.- 
ployed at Robert Keith, Inc., Kansas 
City, as Merchandise Manager and als# 
worked at Bullock’s-Wilshire, Los An- 
veles. 

q Peoria, Ill, has two new jewelry 
stores, opened within a week of each 
other. The firgt of these is the Hooley 
Brothers store, at 2105 Main St. The 
store was completely redecorated and 
remodeled. The second is the Carrier 
store of 317 South Jefferson Ave. The 
store is decorated in a modern fashion 
and has large murals on either side of 
the store. Both stores carry nationally- 





_ advertised merchandise. 
| q The Golden Roosters of Chicago en- 


' and pleasure for all. 


joyed a wonderful dinner, entertain- 
ment and frolic in the Towne Room of 
Hotel Knickerbocker on Thursday eve- 
ning, November 14th. The cocktail hour 
started at 5 o’clock and from then un- 


til the wee hours there was amusement 


Entertainment 


| opened with singing by 48 of the boys 


from Division St., Y. M. C. A., thus giv- 
ing members an opportunity to see some 
of the boys whose vacations at Camp 
Chaning each year are sponsored by 
the organization. More than $2,000 was 
pledged at this meeting for next year. 


_ During the evening Chanticleer Alvin 


Lauschke asked R. Schell Hulbert to 


_make the delayed presentation of a 
| plaque 
| Kramer in appreciation of his excellent 


to past Chanticleer . Herman 


service to the organization. Mr. Kramer 
expressed his thanks. 


| q Sigmund Gottlieb recently announced 
_he will be married on January 5 to 


Miss Sylvia Levenson. He came to this 


_ country in 1925 and joined his brother 


in the business of Frederick 


M. Gott- 


_lieb & Co., diamond importers. 





held 





q The Chicago Jewelers Association 
held a luncheon in the Rendezvous Room 
of the Illinois Athletic Club on No- 
vember 21. Williams & Anderson Co., 
Providence, R. I., were elected to mem- 
bership. The committee in charge of the 
annual banquet announced it will be 
on January 4 at the Stevens, 
Hotel. 


————eer 


Deutsch Talks to CCJA 
on Credits and Collections 


A discussion of Credits and Collec- 
tions, led by Milton Deutsch, director 
of the Chicago Credit Bureau was the 
feature of the November dinner meet- 
ing of the Chicago Credit Jewelers 


Association held at the Standard Club 
on the evening of November 6th. This 


CHICAGO 

































was followed by a few preliminary re- 
marks by President Phil Martin. 

Mr. Deutsch described in detail how 
the bureau operates to benefit the mem- 
bers and explained how, with the co- 
operation of the members, they hope 
to expand and improve the service, 
especially during the Christmas season. 
Among the member credit managers 
taking part in the general discussion 
and answering members’ questions 
were Norman Kroll, Martin Jewelers; 
Arthur Cohn, Marks Bros.; and Howard 
Blum, Litt Jewelry. 

Executive Secretary Ben Sacks ad- 
vised the membership that agents of 
the Internal Revenue department are 
investigating the many costume jewelry 
peddlers operating on the streets of 
Chicago. He also stated that a con- 
ference is to be held by members with 
representatives of the Better Business 
Bureau and the press of the city, in an 
effort to more effectively eliminate 
misrepresentatives and questionable ad- 
vertising. 


N. L. Brackin Loses Plane in Fire: 
Obtains New Airplane in 48 Hours 


Capt. Nelson L. Brackin, Birming- 
ham, Alabama, retail jeweler’ with 
stores in fourteen southern cities, suf- 
fered loss of his airplane in a recent 
conflagration occurring at Birmingham 
Municipal Airport in which thirty pri- 
vately owned airplanes and an air- 
plane hangar were destroyed by fire. 

Capt. Brackin ordered a new plane 
of the same type as the one destroyed 
by the fire before the firemen had com- | 
pletely extinguished the blaze. The new 
plane was flown from Wichita, Kansas, 
and arrived exactly forty-eight hours 
after the fire. Later the same day the 
new plane made the scheduled routine 
business flight of 300 miles and_ back 
to Brackin’s store in Vicksburg, Mis- 
sissippi. Brackin finds it economical 
to use an airplane in their routine 
chain store operations because of wide- 
ly-separated branch stores in fourteen 
southern cities. 





Pictured above is the plane Capt. Nelson L. 
Brackin recently lost in a fire at Birmingham 
Municipal Airport, Birmingham, Alabama. 
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Associated Credit Jewelers Officers and Board 
Set April 13 as Date for Annual Dinner Dance 


The Associated Credit Jewelers of 
New York und New Jersey, Inc., made 
plans for the thirteenth annual dinner- 
dance at a meeting of the officers and 
members of the board of governors on 
October 31. Clifford Walters, of Tap- 
pin’s, Inc., was named general chair- 
man and will be assisted by a general 
committee of ten which will include 
the officers and board members. 


APRIL 13 — PARTY DATE 


The dinner-dance will be held on 
Sunday evening, April 13, and in line 
with the high standards established in 
former years, the Associated Credit 
Jewelers will do everything possible to 
make the 1947 party an _ outstanding 
event. The annual party is held to bring 
together members of the industry, to 
promote friendship and better under- 
standing, and also to enlist the support 
of the wholesalers in the extensive ac- 
tivities of the two-state association. 


LEGISLATION STUDIED 

For the last twelve years, the ACJ 
has taken the lead in New York and 
New Jersey in dealing with proposed 
legislation. Considerable activity along 
the lines of legislation is expected in 


' 





1947 as a result of the economic changes 
that are taking place and the associa- 
tion will adhere to its established prac- 
tice of cooperating with retailing in- 
terest. All bills that affect business 
will be studied and measures that are 
constructive will be given support. The 
association represented the jewelry bus- 
iness in the New York conference on 
installment selling, and has also partici- 
pated in various movements in New 
Jersey. 


OFFICERS LISTED 


The officers of the ACJ are: Row- 
land D. Goodman, Tappin’s, Inc., presi- 
dent; Sidney Singer, Finlay Straus, Inc., 
Ist vice-president; J. J. Simon, Pane’s, 
2nd _ vice-president; H. M. Abelson, 
Abelson’s, Ine.. 3rd_ vice-president; Al- 
vin R. Baer, treasurer; William Wag- 
ner, executive secretary. Members of the 
Board of Governors, in addition to the 
officers, are: Seymour Greenberg, Royal 
Diamond & Watch Co., chairman; Jay 
C. Lighterman, Tappin’s, Inc.; Etta C. 
Boord, Personal Shopping Service; Her- 
bert Kappel, Busch Jewelry’ Co.; 
Archie Linder, Howard Company Jew- 
elers, Inc.; Wm. Goldblatt, Greenwold, 
Inc. 








Hundreds of richly ornamented watch keys and chatelaines have been donated to the Clock- 

makers’ Company, London, by the widow of Mr. Arthur Hill. Mr. Hill's collection included 

gold keys set with diamonds and rubies, keys decorated with exquisite miniatures under 

crystal, and others shaped like pistols. When the collection has been catalogued, it will be 

shown in the company's museum in the Guildhall, London. This is a selection of keys from 

the group. The tray pictured above has as its theme heads of famous people and notable 
ships carved in gold. 
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HONEY COLORED 


BLACK ONYX 


Special Orders Welcomed 
Whether Large or Small 


JUCHEM BROTHERS 


315 W. 5th S#. 
Los Angeles 13, Calif. 











“THE PATHWAY TO SUCCESS” 





JEWELRY—ENGRAVING 


BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 
Dept. C Peoria, Ill. 























PEARL 
STRINGING 


Best in the midwest for 
workmanship and service 


M. LANGE CO. 


425 W. WRIGHT STREET 
Milwaukee 12, Wisconsia 














STAR GARNETS 
Of the better quolity. Deep rich red, with 4 
rayed stor. Quoted on request. 
CRYSTAL SPECIMENS of all kinds for window 
display. Free price list. 


Vv. D. HILL 
Complete Gem & Mineral Establishment 
R#7, Box CD Salem, Oregon 




















ffcme WATCH CO, 


3 S.WABASH AVE. CHICACOILL. 


USED WATCH 
MATERIALS 


USED MOVEMENTS 1 | 2 


Geod Cenditica 
Geed Dials 
THE PRICE OF 


O-Size Elgin, 
Waltham 
ag > gti: bpp 
18 Size Hunting, | NEW MATERIALS 
Wheels, pinions, 
pallet forks, efc., 
74.$1-80— 18d, $2.00 for all watches. 











7J,$1.25—15J, $1.75 
18 Size O.F. 


Eigia, Waltham 
ze Elgin, Wal- Send sample of 


them, Hunting whot you want! All 

TJ, 61.99— 16s. 88.08 Guoranteed! Remit 

. if ctory. 
6).$2.00—15).82.80 | n'y * satisfa 
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Harry Greenwold Co. 


The House of Quality and Service 
1S WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


HAMILTON WATCHES (Zones 7 and 8) 


Lines of quality and style that give you pro- 
tected profit. You can recommend these lines 
foe col i amet  Siclesl lee Abimealililel lila & 








WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 
obligation. 


THE SCHUMER BROTHERS C0. 


Manufacturing Jewelers 
5 E. Third St. Cincinnati, Ohio 








DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


LITWIN & SONS 
114 West Gth Street. Cincinnats Ohio 





KLEIN BROTHERS 
COMPANY 


WHOLESALE JEWELERS 


ENQUIRER BLDC. CINCINNATI, O. 














PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
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q George B. Hovey, formerly with 
Lange’s Jewelry Store, is now associ- 
ated with Carroll’s Jewelers, 5th & Main 
Sts. Mr. Hovey has been in the jewelry 
business 30 years, nine of which he spent 
with Lange’s. 

q Fred Lounsbury, Community Silver 
Co., was a recent Cincinnati visitor. He 
was accompanied by Merchandise Man- 
ager Dudley Sanderson. 

qJ. E. Johnson, formerly with the 
Frank Herschede Co., Cincinnati, and 
Bloch & Co., Los Angeles, was a recent 
visitor in Cincinnati and called on Cliff 
Bennett of the Herschede Co. 

q Anton Gangl has opened a new store 
on the 11th floor of the Union Trust 
Bldg. His brother from Memphis, Tenn. 


| is visiting Cincinnati. 
q Percy Lucas of Rosfelder Bros. re- 


cently left the hospital and has gone to 
Florida to spend the winter with his 
brother. 

q Lars R. Ollson and Al Gebhardt re- 
cently met in the South while they were 
on business trips and spent an evening 
together. Gebhardt is president of the 
Town Criers and Ollson is a_ past 
president. 

q Friends of Cornelius Donahue of 
Adams Watch Co., N. Y., were pleased 
to hear that he expects te be coming 
west. 

q Gus Kuhnheim with E. Jacobs Sons 
Co., is back on the job after a recent 
illness. 

q Friends of G. Spender Brown will 
be pleased to know that Mr. Brown 
is still with Seth Thomas Clock Co. 
and covers Chicago and several other 
western states. His nephew, Mr. Mur- 
ray, was a recent visitor to Cincinnati. 
q Mair Jewelry has opened for busi- 
ness at its new location, 2040 Front 
St., Cuyahoga Falls, O., where jewelry, 
records, and some appliances are 
available. 

q The Bancroft Jewelry Co. has moved 
to Room 419, Mayflower Hotel, Akron, 
Ohio. 

q Eddie Whitman’s friends will be 
pleased to know that he expects to be 
on the road soon in 47. Mr. Whitman 
is with Herschede Revere Clock Co. 

q Richard Fenstermacher was in Cin- 
cinnati recently and had lunch with the 
Round Table Boys. 

q The Northern Ohio Guild of the 
American Gem Society held a meeting 
on November 12 at the Hatch Building, 
Western Reserve University. Dr. Henry 
F. Donner gave a lecture on “The natural 
occurrence of gems and metals-crystal 
systems.” Ray C. Hoover, president, 
displayed and demonstrated his new 
American-made G.I.A. Refractometer. 
The technique of finding interference 
figures with the Polariscope was also 
demonstrated. A question and answer 
session followed the lecture. 


CINCINNATI 


Cleveland and Akron Guilds of AGS 
Preparing for Spring Conclave 


Up to the present time the Cleveland 
Convention Bureau of the American 
Gem Society does not have any suitable 
dates open (except Easter week-end) 
for the Spring Conclave. Tentative res- 
ervations have been made, however, with 
the Netherland Plaza Hotel in Cincin- 
nati for the last week in March (Friday, 
Saturday and Sunday). The outlook ap- 
pears promising in the Akron area, ac- 
cording to correspondence received from 
city officials and members there. 

The Board of Directors will choose 
one of the two cities, whichever is the 
most convenient for all members and 
has the best transportation to and from 
the larger surrounding cities. Members 
are asked to write to the Executive 
Secretary letting him know if they can 
attend during the latter part of March 
and, also, stating any preferences they 
may have in regard to where the Con- 
clave should be held. 


pa 
FOR THE MEMO PAD 


January 


4--Chicago Jewelers Association, An- 
nual Banquet Hotel Stevens, Chicago, 
1]. 

6-11—Chicago Lamp Show, Palmer 
House, Chicago, IIl. 

6-11—Pre-Season Market Week Show, 
225 Fifth Ave., New York City. 

12-13—Indiana Jewelers 24K Club, 
Third Annual Convention, Antlers Ho- 
tel, Indianapolis, Indiana. 

18—24 Karat Club of the City of New 
York, Annual Banquet, Waldorf-Astoria 
Hotel, New York. 

20-24—Philadelphia Gift Show, Con- 
vention Hall, Philadelphia, Pa. 

26-31—-Allied Gift — Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

26-31—24th California Gift & Art 
Show, Brack Shops; Brockman Bldg., 
and Merchandise Mart. 














DISTINCTIVE 
JEWELRY 
WATCHES 


DIAMONDS 
THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 








THE JEWELERS’ CIRCULAR-KEYSTONE 











A Swn$)/$92"aaooaaewm 
The West Coast 














q Mac Willas, former owner of the Mac 
Willis jewelry store at 621 Adams St., 
Toledo, Ohio, has bought the jewelry 
store at 7558 Sunset Blvd., Los Angeles, 
Calif. He purchased the store from Dr. 
Walter O. Strutz, O. D. Mr. Willis has 
completely remodeled the store and is 
handling all nationally advertised mer- 
chandise. 

qF. C. Bumb has bought the jewelry 
store of M. G. Hale in San Bernardino, 
Calif. Mr. Bumb_ formerly owned 
Frank’s Jewelry and Music Shop at 
Clarkdale, Arizona. 

q Morris Jewelers, owned by J. E. 
Morris and D. G. Lieberman, have 
moved into their new, modern air-condi- 
tioned store at 8721 South Broadway, 
Los Angeles, Calif. They have been in 
business in the same locality for the 
past seven years and have another store 
at 5700 Crenshaw Blvd., Los Angeles. 
q Harry Holloway has opened a new 
jewelry store at 1132 Oaks Ave., South 
Pasadena, Calif. Before cntering busi- 
ness for himself, Mr. Holloway was a 
salesman in several leading jewelry 
stores for the past twenty-five years. 
He has one of the most modern jewelry 
stores in the Pasadena section. 

q E. Vance Rogers has opened a new 
jewelry store at 619 Baseline, San 
Bernardino, Calif., under the name of 
Van Rogers Baseline Jewelers. Mr. 
Rogers was in the retail jewelry busi- 
ness for eleven years in Hummelstown, 
Pa. 


q F. B. Miller, who was in the jewelry 
business for many years in Pomona, 
Calif, and who retired July 1, 1948, 
has again entered the jewelry business 
in Pomona. H. G. Bullock, who was 
Mr. Miller’s former watchmaker, will 
be his partner. The store will be named 
Miller and Bullock Jewelry Co. 

q William Reid, wholesale jeweler in 
the Metropolitan Bldg. Los Angeles, 
Calif., has opened sales offices in San 
Francisco and Salt Lake City, accord- 
ing to an announcement by Arthur 
Ross, sales manager and partner. Col. 
George Russell is in charge of the In- 
ner-Mountain office and Harry Green- 
baum, Jr., heads the San Francisco 
office at 210 Post St. 

q The following group of _ Seattle, 
Wash., jewelers have recently joined the 
Seattle Chamber of Commerce: William 
Shakespeare, 1024 Third Ave.; Irving J. 
Reibman, partner of Allen’s Jewelers, 
1817 Third Ave.; M. J. Prociv, Prociv 
Jewelry Co., 110 Union St.; Frank Y. 
Kitamoto, Frank’s J ewelry, 617 Jackson 
St.; and George Chihara, Chihara Jewel- 
ry Co., 612 Jackson St. 

q Daniel Zell, president of Zell Brothers’ 
Jewelry store, Portland, Ore., and Her- 
man T. West, of the same firm, re- 
eently qualified as registered jewelers 
of the American Gem Society. 
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q After a brief work-stoppage, jew~- 
elry workers of Portland, Ore., recent- 
ly secured a pay increase of 37¢ an 
hour. The new contract secured by lo- 


cal 41 of the International Jewelry 
Workers. an AFL affiliate, benefits 
manufacturing jewelers and _  watch- 


makers by raising the minimum wage 
from $1.75 to $2.12% per hour. It also 
provides for two weeks’ vacation with 
pay each year and addditional pay for 
work done on _ holidays. 


q Baranov Jewelers, who have been in 
San Diego, California for the past 
thirty-six years, have opened a jewelry 
department in Whitney’s Department 
store, San Diego. They are also open- 
ing a new, fully-equipped modern store 
in East San Diego at 2911 University 
Avenue. They are expanding rapidly 
and will open another new store at 921 
National Avenue, National City, Cali- 
fornia. Their main store is located at 
Fifth Avenue and Broadway in down- 
town San Diego, and it will be com- 
pletely remodeled and enlarged just as 
soon as materials are available. Mr. 
Nathan Baranov, Sr., is ably assisted by 
his son Sylvan Baranov. 


q Geneva Credit Jewelers, owned by 
Leon Josepho, and who have been lo- 
cated at 841242 South Vermont Ave- 
nue, Los Angeles, for the past ten years, 
have moved in their new, modern store 
at 8418 South Vermont Avenue. The 
store is the most modern equipped store 
in the Southwest section of Los An- 
geles. 


q Waters Jewelers at 6519 Hollywood 
Blvd., Hollywood, California, owned by 
M. Wasserman, have moved into their 
new store at 6810 Hollywood Blvd. The 
new store has an all mahogany interior, 
and there is a special room for silver 
pieces. The store is managed by Dick 
Swaede. 


q Dave Schneider, manufacturer and 
wholesaler of fine rings and mountings, 
has opened an office at 209 East Broad- 
way Avenue, Long Beach, California. 
Mr. Schneider represented several large 
wholesale houses on the Pacific Coast 
for many years. 


q Victor L. Huber, who has been con- 
nected with the J. H. Huber Jewelry 
Store in Yuma, Arizona, for the past 
fifteen years, recently bought the jewel- 
ry store of E. J. Wiseman at 223 West 
Center Street, Anaheim, California. Mr. 
Wiseman has retired from business. 


ee + 


Higgins Stores in New Hands 


On September 1, 1946, the interests 
of the Higgins Jewelry Co., in both the 
Du Quoin and Carbondale, Ill. stores, 
were purchased by Mr. Harry E. San- 
ford, Mrs. Ethel Swayne Sanford, Mr. 
George E. Knetzger and Mr. Pete Wil- 
liams. Mr. Harry E. Sanford, who has 
been in the store for 48 years and an 
active partner since 1915, will continue 
as manager. 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 

IN 


DIAMONDS 


AVE., PITTSBURGH 








18 = LIBERTY 
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ATTENTION ... 


@ We offer our services to 
firms who wish to sell in 
Canada. 


@ Distribution from Coast 
to Coast. 


@ Inquiries invited from 
manufacturers of exclu- 
sive lines. 


M. DAVIDOVITCH 
& SONS, LTD. 


359 ST. JAMES STREET W. 
MONTREAL, QUE. 











CHAS. ASCHERMAN 
AND COMPANY 








Wholesale Jewelers 
GENTS’ GENUINE HEMATITE 
RINGS $11.25 to $30.00 
503-7 Hippodrome Bldg. 
CLEVELAND 14, OHIO 














ROSFELDER 


BROS. AND CO. 
MANUFACTURERS 


Special Order Work 








413 RACE ST. 
CINCINNATI 2, OHIO | 
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Where to Buy 


IMPORTED 
China and Glaas 





EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 








MADDOCK & MILLER, INC. 
English China and Earthenware 


CROWN DUCAL Dinnerware 

MASON'S Ironstone China 

COALPORT Bone China and Kingsware 

ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 











TEDMAN IMPORTING CO. 


225 Fifth Ave., Room 829 #Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Breakfast Sets, Teaware, Smoking Articles, 
Toby Jugs and Lustreware 








: Importers ef 
7 ENGLISH CHINA 


& aad 
EARTHENWARE 


Stock end Impert 
ILLE & CO., INC. 


New York 10, N. Y. 
AL. 4-0104 


FONDEV 
149 Fifth Ave. 














ROYAL DOULTON 


Engitekh Bone China and Earthenware 


DOULTON and CO., Inc. 
we. &. senate aiemmenatenn 
zi2 Fifth Ave. 


New Verk, %. Y. 








PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Marray Hill 383-5460 











Wedgwood Ware 


Bone Chino Dinnerware, Queensware 
Jasper and Blacb Basalt 
Trade-Mark WEOGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 











JUSTIN TH{ARAUD & SON 


INC, 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 
MYOTT’S 
English Staffordshire Ware 








New England 
(From puye 367) 


q Paul Cookson, formerly with Alfred 
Mathieu, Kennebunk, Maine, jeweler, 
has opened a new store of his own in 
Biddeford, Maine. 

q Eliott Engstrom of Mahar & Eng- 
strom, Jewelers Building, Boston, has 
been vacationing at his former home in 
Wisconsin. 

q Hugh L. Atwood, formerly’ with 
Lippa & Company, Burlington, Vt., has 
recently opened his own store in Essex 
Junction, Vt. 

q Part ownership of the George T. 
Springer Company, Portland, Maine, 
jewelers, and designation as vice-presi- 


' dent and director of the concern were 
| surprise birthday gifts made to Edmond 


J. Beaulieu, Jr., by his father, owner of 


| the company, at the store’s annual din- 
| ner party at the Lafayette Hotel, Oct. 


30. Edmond junior, who was 21 years 
old on Nov. 1, was made a co-owner 
of a business established in 1870. <A 
graduate of Deering High School in 
1944, he attended the U. S. Maritime 
Academy, Castine, Maine, and after be- 
ing commissioned an ensign in 1945 
served in the Merchant Marine until 
last July. He then returned to assist 
his father in the store. 

q Mr. I. Leavitt of the Gordon Brothers 
jewelry store, Province St., Boston, has 
been ill at the Beth Israel Hospital, 
Brooklyn, where he is now convalescing. 
q One new salesman and two former 
G.I.’s who are training as salesmen, have 
joined C. W. Sweetland & Son, Inc., 
Jewelers Building, Boston. They are, 
respectively, David Abramson, Edward 
Shea, and John Lee. 

q Miss Priscilla Truesdale has joined 
the office sales staff of Smith & Zaff 
in the Jewelers Building. 

q John T. Starr, former G.I.,-has just 
completed training in watch repair 
work and has opened a jewelry store 
at 496 Main Street, Woburn, Mass. 

q Harold B. Logan, Brighton, Mass.., 
jeweler, has moved from 395a Washing- 
ton Street to new and larger quarters 
next door at No. 393. 

q A. R. Murray, formerly with Massa- 
chusetts Institute of Technology, has 
Just opened a new silversmith firm at 
30 Bromfield Street, Boston. 


q Edward Heffron, formerly an officer | 


with the Marine Corps, has just joined 


the Travis, Farber Company, Jewelers | 


Building, Boston. 

q Ed. Barkow has joined the sales staff 
of the Joseph Gann Company, Wash- 
ington Building, Boston. 

q Harry Gordon, who has travelled the 
New England territory for many years, 
is establishing a Boston showroom, with 
his son Sam, a former member of the 
armed forces, at 8 Winter Street, Bos- 
ton. While Mr. Gordon specialized in 
all types of jewelry boxes, the new firm 
will carry complete lines of diamonds, 
watches, costume jewelry, etc. Effective 
packaging will be a feature of Gordon’s 
offerings. 








q Among those now taking up GJ. 
courses in certified gemology are Ka- 
ward F, Magee, c/o Douglas Nathan, 
Fitchburg, Mass.; Walter Peterson 
(younger brother of John Peterson), 

Theodore Fangolis, and Frank Jackson, 

all with Peterson Associates, Needham, 
Mass. 

q Members of the Thomas Long Em- 
ployees Association held their annual 
party in the Crystal Room of the Hotel 
Kenmore on Nov. 13, with about 109 
present to enjoy the dinner and dane- 
ing and entertainment which followed, 

q John Palmer, jeweler, formerly of 
Gardner, Mass., where he _ operated 
Palmer’s Jewelry Store, and at one time 
located in Claremont, N. H., has just 
opened a new store in Newport, N. H. 
q.J. Walter Tapley of Presque Isle, 
Maine, has just sold out his jewelry 
store to Berry & Brown of the same 
town, who will merge the business into 
one store. 

q Forty-seven employees of the D. C. 
Percival & Company in the Jewelers 
Building held their annual dinner-dance 
on October 21 at the Hotel Somerset. 
As is customary, the “next-oldest” em- 
ployee was presented with a Hamilton 
gold strap watch. He was Ralph Baker, 
New York salesman who had been with 
the firm for 37 years. 

q Crown Jewelry Manufacturing Co. is 
now located at 861 Broad Street. It was 
formerly located at 661 Westminister 
Street. 

q Herbert H. Sohn, doing business as 
the Arteraft Jewelers, Providence, was 
fined $30 on each of 15 counts of using 
tin in excess of the 1.5 per cent Govern- 
ment limit in the manufacture of 
jewelry. Sohn pleaded guilty. 

q Some Providence jewelry stores re- 
port that sales volume are below ex- 
pectations and are questioning the fore- 
casts of a record Christmas business. 
Customers are much fussier although. 
willing to pay higher prices for mer- 
chandise of a_ better grade. Inferior 
merchandise cannot be sold at any price. 
One store which has added _ electrical 
and household appliances said that de- 
mand is not up to that of a few months 
back. There is no undue pessimism among 
the jewelry retailers but one of the 
more successful stores is understood to 
be watching inventories with a more 
critical eve. 








ORREFORS oF SWEDEN 


GLASSWARE 
U. S. A. Representatives 


FISHER, BRUCE 2 CO. 


Phila.: 221 Market St. e New York: 1107 Broadway 

















SWEDISH CRYSTAL | 


Kosta Alsterfors 


aleras Bohlmarks 
DANISH CERAMICS (Bing and Grondahl) 


D. Stanley Corcoran, Inc. 


212 Fifth Avenue New York 10, N. Y. 
MUrray Hill 7-7823 
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SypNEY EARL Brown, 63, district rep- 
resentative for the Elgin National 
Watch Co. in the Carolinas and Georgia, 
died October 25, following a brief illness. 
Mr. Brown was with the Elgin Co. for 
17 years and spent the majority of his 
time with the sales division. He is sur- 
vived by his widow. 

PasavaLeE CaFaro, 73, founder of a 
Youngstown, Q,. jewelry store, died 
Nov. 5. He came to Youngstown in 
1899 and established his store in 1906 
in the Brier Hill district, where he 
operated for years. His wife, two sons, 
two daughters, and two brothers survive. 

Greorce H. Casstpy, Sr., 77, retired 
Canton, O., jeweler, died Oct. 23. He 
opened his own store in 1905, retiring 
three years ago. A son, George H., Jr., 
now operates the business. 

Pump Cora, 56, manufacturing jewel- 
er, Providence, R. I., died November 
8 In 1926 he formed the Welfare Jew- 
elrv Co. with Louis H. Pastore, and 
later organized the White & Coia Mfg. Co. 
At the time of his death, he was presi- 
dent and treasurer of the United 
Jewelry Co. He had also been operating 
the Keystone Jewelry Co. in partner- 
ship with John Murgo for about eight 
months. 

Leo Davmorr, Wilkes-Barre, Pa, 
jeweler for 22 years, died recently in 
Wilkes-Barre General Hospital. Sur- 
viving are his wife, three children, a 
brother and a sister. 


Henry Doepker, retired jeweler of 
Cincinnati, Ohio, died November 2. He 
started in the jewelry business on Elm 
St. in 1887 and was active until five 
years ago. In 1904, he took his brother 
Fred Doepke into partnership. 


Epwarp R. Frankston, 66, who 
served for 33 years as advertising man- 
ager for the Hertzberg Jewelry Co., 
San Antonio, Tex., died November 2, 
after a short illness. 


LAWRENCE SpauLpDING Harwe.u, 42, 
president-treasurer of Mulford Jewelry 
Co., Memphis, Tenn., died October 21 
of a sudden heart attack after a long 
illness. Surviving are his wife, a son 
and three sisters. 

Harry Josepn Levinson, Dallas, 
Texas, jewelry salesman for 21 years, 
died September 19 after a short illness. 

Evcene Netson, 26, of the Neilson 
& Sperry Jewelry Co., Shawnee, Okla., 
died at Oklahoma City September 20 as 
a result of a cerrebral hemorrhage. 

ALBertT Piimpron, 70, a New York 
jewel broker died October 23 of a heart 
attack. He is survived by two sisters. 

Mones Pong, 69, retired Oklahoma 
City, Okla., jeweler, died November 9 
of a heart attack in his home at 2416 
N. Shartel. Mr. Pone retired from his 
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business in 1939. He is survived by his 
widow, two sons, a daughter and a 
sister. 

Avsert Ramsay, 66, president of Al- 
bert Ramsay & Co., Inc., New York, and 
a member of the New York 24 Karat 
Club, died October 25. Surviving are 
his wife and two sons. 

Frank J. Reimer, 55, prominent local 
jeweler of Grand Haven, Mich., died 
October 24 after a long illness. He is 
survived by his widow, a daughter and 
grandson, 


Henry Max Rernuarpr, 45, Salt Lake 
City, Utah, operator of Rinehart Jewel- 
ers, died October 27 of a heart attack 
while on a business trip in Colorado. 
He is survived by his widow, a daugh- 
ter, a brother, a sister, and mother and 
father. 


Newron H. Rogers. 70, retired Brook- 
lyn jeweler and former employee of 
the jewelry firms of William Wise & 
Son, Brooklyn, and the Hayden W. 
Wheeler Co., New York, died October 
28 after a long illness. Surviving are 
his widow and a son. 

Witt Sares, 69, operator of a lead- 
ing jewelry and optical store in Louis- 
ville, Ky., died October 29 after a short 
illness. He is survived by his widow, 
three daughters, two brothers and two 
sisters. | 

GeorGE W. Scrisner, 89, founder of 
Scribner & Loehr Co., Cleveland, O., 
died Oct. 31. Mr. Scribner entered the 
Jewelry trade more than half a century 
ago, and in the 1920’s organized the 
George Scribner & Sons Co., jewelers. 


Dr. H. A. Sprague, pioneer Ada, 


Okla., jeweler, died October 10. He | 


and his brother, Joseph Sprague, en- 
tered the jewelry business in Ada in 
1901. Since 1914 Dr. Sprague had been 
in the jewelry business at Pauls Valley, 
Okla. 

Joun Lewis Teeters, 85, founder of 
the J. L. Teeters Co., Lincoln, Nebraska 
wholesale jewelers, died October 23 of 
a heart attack. He is survived by a 
sister and three nieces. 


Davin L. Warren, Syracuse, N. Y., 
manufacturing jeweler for more than 
30 years, died recently in his home after 
a brief illness. He is survived by his 
wife, a son and daughter. 


ee 


Adds Costume Jewelry Dept. 


The J. C. Penney Company’s Albany, 
Ga., store is opening a costume jewelry 
department. Two glassed-in counters 
have been arranged to hold the jewelry. 
One counter is turned crosswise to the 
entrance door, and the other length- 
wise. The counters are being equipped 
with fluorescent lights. 











Where to Buy 
AMERICAN 


China and Glass 








Keusington 





sume CRYSTAL ano BENT GLASS 


Giftware of Distinction + ~° 





KENGINGTON, ING. NEW KENSINGTON, PA, 








GIFTS 


for MEN 


A comprehensive selection of 
Accessories with Sporting Motifs. 


Y OGUE HUN 
Sterling Game Bird Sote—-Foid? Available 


SUN GLO STUDIOS few York 10. N.Y. 











oe Benen @ En a: 
ACCESSORIES 
FURMITURE 


MARY RYAN 


12% Filth Avence, GIFT AND ART 


Merchandise tdart 


Mew Vere 


Chaicoqge NOVELTIES 








ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
DE LUXE TABLEWARE 


for the 
FINE CHINA TRADE 
MADE IN AMERICA- MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 











THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Excilesive 


THEODORE HAVILAND CO., INC. 


28 W. 23rd ST. 1550 MERCHANDIGE GVART 
NEW YORK CITY CHICAGO, ILL. 














LENOX 


America’s Finest 


CHINA 


slo 





LENOX 
MADE IN'U-5-% ‘Trenton 5, New Jersey 














CRYSTAL—/-om Sinadlin 


Stemware, Bowls, Vases, Perfume 
Bottles and Smoking Accessories 


ENRIGHT - LeCARBOULEC, INC. 
160 Fifth Ave. New York 10, N. Y. 
CHelsea 2-5558 
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Adjusting a Balance Stafi 


First part of a new chapter on how to adjust an oversize balance 


staff to fit a movement when it is found impossible to duplicate 


the original. Methods used in shortening stafi are explained here. 


by HENRY B. FRIED 


Executive Secretary, 
The Horological Society of N. Y. 


Part I: How to make the balance staff shorter. 
Drawings by the author 


HEN selecting or matching a balance staff, it 

is sometimes impossible to duplicate it. In that 

case, a staff should be chosen whose measurements most 

nearly match the original. However, the parts that do 

not match must be selected larger than that of the sam- 

ple. This makes it possible to reduce these ponte to the 
exact size. 

When such a staff is chosen, it should be placed into 


6) 


i, 


1 
| : 





a Ara ate 





the movement as though it were attached to the balance 
wheel. The balance bridge cap jewel (endstone) should 
be removed as a safety precaution, permitting the pivot 
to protrude through the hole jewel should it be higher 
than needed. This also prevents breakage to the pivots 
or cap jewels. In this way the staff may be easily 
observed for alignment. 
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Also, despite many efforts to obtain a satisfactory 
duplicate, sometimes a staff is fitted that needs adjust- 
ments. These adjustments should be made only after 
very careful observation. 

In Fig. 1, the staff is shown placed into the move- 
ment and the balance bridge, minus its cap jewel, is in 


place. This staff is too high as indicated by the ve 


‘a ”? 


sticking up through the balance bridge hole jewel at 
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Fig. |. By first placing the 
oversize staff into movement 
the watchmaker can determine 
where correction must be made. 


Wi 


‘Before making the staff shorter, an examination is 
made to determine where the correction should be made 
and which pivot, upper, lower or both has to be short- 
ened. In this case, the balance and roller are illustrated 
in phantom view. The roller is shown, staked to the 
staff but its position on the roller post and roller seat 
of the staff indicate that it is too high for the roller 
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jewel to be engaged by the pallet fork, (““‘b’). The 
guard finger is also out-of-line with the safety roller, 
“e 3. 

The balance wheel, when staked to the staff, will 
move in a plane too high and will scrape the center 
wheel should they overlap, (“d,’ Fig. 1). 

In order to give clearance to the balance and bring 
the rollers into engagement with the pallet fork and 
guard finger, the lower pivot must be shortened. This 
will lower the entire unit and permit the upper pivot 
to descend in the upper hole jewel to its proper level. 


Fig. 2. Pivot has 
been shortened here 
but cone section of 
staff will have to be 
cut away further to 
eliminate the wedge 
shape of the pivot. 














However, if the pivot is simply shortened, it cannot 
go through the hole jewel for sufficient distance to‘ rest 
upon the cap jewel. In Fig. 2, the lower pivot was 
shortened to comply with the demands of Fig. 1. How- 
ever, now the coned section of the staff is resting against 
the edge of the hole jewel at “A,” Fig. 2. The pivot 
end does not contact the cap jewel (“B,’ Fig. 2). This 
will not permit the watch to run because of the wedge- 
like shape of the pivot and the resulting friction. 

To permit this pivot to reach the cap jewel, a portion 
of the coned section of the staff will have to be cut away 
so that the cylindrical portion of the staff will be long 
enough to reach the cap jewel. In Fig. 3, the shaded 
area represents the part of the staff that must be cut 
away to make the remaining portion resemble the un- 











Fig. 3. The shaded area here 
represents that part of staff 
that must be cut away to fit. 


























shaded area. in fact, the shortening of the cone should 
be done before reducing the pivot length. In this way, 
the original length of pivot serves as a guide for the 
thickness of the final desired pivot as well as aiding to 
keep the new length cylindrical. The extra long pivot 
which results from cutting the cone into the body of 
the staff is reduced later in the final operations. 

A well shaped pivot should resemble the one pictured 


ol8 









in Fig. 4. Here the pivot (including the cone), is cop- 
sidered as one unit. The cylindrical portion “A” makes 
up one-third the length and the coned section “B” the 
remaining two-thirds. The radius as shown by the arrow 
“R” indicates how the coned section should be shaped, 
A pivot thus formed will be strong and serviceable. 





Fig. 4. This represents g 
well-shaped pivot. Cylin. 
drical portion “A" should 
be one-third of the length 
and the coned section "B" 
makes up other two-thirds, 








To cut the cone shorter and yet retain the radius 
or curved effect, a graver whose point has been slightly 
rounded off is used. Such a tool is shown in Fig. 5, 
cutting the coned part as specified in Fig. 3. The 
graver must be well sharpened with a smooth, even edge 
























































Fig. 5. A well-sharpened 
graver with point slightly 
rounded is used to cut the 
cone shorter but still re- 
taining the correct radius. 






so that the resultant surface will also be smooth, re- 
quiring little to finish and polish the cone or pivot. The 
lathe chuck that will hold the staff must be true and 
close fitting, otherwise the new pivot may not be true 
and on the same axis as the pivot at the other end of 
the staff. This would throw the balance out of round 
and out of poise, making good timekeeping almost an 
impossibility. Therefore, before any cutting operation 
on the staff is started, the staff must spin perfectly true 
in the lathe. 

The original (cylindrical) portion of the pivot as 
previously stated, remains on the staff to the last as a 
guide to the thickness of the pivot. This also serves 
as an aide in guiding the grinding operation to preserve 
the cylindrical shape of the pivot. 
(Please turn to page 382) 
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mode SYSe1n 1S essemal |” 


to try to run a business profitably without a good 
modern National Cash Register system.” 


“When I took over this business the first thing I did 
was to place an order for a multi ple-total and multiple- 


drawer National Cash Register system. It has enabled 
me to check stock inventories, and to account for all 
merchandise sold. Furthermore, by providing printed 
figures on sales-slip records, I have been in a position 
to prevent losses from failure to make proper charge 


Just such outstanding advantages have made the 
use of National Cash Registers almost universal on 
the part of successful jewelry stores. Let your local 
National representative show you how the right Na- 
tional Cash Register system will help you to keep track 





of state and federal taxes . . . enable you to record and 
control lay-away and time-payment plans more effec- 
tively . . . speed service to customers . . . save money 
... and keep better records in your jewelry store. Or 
write to The National Cash Register Company, Day- 
ton 9, Ohio. Offices in principal cities. 


records, and the losing of records once made. 

“Each salesperson has his own cash drawer and 
total, which makes him responsible for his records 
and money handled. By means of this I can tell how 
much each is selling, and how accurate each is in the 
recording of transactions and the handling of change 
and money. I know from experience that it is no use 


& See the National Cash Register for Jewelry Stores 


This National Cash Register is designed for use in jewelry stores. It will enable 
you to know how your profit-building specialty items are selling. It records sales 
made in each of five departments and provides individual cash drawers and totals 
for each of four salespeople. It also shows a total of money paid out. In addition, 
the register prints a receipt, or certifies a sales-slip, on every transaction. Specially 
designed models for time-payments sales are available for stores handling this 
work. Ask your National representative for a demonstration. The National Cash 
Register Company, Dayton 9, Ohio. Offices in principal cities. 











CASH REGISTERS * ADDING MACHINES 
ACCOUNTING-BOOKKEEPING MACHINES 
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OOD FILLING—lIs there anything better than 

plastic wood, for filling in accidental holes, splin- 
tered places, etc., in wood clock cases? (Question No. 
5896) S. P. 


Answer—tThe trouble with plastic wood for some 
cases of filling in dents or holes in finished clock cases, is 
that unless there is a deep or straight-sided hole, the 
plastic wood is rather hard to make stay in and, if it 
does, its rough surface, after drying, has to be varnished 
and refinished. A better way is to use white shellac, as 
bought in stick form, and apply this melted. Heat a 
metal blade of any convenient form, such as a steel wood- 
carver’s chisel of small size; apply the shellac stick to 
it, and press the melted shellac on the blade into the 
hole. Repeat this until the surface of shellac has been 
built up flush with the surface of the clock case, or rather 
a little higher. With the hot blade, “model” the shellac 
surface as nearly as you can to match the form of the 
wood—angled or rounded if on a corner—and finally 
finish the shellac surface with fine sandpaper, then fine 
steel wool, and rub with oil or furniture polish. If the 
case is of veneer or plywood, and the damage shows 
light-colored wood at the bottom, stain this to match 
approximately the color of the main surface, before ap- 


plying shellac. 


EMOVING OXIDATION—What can I use to re- 

move the blackened portion on chromium watch 
cases, after soldering? Nothing so far tried does the 
trick. (Question No. 5897) P. B. C. 


Answer—Slowly drop sulphuric acid into water, to 
make up a solution of one part acid to five parts water. 
Immerse the discolored work in this until the oxidation 
disappears. If this seems to go too slowly, the action 
may be hastened by rubbing solution on work with a 
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WORKSHOP 
QUESTIONS 
AND 

ANSWERS 














piece of pegwood, or by making the solution stronger 
in acid; but not more so than say, one part acid to four 
parts water. 


UCKOO CLOCK PARTS—Where should I go to 
obtain repair parts for a cuckoo clock; it has no 
maker’s name on it; has cast brass framework, and 


brass wheels, with lantern pinions. (Question No. 5898) 
¥’. L. G. 


Answer—Your description of the cuckoo clock indi- 
cates one of German manufacture, not one of the oldest 
type; probably made during the past 75 years. During 
this period, probably the largest importers of these 
clocks have been Breitinger & Sons, 1669 Ruffner St., 
Philadelphia, Pa., and Frank Kauffman, 1485 Third 
Avenue, New York City, firms still in business, who no 
doubt have at least some items of repair-material still in 
stock, although during the past six years there have been 
practically no imports of such goods. 


IL SOLVENT—What is the best liquid for dissolv- 
ing gummy oil from parts of complicated watches? 
Gasoline doesn’t seem strong enough. (Question No. 


5899) M. O. 


Answer—Sulphuric ether is probably the most effec- 
tive dissolvent. It is too costly for general work, but 
not for exceptional jobs, as on the steel parts of com- 
plicated watches. It is obtainable at drug stores. Re- 
inember that its fumes are very inflammable; keep it in 
tightly covered container, and never use it in the vi- 
cinitvy of open flame of any kind. 


ATCH JEWELS—I’ve always had a “pipe-dream” 
of making some jewels for watches, so I would be 
in position to make a jewel when a job turns up for 
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* Making some alarm clocks to- 
day. Quantity and variety are 
“The Crosscurve never still limited but prewar quality 
sets or disappears” standards are being met or ex- 


celled. 
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WHOLESALERS 


WATCH-MOTOR MAINSPRING CO., Inc. 
Manufacturers « NEW YORK * Distributing those clocks fairly, 


with regular allocations against 
existing orders from established 
Gilbert distributors. 








* Preparing to solicit new or ad- 
ditional business as soon as ship- 
ments against it will not adverse- 
ly affect the delivery status of 
current obligations to customers 


with a prior claim. 


* Constantly planning further im- 
provements in quality, style and 
production volume to better 
serve both the established cus- 
tomers of today and the po- 


tential new customers of the 
future. 














All Types, 


Styles, Colors Fitted. 
Write for Price List 


SPECIALIZING IN 
FANCY ROCS AND LUCITES 


ARICRAFT 
CRYSTAL CO. 


942 So. B’way 
LOS ANGELES 13, 
CALIFORNIA 












THE Won. L. GILBERT CLock Corp. 


clock makers to the nation since 1807 


WINSTED, CONN. 
Laconia, N. H. 


551 Fifth Avenue 141 W. Jackson Bivd. 
New York 17, N. Y. Chicago 4, Ill. 
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which I can’t buy one; also to make alterations in jewels 
if needed. Is there any good book on this subject? 
(Question No. 5900) T. N. 


Answer—Yes; rather recently (1942) appeared the 
first book we know of, that would cover the ground you 
mention: “Diamond and Gem Stone Industrial Produc- 
tion,” by Paul Grodzinski, published by the National 
Association of Goldsmiths Press, Ltd., London, England. 
Inquire for book at your material dealer’s or of Henry 
Paulson & Co., 37 So. Wabash St., Chicago, III. 


EMOVING WATCH BACK—TI bought a patented 
arrangement for removing water-proof watch-case 
backs by cement method, but it does not work on some 
cases, and would appreciate vour advice. (Question 


No. 5901) W. B. 


Answer—You do not explain what method or device 
it is that you are having trouble with, although appar- 
ently it is something in which some kind of fusible 
cement is supposed to hold the case-back on a handle 
that affords a leverage with which to unscrew the back. 
What occurs to us is that maybe you neglect to clean 
the case-back thoroughly of any trace of grease before 
applying a cement or perhaps the cement is too brittle 
to stand the strain of the work. The latter migh be true, 
if you use an ordinary grade of vellow engravers’ cement, 
which is not intended to withstand a great strain such 
as this job involves. A better cement would be good 
sealing-wax, sold by stationers. This retains some elas- 
ticity, after cooling and does not “shatter” or crumble 
under considerable strain. For cleaning off any trace 
of greasy matter, naphtha may be used or a good grade 
of denatured alcohol, or any other of the usual liquids 
used for metal cleaning. 


LD REPAIR PARTS-——Where can I obtain material 

(repair-parts) for an English watch engraved, on 
upper plate, “Jas. Hanbury, London, No. 9183”—? 
(Question No. 5902) E. W. 


Answer—Repair parts for such watches are not 
stocked by material dealers because these watches were 
hand-made; besides having been made in such small 
quantities, and great variety, that there was no “trade” 
in material, in those days, organized like it is today for 
current makes and models of watches. Some of the better 
trade-repair shops could make needed parts for you, if 
the job would justify the high price of such work. You 
might write inquiries to some of these shops whose ad- 
dresses are in advertisements in Jewelers’ Circular-Key- 
stone in the Classified Section, under the heading ‘“Watch 
work, etc., for the Trade.” 


eee CASTING—What is the centrifu- 
gal method we read about, for casting jewelry? 
(Question No. 5903) W. L. 


Answer—Centrifugal casting is a method in which 
a machine is used that rotates the mold, filled with molter 
metal, so that centrifugal force causes the metal to press 
into and completely fill the most minute details of the 
space in the mold. Equipment for this work may be 
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obtained from Alexander Saunders, 95 Bedford St., New 
York, 14, New York. The claims made for this process 
are not only that it produces sharper “cleaner” castings 
in their details, but that the metal of the objects pro- 
duced by it is denser in its structure. 


ESTING SILVER—Is there any method for testing 
silver, like with acid for gold? (Question No. 5904) 
Ss. W. 


Answer—Yes, except that test-needles and stone 
are not used. Dissolve 2 grams of silver nitrate in 30 
cubic centimeters of distilled water; add a drop of ni- 
tric acid. Clean the metal for testing; apply a drop 
of solution. On sterling silver the solution will remain 
its original color. On silver alloys with more base-metal 
than sterling silver, the drop of solution will change 
color to a shade of brown, darker in proportion to greater 
amounts of base-metal in the silver alloys; i.e., darker 
and darker as silvers tested would be of lower grades of 
“fineness.” 


LDEST WATCH—We have concluded a contest 

offering a prize to the customer showing us the old- 
est American-made watch, and believe we are correct 
that the two oldest are an Elgin No. 4441, and a Wal- 
tham No. 1278. But we want to be,certain between these 
two, and would like your word about it. We are aware 
that serial numbers of different companies are not in any 
way related. (Question No. 5905) A. C. 


Answer—The Waltham watch No. 1278 would have 
been made about the year 1855, and the Elgin No. 4441 
between 1867 and 1870; so there can be no doubt about 
which is the older. | 


EMPERING BRASS~—-Am making up a part for a 

model of an improved tool that I expect to have 
patented. This part must be made of brass, and must 
have a quite elastic or springy quality. Naturally I 
wouldn’t disclose the form of this part; but want to 
know how to give the brass in it the greatest degree 
of spring-temper. (Question No. 5906) S. R. T. 


Answer—Since you do not wish to tell anything 
about the form or use of the brass part, we cannot ad- 
vise you very definitely how to temper the metal in it; 
but will say, in general, that you can do this by ham- 
mering the metal, by rolling it, or by selecting brass 
from a dealer’s stock that has maximum elasticity, and 
making your part of it, without any application of heat 
during its shaping. 





ADJUSTING A BALANCE STAFF 
(From page 378) 


When the coned section has been cut into the body of 
the staff, the new pivot should be left slightly thicker 
than needed so that this may subsequently be reduced 
to size by successive grinding and polishing operations. 
The staff is now ready to be reduced to size. 

(To be continued) 
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WATCH WORK, ETC, FOR THE 
TRADE—Cont. 
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COMPLICATED watch repairing; spe- 
cializing in chronographs, repeaters 
and chronometers; timed on record- 
‘ng machine; one week’s service. 
Felder’s, 1173 52nd St., Brooklyn 
19, N. ¥. Windsor 6-5300. 











WATCH repairing for the trade; quick 
service guaranteed; years of ex- 
perience; reasonable prices; write 
for further information. Elgin 
Watch Kepair Shop, 108 E. High- 
land Ave., Elgin, Ill. 








IF you are looking for a reliable place 
to send your watch repair work, we 
offer service of the highest quality; all 
workmanship guaranteed; postage pre- 
paid one way; price list sent upon re- 
quest. Josiah Odence, Inc., 215 Fourth 
Ave., New York 3, N. Y. 





a ne acme 


PERT watch repairing; we specialize 

= mail orders; 10-14 days’ service; 
all watches timed and tested by the 
latest Western Electric Watchmaster ; 
time charts for each watch will be 
supplied upon request. lL. Z. 3 
Eliwood St., New York 34, N. Y. Lor- 
raine 7-1361. 





DUE to expansion, we are in position to 
accept additional trade work of good 
quality; repairs are so complete and 
guaranteed, you do not have to touch 
the movement or clean case; give this 
your immediate attention, for we have 
openings only for a few good accounts ; 
prices cheerfully furnished. Regulated 
Time Service, 1508 Charlotte St, 
Bronx 60, N. Y. 





EXCEPTIONALLY fine watch repairing 
by our staff of competent watchmakers, 
jewelers have found that our complete 
watch repair service means quality, ef- 
ficiency, dependability, good material, 
and good workmanship; al) watches 
are precision timed on our Watch- 
master; there is no substitute for good 
craftsmanship; price list on request. 
The Harr Watch Repair Co., 545 Fifth 
Ave., New York. 





GIVE us one week; yes, that is all we 
need to put your watches in A-1 con- 
dition; we have the men, the equip- 
ment and the experience for maximum 
production, and the many letters from 
satisfied customers the country over 
can testify to our ability to do the job 
right; try us and see; send for our 
special service and price list. Karelin 
Watch Service, Time Specialists, 116 
Nassau St., New York City. Member 
of the Jewelers’ Board ‘of Trade. 





ARE you interested in quality watch re- 
pairing ; we have a fully equipped 
watch repair shop that is able to take 
care of your every need in watch re- 
pairing, refinishing dials, crystals of 
all types, watch case repairing and 
furnishing of new cases and dials; we 
do work for sume of the finest jewelry 
stores and will gladly furnish refer- 
ences; price list upon request. J. & F. 
~ 79 Chrystie St... New York 2, 








WE specialize in repairing all types of 
watches, both American and foreign; 
in cleaning, movements are entirely 
dismantled and thoroughly cleaned, 
each piece receiving individual atten- 
tion, thus assuring you of the finest 
job possible; all jobs are guaranteed 
against defective workmanship and 
material; in addition, our jewelry re- 
pair department is ready to help you 
with all jewelry repairs, including spe- 
cial order work of all kinds. H. Win- 
— 1548 Belmont Ave., Chicago 13, 








WE guarantee you first class watch 
repairing; our work will help pro- 
gress your business; we employ a 
stall of eight expert watehmakers; 
we repair all kinds of complicated 
watches, repeaters, chronographs, 
etc.; we also vibrate hairsprings, 
and we make parts, particularly 
staffs for obsolete watches; all the 
work is done in our own shop; we 
can give you good service; price 
list on request. Simon Amtman, 9 
Maiden Lane, New York City. 





HAVE you a watch repair problem: 
hundreds of jewelers throughout the 
country have found it quicker and less 
costly to send us their watch repairs; 
our large staff of 45 thoroughly experi- 
enced mechanics assure you of the 
finest qualtiy work and our production 
system will give you rapid service at 
moderate cost; our work is timed on 
Watchmaster Recorder and fully guar- 
anteed; all watches are fully insured 
and protected by Holmes otective 
Service; over 200 accounts ship us 
their repair work regularly and our 
files are full of letters praising our 
workmanship and our service; please 
correspond with us before shipment to 
avoid unnecessary delay. Dependable 
Watch Co., 132 Nassau St., New 
York 7, N. Y. Beekman 3-4427-95. 
Members—Jewelers Board of Trade. 








Special Order Work and 
Repairs for the Trade 


Minimum eharge (25 werds) $1.50 
Additional] words, 5 eents a werd 





PEARLS and beads restrung 50¢ per 
strand; quick service. Oscar G. Carl- 
son, 1149 Oakland Ave., Indiana, Pa. 





HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Vir- 
tanen, 45 Park Place, Morristown, 





JEWELRY repairing and stone setting 
for retail jewelers: fine workmanship: 
very prompt’ service: mail orders 
solicited. Blanchard Mfg. Jewelers, 434 
16th St., Denver, Colo. 





H. & I. Jewelry Polishers and Lappers, 
93 Nassau St., New York City: ex- 
pert on gold and platinum jewelry: 
mail us your work to be polished; 
prompt service guaranteed. 





BEADS of all kinds restrung by ex- 
perts for the trade; reasonable prices 
and prompt service: bonded. Rankin’s 
Pearl House, Box 1384, Beaumont, 
Tex. 





DIAMOND setting, hammered work and 
scholastic work for the trade: prompt 
service guaranteed. Atlas Stone Set- 
one Co., 44 Franklin St., Providence, 





BEADS restrung; all style beads restrung 
on cord or chain: prompt service; can 
furnish references. Mrs. Helen’ E. 
Stump, 202 State St., Shillington, Pa. 
Just outside Reading. 





EXPANSION bands, Carmen bracelets re- 
paired; minimum charge $1; factory 
method; two-five days service. Expan- 
— Repairs; P. O. Box 1073, Atlanta, 

a. 





FINE jewelry engraving; prompt and 
guaranteed service; send for sam- 
ple and price list. The Engraving 
aan 203% Third, N.E., Miami, 

Ae 





ENGRAVING service for jewelers; let- 
tering, silverware, holloware, chasing, 
carving, cutting for enamel and layout; 
reasonable prices; no acount too small. 
Chas. J. Davey, Room 200, Barlly 
Bldg., 108 S. 8th St., Philadelphia 7, Pa. 





JEWELRY filing and soldering assembly 
work for the trade; watchcases, attach- 
ments, bracelets, rings; clean work; 
good service. Whithorn & Zweifier, 12 
rw — New York 7, N. Y. WO 





JEWELRY tool maker, established shop, 
wants work of special jewelry tools, 
Piercing, tool cutters; also experi- 
mental work; 40 years’ experience; 
very best references. Albert Boll, 7315 
Lansdowne, St. Louis 19, Mo. 





ENGRAVING service for jewelers; toun- 
tain pens, rings, jewelry, silverware; we 
engrave on anything; best references: 
reasonable prices. Ben A. Lindauer, 
109 N. Wabash Ave., Room 1304, Chi- 
cago 2, Ill. 





BEAD restringing to the trade py ex- 
perts; we use the best cord in the 
world; all work guaranteed; new clasps 
furnished; give us a trial. Thobe & 
a 125 Pulaski St., Dayton 3. 

oO. 





Y AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for th 
finished like new. 
Jewelry Co., 5 
Louis, Mo. 


nj 
Arcade Bidg., St 





DIAMOND setter wishes work from 
out of town trade; finest quality 
workmanship; prompt service; ref- 
erences furnished; write today for 
a Address “B., 2361,” care 








Miscellaneous 


Minimum charge (25 words) $1.30 
Additional words, 5 cents a worse 





CASTING problems; consult us; any 
phase of jewelry casting; platinum a 
specialty. Philip Laurence Co., 261-9 
W. 125th St., New York 27, N. Y. 





LEARN WATCH repairing by doing it; 
thorough training under expert instruc- 
tors. For information write Standard 
Watchmakers Institute, 1991 Broad- 
way, New York City. 





WATCHMAKERS; increase your ability 
through the highly recommended books; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 
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J. W. JOHNSON HOLDS 6TH ANNUAL COMPANY DINNER 
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Fun and festivities were the order of business as officers, directors and employees of J. W. 
Johnson, Inc., 15 Maiden Lane, gathered at dinner recently in celebration of the firm's 
77th year as a jewelry wholesaler. The affair, an annual event with J. W. Johnson, Inc. for 
the past six years, was acclaimed a huge success and particularly praiseworthy for the 
absence of long speeches, though President Tagg called on everyone for a "few words. 
Musical and other entertainment was provided before and during the dinner, which was 
highlighted by the presentation to each employee of an Eversharp pen and tickets to the 
musical hit show, "Carousel." 





Watches by Parker As Prizes 
In Radio "Distance" Contest 


Three Parker watches were awarded 
last month in an unusual listenership test 
conducted by WOR, New York, on the 
“Better Half” show. The program which 
is only aired locally in New York at 1 
P. M. daily, offered a Parker Watch as 
a prize for the listener reporting the 
program at points furthest South, West, 
and North from New York where the 
show originated. Out of several thou- 
sand replies received, the distance win- 
ners were located at Miami, Florida; 
Los Angeles, California; and South 
Mountain, Ontario, Canada. 

These Watches by-Parker, which are 
also the grand prizes daily on the “Bet- 
ter Half” program, were presented to 
the winners by Parker dealers; the 
Duval Jewelry Company in Miami and 
the Hamilton Diamond Company in Los 
Angeles Company in Los Angeles. The 
Canadian presentation was made direct- 
ly from the home office of the Parker 
Watch Company by A. I. Parker, Presi- 
dent of the Company. 

“This is convincing evidence,” said 
Mr. Parker, “of the national influence 
wielded by the New York local stations 
and of the aid they render dealers every- 
where with even a promotion that is 
broadcast only in New York.” 


oe 


Natl. Silver Co. Starts Delivery 
of “Guildcraft" Plated Ware 


Deliveries of The National Silver 
Company’s top line of silverplated’ flat- 
ware—“Guildcraft”—began last month. 

Various promotional material includ- 
ing ad mats, counter cards, and dis- 
plays, car cards, radio script service, 
and window display blow-ups, is _be- 
ing supplied to dealers along with these 
first deliveries of merchandise. 





The line is being distributed under 
Fair Trade contracts and, at first, to 
only a 


limited number of dealers. 


; 











| Elgin-American on the Air 


Launching an impressive coast-to- 
coast entry into the field of broadcast 
advertising, Elgin American, manufac- 
turer of compacts, cigarette cases and 
dresser sets, is sponsoring two popular 
radio shows which have appeared on the 
air since the first week in October. 

The first of Elgin American’s broad- 
casts, a half-hour show featuring Wayne 
King and his orchestra, and emceed by 
Franklyn MacCormack, started on 
October Ist over key stations through- 
out the country. 

On October 7, the Wayne King show 
was supplemented by The Barry Wood 
Show, which carries the Elgin American 
story over another strategically located 
list of stations. This show will be fea- 
tured on a_ three-per-week basis. 

Smoothly delivered with its 
rank entertainment’ will be © selling 
messages focusing attention on_ the 
quality appeal of Flgin American com- 
pacts. Themed to the idea of “the per- 
fect gift,” commercials will be beamed 
to both women and men. Retailers are 
closely connected to the selling appeals 
built into each show, with frequent 
urges to “see the complete selection of 
Elgin American compacts at your favor- 
ite jewelry or department store.” 


f ront- 
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Christmas Radio Spot Recordings 
for Retail Credit Store Use. 


A series of Christmas radio spots, 
especially prepared for the use of re- 
tail credit jewelers, has been made 
available in the form of radio record- 
ings by the Bass-Luckoff Advertising 
Agency, Hollywood, Calif. 

Written by top-notch Hollywood 
talent, the spots are timed for 15, 30 and 
60 second open-end announcements with 
ample time allowed for the addition of 
the local jeweler’s name, address, and 
selling copy by the local announcer. 

Twelve spot announcements are pro- 
duced on each record. 











Ronson's "Twenty Questions" 
Wins Radio Honor Award 


The popular quiz program "Twenty 
Questions,” sponsored by the makers of 
Ronson lighters, was honored with the 
“Radio Program of the Month” award 
of Dramatic Magazine, on November 16. 

“Twenty Questions” was chosen by 
Dramatics, an educational magazine for 
directors, teachers and students of dra- 
matic arts, because of the program’s 
“unique record of achievement as a 
novel quiz program, and because it 
meets the highest standards for both 
entertainment and education.” 





Nathan Returns from Europe 


Leopold Nathan, head of S. Nathan 
& Co., Inc., and Victoria Pearl (Co, 
Ltd., recently returned from a_ five 
weeks’ trip in Europe, during which 


he visited France, Switzerland, Bel- 
gium, Holland, England and Czecho- 
slovakia. 


Conditions abroad are still very un- 
settled, says Mr. Nathan, and desirable 
merchandise remains in limited supply. 
Prices for fine goods are being main- 
tained without any reduction, he re- 
ports, although in a few isolated cases, 
inferior stones were offered at reduced 
prices. Prices are also affected by the 
fact that the labor required for cut- 
ting fine stones is extremely scarce. 





Wins Benrus Chronograph 
For Fastest Model Plane 





Periodically, the expert builders of 
model planes get together in a national 
contest to see who can design and build 
the plane that will fly the fastest, stay 
aloft the longest, and so on. 

The most recent of these meets was 
held on September 29 at the Bethpage, 
L.. I. airfield, home of the famous Grun- 
man fighters. More than 1500 planes 
were entered in the various classes, and 
the meet was attended by more than 
150,000 spctators. 

Winner of the speed test in Class A 
was Ernest Babcock, Morris _ Plains, 
N. J., whose miniature low-wing mono- 
plane was clocked at 75 miles an hour. 

For his achievement, young Babcock 
was awarded a_ Benrus_ chronograph 
which in the picture above he is receiv- 
ing from Oscar Lazrus of the Benrus 
company. Benrus was the official watch 
of the Air-Meet, every flight being 
timed by Benrus “Sky-Chief” chrono- 
graphs. 
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These authoritative and interestingly 
written books on a wide range of subjects 
about your business will be a great help 


to you. 
Just put a circle around the books you want 
on the coupon below, write in your name 
For the Gem Expert, Connoisseur and Student 
of Gemology 

|. GEMS AND GEM MATERIALS 








Drs. Kraus & Slawson $3.00 
1A. KEY TO PRECIOUS STONES ‘ 

L. J. Spencer $3.25 
2. GETTING ACQUAINTED WITH MINERALS 

George L. English $2.50 
3. REVISED LAPIDARY HANDBOOK 

J. H. Howard $3.00 
4, STORY OF THE GEMS H#. P. Whitleck $4.00 
5. STORY OF DIAMONDS $1.25 
5A. FAMOUS DIAMONDS OF THE WORLD $1.00 
5B. INTRODUCTORY GEMOLOGY 

Robert Webster $3.50 


On Silver for the Jeweler, Collector and Anti- 





guarian 
6. THE STERLING FLATWARE PATTERN INDEX 
Without Binder $10.00 
7, ENGLISH SILVER (1675-1825) 


Stephen G. C. Euske and Edward Wenham $2.50 
8 OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN _S. B. Wyler $3.00 
9, HALLMARKS AND DATE LETTERS 
Arthar Tremayne $1.00 
10. NAVAJO AND PUEBLO SILVERSMITHS 
John Adair $4.00 


For the Skilled Watch and Clock Maker, the 








Apprentice and Student 


11, PRACTICAL COURSE IN HOROLOGY 
Harold C. Kelly 


12, WATCH AND CLOCKMAKERS'’ HANDBOOK, 
DICTIONARY AND GUIDE 





$2.75 


F. J. Britten $6.00 
13. KNOW THE ESCAPEMENT (New Edition) 
| Barkus Watchmakers $5.00 
14. MODERN WATCH REPAIRING & ADJUSTING 

Bowman & Borer $2.50 
14A. MODERN CLOCKS 

T. R. Robinson $2.50 
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Please send the following books: 
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1—1 A—2—3—4—5—5 A—5B—6—7 —8—9—10—11—12—13—14—14A—15 —16—17 
18—19—20—21—22—23—24—25—26—27 —28—29—30—31—32—33—34—35—36 


1) CHECK [] MONEY ORDER [] FORS........ is attached. 
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Check or money order must accompany all orders. Do not send cash. 


HAVE YOU READ THESE BOOKS? 





and address, attach your check, and send 
it to us. We will send them postage pre- 
paid anywhere in the United States. Ke- 
mittance must accompany all orders. No 
books sent on approval. Prices subject to 
change without notice. 


15. CURIOUS HISTORY OF MUSIC BOXES 


Roy Mosoriak $5.00 
16. SIX QUAKER CLOCKMAKERS 
Edward E. Chandlee $10.00 
17. TIME AND TIMEKEEPERS ¥F. I. Milham $1.98 
18. MODERN METHODS IN HOROLOGY 
Grant Hood $2.50 
19. PRACTICAL BALANCE AND HAIRSPRING 
WORK W. J. Kleinlein $3.50 
20. RULES & PRACTICE FOR ADJUSTING 
WATCHES W. J. Kleinlein $3.50 


21. PRACTICAL BENCHWORK FOR meee.” 


Louis and Samuel Levin 
92. 1T’S ABOUT TIME Paal M. Chamberlain $10.00 
23. KEYSTONE WATCH REPAIR RECORD BOOK $2.50 


24. WITH THE WATCHMAKER AT THE BENCH 
Donald De Carle $3.00 


For the Jewelry Repairer, Engraver, Plater and 





Enameler 

35. JEWELRY REPAIRERS’ HANDBOOK 

J. G. Keplinger $1.25 
26. JEWELRY, GEM CUTTING AND METALCRAFT 

W. 7. Baxter $3.00 
27. JEWELRY AND ENAMELING 

G. Pack $2.75 
28. REFINING PRECIOUS METAL WASTES 

C. M. Hoke $6.00 
29. ART MONOGRAMS AND LETTERING 

J. M. Bergling (Paper Cover) $2.00 
30. METALCRAFT AND JEWELRY 

Emil F. Kronquist $2.75 
31. A B C OF MODERN ENGRAVING 

William Kassel $1.00 
32. TESTING PRECIOUS METALS 

C. M. Hoke $2.00 
33. RINGS THROUGH THE AGES 

James R. MeCarthy $2.50 
34. TRADEMARKS OF JEWELRY AND , 

KINDRED TRADES $7.50 
35. THE JEWELERS BUYERS DIRECTORY, 
1946-47 Edition $2.00 

36. 3,033 RETAILING IDEAS Emanuel Lyons $3.50 


100 E. 42ND ST., NEW YORK 17, N. Y. 
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A. C. Becken Co., Chicago prominent 
general jewelry wholesaler, distributed 
last month, the new edition of its 
catalog, named “The 1947 Becken 
Book.” 

This general catalog of jewelry-store 
merchandise, as well as tools, materials 
and supplies, is bound in an attractive, 
light blue, hard cover overprinted with 
dark green. Keystone list prices are 
used throughout the book, as usual. 

In publishing a large catalog, the 
A. C. Becken Co. feels that it has per- 
formed a real service to the retail 
jewelry trade, as it is believed to be 
the only general wholesaler publishing a 
big catalog this year. Stocks of mer- 
chandise to back up the catalog are 
carried in Nashville, Denver and De- 
troit, as well as at the home office in 
Chicago. 


ee 


Ollendorf Appoints Adv. Mfg.; 
Starts National Advertising 


The Ollendorff Watch Co., Inc., an- 
nounces the appointment as advertising 
manager of Alexander W. Macy, for- 
merly with International Silver Co., L. 
E. Waterman & Co., and P. Ballantine 
& Sons. 

An extensive program of national ad- 
vertising is being started, and a com- 
plete line of dealer helps is now avail- 
able, including fluorescent electric clock 
signs, a variety of newspaper mats, 
full color reproduction of national 
magazine advertising and a new mirror 
and wood merchandiser for window and 
interior display. 


New Telechron Clock Display 


An eye-catching new clock display 
unit is currently being offered to the 
trade by Telechron, Inc., Ashland, Mass. 

Compact in size, the unit requires only 
one-fourth of a square foot of space 
and fits anywhere in the store—on a 
display shelf. on a counter or in a 
window. 

A quilted bed of natural color satin 
rests on a gold base, with a backboard 
of quilted blue satin draped with a 
gold cord. A curved dome of clear 
plastic keeps out dust, dirt and curious 
finders but lifts off easily so that the 
model on display can be changed as 
often as desired. 

The unit is now available to retailers 
through Telechron distributors for the 
nominal price of $1.00 each (or $1.25 
with a dummy clock). 


396 








Watch Buying More Selective 
Says Pierce Watch Co. Head 


Despite the fact that demand is far 
outstripping production, the American 
public is exercising pre-war selectivity 
in its buying of watches, with price 
and style being prime considerations, 
in the opinion of Lawrence L. Preiss, 
president of the Pierce Watch Co. 

“In other countries throughout the 
world, there is an over-powering de- 
mand for any kind of a watch, as long 
as it is a watch,” says Mr. Preiss. “This 
no longer is true in this country where 
conditions are rapidly getting back to 
normal. Purchasers here are concerned 
with price and quality and are weigh- 
ing both very carefully.” 

This, he continued, is all to the good 
he says, from the viewpoint of the 
Pierce Watch Co., whose sales are con- 
tinuing to keep pace with the record 
volume of 1945. Orders already on the 
books will keep the company’s factory 
in Switzerland busy throughout 1947. 

Biggest backlog is for women’s 
watches, due to the fact that during 
the war, approximately 85 per cent of 
production was devoted to service-type 
watches for men and that reconversion 
problems have delayed full output of 
lady’s models. 

“Most popular watches with men to- 
day,” added Mr. Preiss, “are adapta- 
tions of the service-type models which 
incorporate style with ruggedness.” 





New Manleigh Display 





The new window and counter display 
pictured above has just been designed 
for retail use by Manleigh, Inc., Provi- 
dence, R. I., manufacturers of men’s 
jewelry. The display, which measures 
10% by 8% inches, is printed in rich 
colors and is die-cut to hold an actual 
Manleigh package, thereby giving added 
sales appeal to merchandise showings. 

The unit, designed to help retailers 
to tie up with Manleigh’s extensive con- 
sumer advertising, can be secured from 
Manleigh, Inc., 158 Pine St., Providence. 





Friedman Rejoins Harman Watch Co. 


Lester L. Friedman, who has been 
overseas as a lieutenant in the Navy 
since 1942, has returned to his position 
as Treasurer of the Harman Watch Co. 

Following his graduation from Brown 
University with a degree in engineer- 
ing, he attended the Technical Institute 
of Bienne, Switzerland, and then joined 
the Harman company. 

In addition to his duties as treasurer, 
Mr. Friedman is currently engaged in 
technical improvements on the Harman 
watch line, devoting his attention to 
further development of Harman’s “gyro- 
balance” feature. 
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Jewelry Takes to the Shoulder 





Something new in jewelry fashion 
seems to have been started by a ney 
item recently introduced by Associated 
Mfrs., Inc., of Providence, R. I. 


Called the “Epaulette Pin,” this new 
gadget of many uses can be worn not 
only as a ornament on the shoulder of 
a girl’s coat or blouse but as a decors 
tion for the lapel or dress front, a belt 
pin, or an ornament for the handbag, 
the hat, or the hair. 


It is available in about a dozen dif- 
ferent designs, one of which is shown 
above. While no two of them are ex- 
actly alike, all include the same basic 
idea of a metal ornament across the 
top from which loops of chain are sus- 
pended. 


Retail prices 
$15.00 per pin. 


range from $5.00 to 
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Reed & Barton Houseorgan 
Describes Silverware Crafts 


The story of making quality silver- 
ware at the Reed & Barton silver works 
in Taunton, Mass., is the subject of a 
continuing narrative published monthly 
in “The Silver Lining,” Reed & Barton 
house organ. A copy will be sent to 
any member of the trade upon request. 

Divided into 19 chapters, this series 
describes the many ancient and in 
triguing skills involved in  silversmith- 
ing, written in language that the __lay- 
man understands. Each _ specialized 
craft practiced at Reed & Barton’s cen- 
tury-old plant is covered in turn. These 
include: the carving of intricate master 
tools by expertly trained die cutters; 
lathe spinning, or the art of making 
metal “flow” around a chuck to form 
a bowl; the hand hammering of hollow- 
ware to bring out the true beauty of 
the artist’s design; and the expert craft 
of hand chasing elaborate designs on 
luxurious teaware. 


-_—_——_-——__—_ 


Homis Displays in Building Lobby 

The Homis Watch Co. has recently in- 
stalled a spectacular display in the lobby 
of the Metropolitan Bldg., 315 West 
Fifth St., Los Angeles, a west coast 
jewelry trade center. It is a 12 foot 
long walnut showcase, displaying various 
Homis models to remind all buyers et 
tering the building that the company’s 
offices and its entire line are available 
upstairs. 
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Wallace Silver Polish Sales 


Exceed Expectations 


Sales of R. Wallace & Sons Manutfac- 
turing Company’s new Wallace Sterling 
silver Polish, which the company began 
marketing in mid-September, are ex- 
ceeding expectations, according to Don 
Ww. Leach, General Sales Manager. 

“In response to a long felt need, .we 
have succeeded in developing an en- 
tirely new principle with this polish, 
Mr. Leach said, “resulting in a new 
formula which, besides making the polish 
non-infammable, makes it among the 
simplest and easiest polishes to use.’ 

“Its action is so instantaneous and 
requires so little time in rubbing,” Mr. 
Leach continued, “that there is a temp- 
tation to say that it works like magic. 
It is particularly successful in cleaning 
and. polishing silver of ornamental de- 
sign. Such effectiveness is directly re- 
sponsible for the reception the new 
polish has been accorded since we put 
it on the market. As promised, regular 
shipments began October Ist and are 
being made right along to jewelry stores. 
Dealer reports of consumer reaction 
have been especially gratifying,” Mr. 
Leach said. 





New Display Card for 
Faber Ball-Point Pens 
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EBURIIARD ABER 


BALLPOINT PEN” 









An attractive counter display card 
featuring Eberhard Faber’s newest ball 
point pen—the Number 5 Model—has 
just been distributed to its dealers by 
the Faber organization. 

Attractively printed in colors, the 
card reproduces the pen in actual size, 
and calls attention to the display of 
the pens themselves in a manner that 
helps to promote additional sales for 
the retail store. 





General Mills Names Three 
To Pacific Appliance Posts 


Appointments of three additional dis- 
trict managers for the Home Appliance 
Department of General Mills, Inc., have 
been announced by Roscoe E. Imhoff, 
vice president and manager of the Ap- 
pliance Division. 

Named were: Robert Zurcher to be 
manager of the Pacific Northwest Dis- 
trict with headquarters in Portland, 
Ore.; George A. Gillespie of the Pa- 
cific Central District, with offices in 
San Francisco; and George E. Newlin 
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for the Pacific Southwest District cen- 
tering in Los Angeles. 

Mr. Zurcher was recently released 
from the Army with the rank of Lieu- 
tenant Colonel. He was formerly as- 
sistant sales manager for McKesson & 
Robbins in Portland. Mr. Gillespie was 
associated with Westinghouse Electric 
Corp. for eight years, his most recent 
position being that of district appli- 
ance manager for Northern California. 

Mr. Newlin had had 18 years of ex- 
perience with leading concerns in the 
home appliance field. Just prior to join- 
ing General Mills, he was a district 
sales manager for Proctor Electric and 
Easy Washington Machine Corp. 

Distribution of General Mills’ new 
line of home appliances began last Sep- 
tember with the introduction of the 
“Tru-Heat” automatic iron. It will be 
followed by a “PressureQuick” sauce- 
pan, with automatic control, and va- 
rious other appliances. 


Unusual Ad Series by Vulcain 


An unusal advertising campaign is be- 
ing launched by the Vulcain Watch Co. 
beginning with the December issues of 
leading craft magazines. 

The advertisements, prepared by Ben 
Sackheim, Inc., New York agency, will 
present a synthesis of abstract art and 
realistic reproduction of watches, using 
a time and space theme. 

The campaign is the idea of Bernard 
S. Lippman, president of Vulcain and 
a fine arts enthusiast. Mr. Lippman 
says, “People select fine watches by 
two criteria—the accuracy of the time 
keeping and the beauty of the design.” 
It is this interpretation of consumer 
preferences that motivated Mr. Lipp- 
man in the selection of the type of 
campaign that will be run. 

A complete merchandising program 
including window and counter displays, 
mats and direct mail will round out the 
campaign. 
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American Diamond Council Formed 
At Meeting Sponsored by DMAA 


During the recent international con- 
ference of Diamond Manufacturers held 
at Antwerp, the Belgian, Dutch and 
French Delegations requested the other 
delegations to establish diamond trade 
councils paralleling such councils al- 
ready existing in those three countries. 
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Correction 


An item in last month’s issue of Jew- 
ELERS CrircuLar-KeysTone (page 428) 
stated that Columbia Diamond Rings 
had acquired a site in Long Island City 
at which they were planning to build a 
new factory. We are informed that this 
is incorrect and that Columbia Diamond 
Rings are not building a new plant but 
have merely purchased the building al- 
ready in existence on the property, part 
of which they will occupy for the manu- 
facture of their line. The error occur- 
red through a somewhat ambiguous 
wording in the original announcement, 
and we regret any embarrassment that 
has been caused by our incorrect inter- 
pretation of the language of the state- 
ment. 





Educated Horse Tells Time 
by a Waltham—lIt Says Here 
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We haven’t seen it, and even if we 
had, our reaction would be that of the 
old farmer in the story who upon ob- 
serving a giraffe for the first time re- 
marked “Hell, there ain’t no _ such 
animal!” 

Nevertheless, according to the en- 
terprising Bill Scheibel, who is Adver- 
tising Manager of the Waltham Watch 
Company, there is an “educated horse” 
out in Hollywood called “Gallant Bess” 
who, says Bill, wears a Waltham wrist 
watch and can tell time from it, in 
proof of which he offers the photograph 
which is reproduced above. 

As can be noted from the picture, 
Bess has a 16 size Waltham watch, 
which is attached to her right front 
fetlock with a strap. (Tut, tut, Bess, 
don’t you know that a wrist watch 
should be worn on the left wrist?) 

The story is that her trainer stands 
in front of her and says, “Bess, what 
time is it?” Bess then looks at the 
watch and strikes the ground with her 
other front hoof to indicate the time. 
For example, if it is ten minutes after 
three, she is supposed to strike the 
ground three times, then pause, and ‘then 
strike it ten times more, thus indicating 
8:10 o’clock. [Does anybody keep count 
when Bess finds that it is 11:59?—Ed.] 

We understand that Bess will shortly 
appear in an MGM technicolor produc- 
tion which, no doubt, you will shortly 
be seeing at your movie under the title 
of “Gallant Bess.” Meanwhile, she is 
reported to be making a series of per- 
sonal appearances in those cities where 
the film is later to be shown. 


- — 


Mme. Poussin, Noted Designer, 
Now With French Jewelry Co. 


Nanette M. R. Poussin has been put 
under a long term contract as head of 
the Design Department of the French 
Jewelry Co. of Providence, R. I., and 
will be in complete charge of the line 
from the idea to the finished product, 
Mme. Poussin, who was formerly with 
the Garman Casting Co. is the origina- 
tor of many new jewelry creations, in- 
cluding “Merri-Go-Round,” “Teddy 
Bear on a Bicycle,’ “Chinese Coolie 
Heads” and others. Her basic idea is 
to bring the luster and glamour of 
platinum and gold jewelry to the cos- 
tume jewelry field. 

Mme. Poussin began her career as & 
designer in Paris, France, and has 
studied both here and abroad. During 
the war she was very active in war 
work, being the founder of the Free 
French Movement, France Forever 
Chapter of New England. 
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LABOR STATESMANSHIP 


ORDINARILY WE do not use this page to put in plugs 
for the contents of the rest of the issue, but this month 
we have something so worthwhile and so out-of-the- 
ordinary, that we want to direct the special attention 
of every reader of THE JEwEeLers’ CircuLaR-KEysTONE 
to it. 

We refer to the article by Walter W. Cenerazzo, 
President of the American Watch Workers’ Union, which 
appears on page 242. It is, in our opinion, the sanest, 
the most realistic and the most statesmanlike discussion 
by a labor leader of the whole difficult question of man- 
agement-labor relations that we have ever seen; and it 
is particularly noteworthy at this juncture when in some 
industries, coal mining being the most conspicuous ex- 
ample, the situation has degenerated into a knock-down- 
drag-out fight in which everybody—management, labor, 
and the public alike—must inevitably be the losers. 

What this country needs in the ranks of labor leaders 
is more Walter Cenerazzos, who, while battling honestly 
and determinedly for the worker, also recognizes that 
in the long run the worker can prosper only as the 
industry which employs him prospers, and who, there- 
fore, lends his influence to the building of a sound con- 
structive relationship between the two great elements of 
American industry—management and labor. 

If every labor union and every representative of man- 
agement would approach the problem in the same spirit 
and with the same attitude as Mr. Cenerazzo, we could 
be assured of a long period of prosperity ahead for 
everyone. 


LET'S BE SENSIBLE 


CREDIT JEWELERS quite naturally are delighted to be 
relieved of the requirements of Regulation W in the sale 
of jewelry goods. 

Because THE JEWELERS’ CiRCULAR-KEYSTONE is op- 
posed to the continuation of wartime controls in peace- 
time, we have consistently advocated, ever since V-J 
Day, the elimination of these various governmental reg- 
ulations. We share in the gratification of the credit 
jeweler at the removal of this restriction on credit. But 
we hope that the fact that jewelers are no longer re- 
quired by law to obtain a one-third down payment on 
every purchase is not going to mean that they will imme- 
diately start indulging in a competitive orgy to see who 
can give the longest credit terms. 

True, it is now legally permissible for oa jeweler to 
sell a diamond ring, if he chooses, for nothing down and 
10 cents a week. Also, it is his legal privilege, if he 
chooses, to convert the contents of his cash register 
every evening into silver dollars and see how far he can 
skip them across the Hudson, or the Mississippi, or San 
Francisco Bay, or whatever body of water happens to 
be most convenient. Nevertheless, anybody who did so 
would probably be regarded as pretty silly. 

Yet, isn’t it almost equally silly to dissipate one’s 
assets by the equally sure, though perhaps less spectacu- 
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lar method of granting unsound and unprofitable credit 
terms. Thanks to wartime conditions, the jewelry bygj- 
ness has, for the first time in many years, gotten on ty 
a sound basis of prompt payment and financial inde. 
pendence. Let’s keep it that way. 

No doubt some easing of the present terms is desir. 
able—how much we do not attempt to say. But there 
is a point beyond which it should not go. Let’s not get 
back into the ridiculous situation that existed before the 
war when everybody was trying to see who could give 
the longest credit. 


THE FRINGE IS FRAYING 


WeE wISH WE couLD fully share the optimism of the 
costume jewelry manufacturer, who, in an interview with 
one of the New York newspapers, a week or two ago, 
predicted a 20 per cent increase in the sale of costume 


jewelry. But we cannot help feeling that the gentle ~ ih 
man’s views are somewhat colored by wishful thinking, §™ 


This is not to say that we expect the bottom to drop 
out of the costume jewelry market. There still is and 
undoubtedly will continue to be a good demand for mer- 
chandise of this class, but in the light of what informa- 
tion we have been able to gather from talking to various — 


producers and retailers of costume jewelry. we find it tT 


rather hard to foresee any very marked increase in the © 
total sale of such items. 

It is the opinion of this journal, based upon inter-— 
views with representatives of all segments of the trade, | 
that while there will continue to be a good market for” 
the well-designed, well-made items produced and backed | 
by known and reputable manufacturers, there will also” 
be increasing difficulty for the nondescript merchandise’ 
of which there already appears to be more than the 
market will readily absorb, and which has accounted 
for a considerable part of the sales of the past year or 
two. 
The American public has already demonstrated in vari- 
ous kinds of products that while it is eager to obtain’ 
good quality merchandise, people are becoming more and _ 
more hesitant to accept makeshifts and substitutes and’ 
the retail merchant will be well advised, therefore, if 
he, too, exercises discrimination and selection in his 
purchasing. 

It is quite possible that the makers of the standard 9 
and accepted lines, such as the gentleman who was inter- 
viewed, will continue to enjoy a good business and that 
their goods will continue to move briskly over retail | 
counters, but we believe that the day of the fringe oper-~ 
ator in costume jewelry, as in most merchandise, is 
rapidly drawing to its close. 
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Editor 
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- , ; This striking watch-bracelet design 
presages the not-to-distant 


moment when we will resume 





the use of these pages for the 
presentation of glamorous jewelry 
- — Sen creations... conceptions by Marce 


masterfully executed in the 
tradition of WBO craftsmanship. 
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KESTENMAN BROS. MFG. CO. 


150 CHESTNUT ST. PROVIDENCE 3, R. I. 
KESTENMADE a PEERLESS . SENTINEL 
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WE SELL EXCLUSIVELY TO 
MANUFACTURERS and WHOLESALERS 








‘CUSTOMIZED © 
Represents Superiority 
IN DIAMOND ENGAGEMENT 


AND WEDDING RINGS 
m Vletinum o Sela 





The fascination of beauty...in a lovely 


Newspaper mats, , 
oiaaa aie painting, in lovely jewelry. “Customized” 


beautiful display diamond engagement and wedding 


‘ rings, mirror-like finished, are made in 
furnished free to g 


Se ee Oe ee matching sets and come individually 


stamped and tagged. 


NATIONALLY ADVERTISED 


*Reg. U.S. Pat. Off. SOLD THROUGH LEADING WHOLESALE JEWELERS 





COLONIAL MFG. CO., INC., 74 WEST 46th STREET, NEW YORK 19, N.Y. 
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AS PRECIOUS AS GOLD 
AND NATURALLY WHITE 





































The growing importance of pal- , — ait ts 
ladium is emphasized by the se- : | : * 
lection of palladium jewelry to 
adorn the bridal costumes styled 
by Barbara Barrie of Fifth Ave- 
nue’s Tailored W oman, shown at 
the St. Regis Hotel, New York, 
October 14. 


Gowns for seven regional brides 
were presented and the pallad- 
ium jewelry, set with sparkling 
diamonds, included earrings, 
clips, a sunburst brooch of dia- 
monds, a circlet with six dia- 
monds, an engagement ring with 
the two-carat central diamond 
surrounded by smaller stones. 
There were bracelets and a dou- 
ble bowknot pin with a square- 
eut diamond in the center. A 
ring with a large pearl sur- 
rounded hy diamonds, was seen 
while a ring with a_ cultured 
pearl, set off by baguette dia- 
monds adorned the Southern 


belle. : /._ 
BAKER & CO. INC. Stair? ale 


[13 Astor Street 
Newark 5,N. J. 


NEW YORK 7 SAN FRANCISCO 2 
CHICAGO 2 
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FOR JEWELERS WHO PLAN TO STAY 
IN BUSINESS 
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We think in long-range terms . . . which is perfectly natural for us. After 

all, The R. F. Simmons Company has been manufacturing Quality Gold-Filled 
Jewelry since 1873. 

Down through the years, Simmons has always been a national advertiser . . . a 
firm believer in the sound policy of building and continuing acceptance 

for Simmons Jewelry. 

This year, true to form, you'll find Simmons advertisements in both Collier’s 
and The Saturday Evening Post, not merely to make sales today, but to. 

build business for you in the future. : 


R.F. SIMMONS COMPANY 


ATTLEBORO, MASSACHUSETTS 
THE JEWELERS’ CIRCULAR-KEYSTONE 
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® You can’t sell watch bands by 





hiding them in drawers or relegating 

them to the obscure places in the bottom 

of show cases. You’ve got to display 

and show them to sell them! Thanks largely to 
creative genius and national advertising, 

watch bands are in greater demand today than ever 


before in jewelry history. Especially BRETTON 





bands — the most extensively advertised of all watch 

bands. Right in your city, you'll find thousands of > 
BRETTON-conscious people ready and willing to buy if A 
you'll just let them know you have BRETTON bands to sell. 


ys 
Wh 


SREB SS 


CONSULT YOUR WHOLESALER 


=< 


Nationally Advertised 


Bretton 


FIRST AMONG FINE WATCH BANDS oe / 
é 


BRUNER-RITTE m, tne. 630 Fifth Avenue, New York 20 ° Factory, Bridgeport, Conn. 
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*K ...look to the movement for on-time precision 


book to the ase for 18-faschion beauty 


Lhe Finest - Movements KE Cased D, NWadsworth 


THE WADSWORTH WATCH CASE COMPANY, INC. - DAYTON, KENTUCKY & 
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OLE YEAR THROUGH! 





g Compan Y 


AND REPRESENTATIVES 


mS 2 


BARNEY LESSNER +» JOE STERN - BERNARD KRONSTADT ~ €E. M. BOND DAVE GOLDBERG S. C. STEINMANN 
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BE POS! I iON: 
INTEPNATIONALF 
DR MAHINE 


NAPLES 





Page successive improvenient and 
Htistic ..into the wonderful watches that 


OP PR er ee 


ABLISHED AT COPENHAGEN, ome : " ROYAL ORDER OF DANEBROG. 
1740. WINNER OF 32 DISTIN- ue 
GUISHED INTERNATIONAL AWARDS 


OF THE “LEGION D’HONNEUR” 


ROCKEFELLER CENTER es 630 FIFTH AVE., N.Y.C. 20 
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ow Is the ime 


Jacques Kreisler Manufacturing Corporation e 9015 Bergenline Ave., North Bergen, N. J. e Showroom at 630 Fifth Ave., N. Y. 2 
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| t reap Sir-name profits! 


perfeet item for extra Christmas sales 





© two-week delivery!* 
@ no stock to carry! 

@ immediate turnover! 
@ easy to seli! 


@ the perfect last-minute gift 


for the “‘man who has everything. 29 





write now for free display plaque. 


You can sell this item as late as December 24th for 
immediate delivery by using the Kreisler 
“Gift Announcement Plan.” 
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Creators of fine jewelry and watch bands for men and women 


FOR DECEMBER, 1946 








We're ready for “47! Distinctive Gold Filled and 
Sterling Jewelry . ... attractively packaged in a 


New Utility Jewel Box. The Little Duchess 


10 kt. gold juvenile line. And religious . jewelry 


(discontinued during the war). A complete new 


THE ISKIN MANUFACTURING COMPANY, INC. 


EST. 1913 Iskin line — backed by extensive advertising - 


12th h ; . ‘ 
ealiaatres iis eienser atin iain tates cie designed to make the New Year a truly happy | 
NEW YORK e CHICAGO e LOS ANGELES ' 


and f ! 
Distributed by leading wholesalers everywhere a ee 
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.,.In fact brides of every season...are 
everlastingly proud of their Lovebright 


beautiful rings are avai 


Kt. Gold or in Platinu int 
tely matched Sets or Solitair 


DIAMOND RINGS OF — 
MASTERPIECE QUALITY 


. 


A. EDWARD 


Baate, 9rers of paseleval 


» 





An unexcelled selection of dia- 

mond-adorned jewelry of high 
AT YOUR COMMAND style and exquisite craftsman- emerald cut dia- 
. one of America’s ship is always available for monds... bracelets, 
great collections of your selection at cover watches and 


round, square and “THE HOUSE OF DIAMONDS” diamond jewelry. 
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ABRIKANT BROS. inc 


DIAMONDS and DIAMOND ADORNED FEWER Y 


, 


Reams Setup? 
aramount wsw/lTaANLON ‘enter 


66 BOWERY at Canal e NEW YORK 13, N. Y. 


CAnal 6:5353+ 53545355 


THE JEWELERS’ CIRCULAR-KEYSTONE 





imes change 


and we swith Time. 
But not in the 


‘Ways of E riendship 


or your patronage and friendly good will 
please accept our sincere thanks and best 


wishes for Christmas and the New Year. 


The officers and entire 
personnel of Jacoby-Bender 


... your guide to the finest in Watch Bands 


JACOBY-BENDER, INC. © 161 Avenue of the Americas * New York 13, N. Y. 
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707 S. BROADWAY =8=©6¢ WEST 47" ST. 
LOS ANGELES,CAL NEWYORK 19. W.Y. 
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Expressing the spirit of this changing world, 
Defender Designers have created a new series 
of watches, so strikingly different that they 
may well justify the description, “Watches of 


Tomorrow” . . . With all their advancement 


in style and accuracy of movement these New 


Defenders are within popular price ranges . . . 


EDWARD L. STERN & CO. + 610 FIFTH AVENUE, NEW YORK 20,-N. Y. 








Get Your Full Profit 
by Ordering Direct 
















FROM 
When you buy direct from Stone you get incomparable values . . . and 
make your FULL PROFIT, while offering the BEST values in your communi. 
ties. Amazing diversity of styles . . . wide price range! 





DIAMOND RINGS 


as well as 


HAND CARVED 
WEDDING RINGS 


Diamond Set Rings of Every Description.......... from $9.00 to $2,500.00 
Hand Carved 14 Kt. Wedding Rings.............. from $3.50 to $25.00 


ALL PRICES QUOTED KEYSTONE 
IMMEDIATE DELIVERY IN TIME FOR HOLIDAY BUSINESS 











Samples on request to established jewelers. State price range and styles. 


FAST TURNOVER GUARANTEED 







Our various lines are produced by expert craftsmen in 14 and 18 Kt. yellow 
and white gold as well as 10% iridium-platinum. 


NE 


“$0 WEST 42° STREET, N.Y.C.18, N.Y. 
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FoR FHOS E WHO APPRECIATE QUALITY 
10 KARAT GOLD 


MEVS JEWELRY 
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Choice of square or round 


SNAKE CHAIN 


RS 
AN 
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here i nbthing more, beaidide, 
old a devenecie 


Distributed by selected wholesalers 


FORSTNER CHAIN CORPORATION. IRVINGTON 


ll, NEW JERSE ¥. 
FOR DECEMBER, 1946 
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Leader in its field, SWANK will 
lead you to new profit highs— 
IF you display it prominently. 


QUAN ree. U.S. Pat. Off., Swank, Inc., Attleboro, Mass. 
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Made by craftsmen who for over 80 years have specialized exclu- 


sively in quality chronographs and timers. Wrist and pocket chron- 


ographs...also timers in all qualities. Your inquiries are invited. 


LOUIS AISENSTEIN & BROS., INC. - Exclusive Distributor in U. S. and Possessions + 630 Fifth Ave., New York 2 
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Understocked on 
Men’s Massive Rings 


for Christmas? 








WIDE VARIETY OF 


TYPES AND STYLES 


IN ALL PRICE RANGES 











pe is still time to replenish your Christmas 

stock of fine, well-made, handsomely-styled 

BASKIN rings tor men—Sardonyx, Onyx, Diamond-set Onyx, 
Spinel Sapphire, Hemetine, Tiger-Eye, synthetic Ruby, etc. 
Our selections are wide and varied as to styles and 


prices—and all rings are available for immediate delivery. 


BROTHERS. Inc 
38 WEST 48TH STREET 
NEW YORK 19. AW Y 


B) Celebrating 50 Years of Service to the Retail Jeweler — 1896-1946 


1946 











1/20 10 kt. gold filled . . . to retail at 
popular prices in single pieces or 
in 2 and 3-piece sets . . . some sprays 
can be used as pendants or pins tia 


YOU CAN BE ONE OF THE ce inane Gar 


MORROW 72! 


Now is the time to look to Morrow! An old and 
established jewelry manufacturer enters the field of 
costume jewelry with a new, top quality line. Styled 
right, priced right and merchandised right, with tra- 
ditionally good re-order deliveries, the buying trend 
will inevitably be to Morrow. 

Morrow has 72 complete sample trays, covering 


their line of twelve sets in spray, bracelet and earring 


combinations, ready to send to 72 outstanding national 
wholesalers. YOU may be one of the lucky 72. Write 
now — first applications receive first consideration. 
There is no obligation: the line will be credited if 
returned within a reasonable time, and it will be sold 
only to wholesalers. 

Salesmen’s samples are available for the Spring 


trip in limited numbers. 


WRITE TO Morrow TODAY 


Will make lovely Eyes turn te Monnow 


FRANK MORROW COMPANY, INC., 129 BAKER ST., PROVIDENCE, RHODE ISLAND 


MEMBER OF THE JEWELERS BOARD OF TRADE © 1946 BY FRANK MORROW, INC. 
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Spun from a web of enchantment ... distinguished 
floral designs exquisitely wrought in white 
gold-filled eee S brooches, clips, chokers, bracelets, 
earrings... All luxuriously gift-packaged.. . 

To retail well within popular price levels. 


Featuring Full Pages in 
ESQUIRE ¢« VOGUE » 
HARPERS BAZAAR »* 
GLAMOUR «+ CHARM 





‘ICHARD POLUMBAUM COMPANY, INC. 
030 Fifth Avenue, New York 20. N. Y. 
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. Sv — Quality - Marks for Fine W atch Cases! 
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For FORT HT Years 
(aa, me 


COC"! UU 


a 


WATCH CASES 
have helped Leading Jewelers 


Precious Watches with Confidence 


* 


snes MARKS - | Executive Offices and Factory: LUDINGTO N, MIC HIGAN 


Soles Offices: 630 Fifth Avenue, New York 20@ 220 W. Fifth Street, Los Angeles 
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This striking full-page DORSONS ad will appear in Dec. Ist VOGUE. 
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ries of alamour. The scintillatin brocelet 
r bright, day and might, the pins, shining stones sprinkled on 
iden meto!, the sparkling modern earrings,— cl! with 
et in } 20 12 kt. gold filled. Well, 
glitter ond glamour Rhinestones 
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At Your Favorite Store 


Other Dorsous ade will appear in December tn: 


2, PAGE IN 2 COLORS ¥3 PAGE 
GOOD HOUSEKEEPING 
AMERICAN MAGAZINE 


MADEMOISELLE 





CHARM 

Y% PAGE 
GLAMOUR WOMAN’S HOME COMPANION 
PIC ESQUIRE + TRUE 


TOTAL CIRCULATION, 19,000,000 


Be sure you have these new rhinestone pieces in stock. 
Always consult your authorized Dorsons distributor. 


D. ORNSTEIN & SONS CORP. 


119 WEST 24th STREET, N.Y. ©@ 29 E. MADISON STREET, CHICAGO, ILL. 
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T. M. REG. U. S. PAT, OFF. 


ELGIN, ILLINOIS 
Empire State Bldg., New York Pittsfield Bldg., Chicago 





COMPACTS CIGARETTE CASES DRESSER SETS 
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Know the one about 


the Traveling Salesman?” 


~. . 


= = this one’s about ; 
the traveling BUYMAN‘S 


¢~- Usually the story of the Traveling Salesman has a 
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farmer’s daughter in it. [Frankly, so far, we haven't 
met even a farmer in our travels] 


Usually the Traveling Salesman has a limited territory 
‘to cover. [We’d travel almost to the far corners of the 
globe if it was worth it to buy the right kind of a 
jewelry store or stock. We have traveled as far as 
Honolulu. | 


Usually the Salesman in the story is burdened by 
heavy sample cases and has jillopy trains to contend 
with. [We travel light and quick. A phone call from 
Squedunk may find us throwing an extra shirt in our 
briefcase and hopping the next plane. | 








Wherever you are, near or far, if you’ve a jewelry store 
or stock or anything that even by a stretch of imagin- 
ation may be classified as jewelry to sell - - call 
Gordon Brothers for quick buying action. 
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The Watson Company, Attleboro, Mass, 


SO: 


MODERN SILVER WITH THE BEAUTY OF OLD MASTERPIECES 
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HANDY & HARMAN 





RETAIL JEWELERS 


Thousands of retail 
jewelers send us their 
Old Gold, Old Silver 
and Gold Filled articles 
regularly, because they 
find that returns are 
consistently high. Try 
us with your next lot, 


New von 7, nN. ¥. o 


T doesn’t take long to become a Refining Regular with 
Handy & Harman. A single shipment of silver, gold 
or platinum scrap and waste is usually all that’s needed to 


prove that it’s a highly profitable thing to do. 


There are a number of reasons why this consistently 
holds true. For three quarters of a century we have been. 
acquiring valuable experience. We have built up a highly 
capable staff of men. We have progressively improved our 
facilities... and our peoccening and assaying methods are 


unsurpassed for accuracy. 


Today, precious metals are in great demand. If you are 


looking for accuracy and prompt service in reclaiming 


the value in your waste and scrap try us with your next 





shipment. We feel confident you'll find our service 
profitable —that after one shipment you'll become a 


Regular Shipper too. 





oo “Sawice Plant 7 
ee 425 Richmond Street, — 


| Phone: Bridgeport 9- 1681 Providence Shit 


| Phene: Center 4708 


then Beakmon 3-2460 Chicago Office — Phone: Franklin - 8068 
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EXQUISITE... 
Platinum Diamond ‘Watch Cases 


and Attachments | 

















Unusual 
Creations 
In 
Fine Jewelry 











METRO JEWELRY CO. 


Manufacturing Jewelers 


21 WEST 46th STREET NEW YORK 19. 


ce 527 Canal Street 29 E. Madison St. 1210 Guardian Bldg. | 
: BRANCH OFFICES: New Orleans, La. Chicago, Illinois Portland, Oregon | 





FOR DECEMBER, 1946 89 





a 


the Intaglie 


_ The 
and 


¢. The 


FriendshiP 
engagemen" 
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struck 


perfect 


proportions 






































You can’t figure with pencil and paper how 
much to stake on style... how much on quality 
. .. how much on price. You guess wrong and 


reap a “iemon,” or strike it right and create a 


fast-seller, like HEMETINE. 


The Intaglio, the Friendship and Engagement 
Ring, and the Countersunk are all high in style 
and quality, yet priced low enough to win top- 


volume in the competitive market. 


GABRIEL WILLIAMS COMPANY 
17 West 60th Street e New York 23, New York 


*REG. U.S. PAT. OFF., PATENTS PENDING. 
(Not to be confused with hematite, or other substitutes.) 














Choose From America’s Biggest, Most 


Comprehensive Manufacturer’s Selection of 


FINE DIAMOND 
WEDDING RINGS 





@ WITH 3, 5 or 7 DIAMONDS! 
@ FISHTAIL, CHANNEL or BEAD-SET! 


@ YELLOW or WHITE GOLD or PLATINUM! 


Wedding rings as you like them—all kinds, all types, 
all styles — expertly made, distinctively designed. 
Ours is the biggest stock of any manufacturer in the 
country, and in it you will find just the rings you 
want at the prices you want to pay. Available, of 


course, for prompt delivery. 


MORRIS KAPLAN 2 SONS 


Manufacturers of Rings and Wedding Rings — Since 1893 
21 West 46th Street, New York 19, N. Y. 
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HER FINGER, AS ON HER WRIST... 


@ 
a = | Atri d She’s proud to wear a GARLAND Diamond Ring and 
Watch because of their superb style and quality. The Ball Company’s 


eighty-one years experience with fine jewelry explains why (GARLAND 
Diamonds and Watches win the popularity of discriminating women. 


On her finger, as on her wrist —a GARLAND, the symbol of elegance and taste. 


the BALL company 


Originators of GARLAND*® Diamonds and Watches 


WHOLESALE JEWELERS e DIAMOND IMPORTERS 
THE GARLAND BUILDING 
58 EAST WASHINGTON STREET - CHICAGO 2 





*“CARLAND” is the registered trademark of The Ball Company, Reg. U. S. Pat. Off. 
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flatter 





a woman's 
neckline 
as you 
flatter 


Pane her heart... 


















 % See ‘chia cabitul half | ‘page ay ia 
‘ LIFE, Decemb Nes 16th istie oo, ye 
/ one of a series of DELTAH advertisements ; 
| appearing regularly in nine leading na- 
_ tional magazines. DELTAH is also featured 
- constantly on the Mutual Network “Queen 

for a. Day” radio program. 





give her 
a lustrous 
luminous 
necklace 


of 





60), 


NOW AS ALWAYS 
Pisin sy MDeltah 
Deltah i  =Staaaa. 





$12.00 to $75.00 
at better jewelers 





© 1946 l. HELLER & SON, INC., FIFTH AVENUE, NEW YORK 


BOX your product to 
INCREASE SALES 


ABOVE ILLUSTRATION OF BOX DESIGNED FOR ANSON PRODUCTS 


o. a phrase we've heard a lot this year-— and always our answer has 


been “We're trying, but—” * * °* Now, however, we feel that existing 
conditions will soon improve and are looking forward to new 1947 business 
> * * May we help you in solving your box requirements for the coming 


year * * * Only minimum quantities of 1000 acceptable. 


“BETTER BOXES FOR BETTER SALES” 


j 


PAPER BOXE JEWELRY DISPLAYS 
112 POINT STREET + PROVIDENCE, RHODE ISLAND 
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KNOWS IT's HOw MUCH ADVERTISING 


AND SELLING- SUPPORT vou'tt Get IN ‘47 
THAT CouNTS / 
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IN 1947- 
COLOR PAGES 
IN LEADING 
RETAIL 
MAGAZINE 









RADIO SPOTS, 
NEWSPAPER MATS, 
NATIONAL AOVER- 
TISING REPRINTS, ». 

















RETAIL 7? t™”~” 


MAGAZINE = |DEALER HELPS | 
ADVERTISING 
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C te, 
. KS 
COLOR CAMPAIGN NATIONAL TOTALING READERSHIP 
DVERTISING salen bi 
ANSON OFFERS A COMPLETE LINE OF MENS TIE SLIDES, TIE CHAINS, KEY CHAINS, 
MONEY CLIPS, COLLAR HOLDERS, CUFF 
JEWELRY IN GOLD FILLED & GOLD PLATED 
STYLES OF EXCEPTIONAL QUALITY INCLUDING LINKS, BELT BUCKLES, COLLAR BUTTONS, 
g SPORT CHAINS And VEST CHAINS. 


ANSON PRODUCTS > 2% BAKER STREET: PROVIDENCE, RHODE ISLANO 
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Qeputation 1S Buitt On Oo aith 








FeENSyAITH in an organization 1s 
ay) built on quality, performance 
25») and character... We are proud 

to catry on such an organization and to 
uphold an enviable reputation, made 


possible by the co-operation of our friends. 


May we take this opportunity 
to offer our sincere Best Wishes for the 


Christmas Season and the- Coming Year. 











Di Wal ter Lampl 


“Creators of the Unusual,— as Usual” 


GOS Fitth Avenue New York 20, N.Y. iif pl) p fT 
OVER “ QUARTER-CENTURY a Gold Geweby s the jeweler 
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-EATURED BY LEADING JEWELERS 
me comeey.\ 


—— 


Beauty and Ouality 
‘Tested and Attested 





Nationally Advertised in LIFE - VOGUE .- 

SEVENTEEN « GOOD HOUSEKEEPING 

GLAMOUR - MOVIE STORY - MOTION 
PICTURE - TRUE CONFESSIONS 








and SOAS CORP. 
reet, \ew dork 10, 4. %. 








27 West 23rd | 
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Westminister Chime Clocks 


Distinctive adaptations of floor clocks 
in the Colonial tradition . . . Honduras 
mahogany cases... Glass sides .. . Gold 


finish dials. 











CALEB DAVIS PILGRIM 





HAMILTON ORNE 


LOUIS SICKLES 


1015 CHESTNUT STREET PHILADELPHIA 5, PA. 





Enter our ORDER FOR 1947 DELIVERY of REVERE CLOCKS 


Ble > o:' . e ae >. ree $533.60 Keystone 
Go. 8: Sane ae $597.40 Keystone []PILGRIM ................. $493.00 Keystone 


Also REVERE MANTEL CHIME CLOCKS fo Retail from $42.50 to $80.00 


Prices subject to change without notice 
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Answering the demand for a post-war cigarette case that is MORE CONVENIENT 
& and KEEPS CIGARETTES BETTER (2, 
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the automatic cigarette case —  — ie > 


PATENT PENDING 


Presenting the Lido . . . a change in cigarette-case history. 
Lido opens in one smooth motion. Inside rack moves 
upward and forward, slowly and gracefully, and presents 
your cigarettes. Cigarettes remain firm and fully-packed, 
enjoyable to smoke because you handle them less. 
Lido provides the evening’s quota. 

In beautiful modern designs, gold-lustre 
finish. Retail price $7.50. 
Usual discounts. 







# 1602 Engine-Turned Chrome $6. 
#1601 Smooth Chrome $5.50. 
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No. 456M 


Desk or Mantel Clock 





No. 456D 
Desk or Mantel Clock 








2. 












































SASSTONS 


Not only is Sessions a clean, handsome line of 
sales-pulling clocks, but it also has the support of a 
time-honored name, and a generous backing of 
national advertising. Sessions ads appear frequently 
and regularly, in large space in The Saturday Evening 
Post — House Beautiful — American Magazine — The 
American Home—Christian Science Monitor Magazine. - 
A total of more than 9 million guaranteed advertising Wall 
messages to help you build up sales! 

Now is the time—with a buying public—to lay 
your foundations for a solid clock trade, now and 
later. Make sure by banking on Sessions self-starting 
electric clocks. Models above now available in lim- 
ited quantities. 
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4% Star Ring stylists combine gold and 
its complementing accessories into their 
heart-warming best in Star Ring originals 


... that will appeal to your customers. 








9 Distribution of Star Rings is tg pt 


controlled wholly by wholesalers for 


the protection of the retail trade as well 
as for the maintenance of Star Ring 


prestige. Ask your supplier for details. 
MANUFACTURING COMPANY 








LADIES’ AND MEN'S 
10K AND 14K QUALITY RINGS 


887-889 MAIN ST. * BUFFALO 3, N.Y. 


ESTABLISHED 1919 
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46 becomes history, we of Shiman Bros. & Co., 


: take this 


opportunity to offer the 


| wishes of : the season to the trade. 


year have created a “Miracle” of demand for 


MIRACLE Diamond Rings—we extend our hand, 


both in greeting and in thanks. 


Be assured of our continued efforts to provide you with 


the most sought-after diamond rings in the coming year. 


And above and beyond pure business, we wish you 


happiness—and the fulfillment of your own desires— 





whatever they are... wherever you may be. 


SHIMAN BROS. & CO., Inc. 


MANUFACTURERS FOR OVER 50 YEARS | 
Originators and Sole Manufacturers of Miracle Set Diamond Rings 


No connection with any other firm 


234 WEST 39TH STREET - NEW YORK 18, N. Y. 
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THE JEWELRY WOMEN ADMIRE 
DESIRE TO OWN 





Sold only through wholesalers. 






THE 


soi ¢UTHAN 
COMPANY 


INC. 


PROVIDENCE, R. I. 
; 


Eastern Representative 


PAUL BERGMAN, 162 Clifford Street 
Providence, Rhode Island 


Chicago Representative 
MAX COHN, 29 E. Madison Street 


Los Angeles Representative 
AL GOLDBERGER, Pershing Square Bldg. 
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CURTIS 
ORIGINALS/ 






















Curtis J lyled tn Gold Filled | 
Others tn 10 Karat Gold | 


Timed for the Christmas t 


loaded with sales app 


aimed at the big metropolitan markets 


another powerful p 


“alchitelilel Mme leh a= 
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will see this big full-page ad in Sunday roto sections 
covering major metropolitan markets. 


Millions more see other striking advertisements 


appearing regularly all across the country in Sunday 
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roto and in the powerful Saturday Evening Post. 


Proved in quality... advertised coast to coast... 
BOULEVARD is America’s coming line of watches. 
Priced to retail from $21.50 to $525.00. 











CIRCULAR-KEYSTONE 


? 


e2 
< 
Ss) 
Z 
a) 
a 
eo) 
eH 





Je) 
Te) 


+ A NORD 














ee eer 
Gioaueeulbe 


Designed by master crafts- 
men in the jewelry center of the country 
and executed with precision 
by skilled Plante & Fontaine artisans, 
this attractive costume 
jewelry is an asset to every retailer's 
display. 





Feature Plante & Fontaine 
products for customer approval and 
profitable business. 
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N. product in jewelry history has attained 
the sustained popularity, nor earned greater profits for 
every one in the industry—than Briggs Carmen Brace- 
lets. For over 50 years Briggs Carmen has shown the 
way—has pioneered improvements—led in styling— 
has incorporated the best in design, material and 
craftsmanship. | 

During recent years, the demand for the original. 
Briggs Carmens has of course outstripped supply. The 
day is approaching when your wholesaler can again assur 
fill your order for Briggs Carmens—when y uC 
for the Jeader. i 







































































A PRODUCT OF THE 
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*Patent Pending 








Who else but Flex-Let (maker of the world’s most flexible, longest 
wearing man’s expansion watch band) would you expect to develop for you 
the most flexible, longest wearing Ladies’ Expansion Watch Band? 





Watch for the big announcement next month. 


Available with the new band will of course be all present Flex-Let 
Expansion Products for men, women and children. 











MASTERPIECE OF TONE 
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How to keep the cream in your coffee sweet ! 


TODAY’S APPLIANCE market is so rich, so creamy, you 
can sell practically anything—even appliances no one ever 
heard about. But if you’re not careful, the cream you skim 
off today may turn mighty sour on you tomorrow. 


a 


“LONG-LAST” is a good name for this per- 
colator. Nothing to break—built to last. 
Soundly designed, with smart, simple lines. 
Solidly constructed of heavy-gauge metal. 


No coddling needed here! 


PRETTY ENOUGH for a party—yet practical 
enough for everyday. Beautifully finished, 
mirror-bright—highly polished chromium on 
nickel, inside and out. Handsomely grained, 
insulated wood handle. 


The safe way is to sell reliable, quality-built M-B appli- 
ances. And to make sure your customers get full satisfac. 
tion, it pays to take a minute to explain each sales feature 
caréfully. For instance... 


SEE IT ADVERTISED with other popular M-B 
appliances in leading December women’s 
magazines. Note its safety current-breaker. 
Made by Manning Bowman, famous for 
quality since 1857! 


Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut * In Canada: Manning, Bowman & Co. (Canada), Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS (IN DEMAND 
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Printed in Switzerland 
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To our many good friends— 4 


our most sincere thanks for i 


IN 


: their patronage and cooperation | J 
during this past year and Our | } 


~ warmest good wishes for the New __ | 





‘Year. We are: looking forward — 


does continued leasant relation 
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 Gathery aia Colabed Handle Table- ‘Giftware, Jewelry and — 

“King Edward Silverplate; "National oe Brand Cutlery Com- Home Furnishings— | 

Sterling: “National Hotelware; Na~ > i pany; Sharp-Cutter; *Perma-Brite; — *Nasco; “Santa Anita; : 
. . tional Staintess Steel, Cheltenham s. Yollatwere—Lady. Berkshire; Lord Cardinal; *Peerless Stainless Steel; Royal; “National: é ‘on: 
_ itd., Sheffield, Eneane: : Berkshire. rs _ “Transparo; *LaTichette and others. Ton andothers. — 





—*Gulideraft Silverplate; We 































*Reg. U. S. Pat. Off | 
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1947—-ANOTHER YEAR OF SALES LEADERSHIP FOR LADY ALICE PEARLS 


WADE Ys > AE ak Wah ok DONATI A.oYA at SBA Ads AD : " eee ee ee — , , 


we a % 3 


Pa. 











necklace comes in a gorgeous plush-covered, 


satin-lined gift box, high in eye-appeal and “buy-appeal”! 


Sold with a Certificate of Guarantee Derleciy matched, beaall 
ee fully gro duated Single, : 

Double and Triple Strand 

Necklaces, Also Hand-Knot- 

ted simulated Oriental with 


Lady Nita Pearls* , . — 10 Kt.or 14 Kt. Gold Clasp. 


“Reg. U. S. Pat. Off. 


55 WEST 47th STREET, NEW YORK 19,N. Y. 
Branches: Chicago and Los Angeles 


THIS GOLD SEAL 
IDENTIFIES 
LADY ALICE PEARLS 


FOR IMMEDIATE DELIVERY 
CONSULT YOUR LOCAL s eRe a 
WHOLESALER OR DISTRIBUTOR ; i New Utility Jewel 
| : Case with remov- 


*SIMULATED i oe j ne - ile able tray. 











BROTHERS 


FULTON STREET, 


NEW YORK 
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IMPORTERS 
JOBBERS and 


DISTRIBUTORS of 
DIAMONDS 
A A a reTare, 
JEWELRY 


BRANCH OFFICES 
WHOLESALE JEWELRY CO. 

y 2 ° 

4% 

1308-10 MAIN STREET FORT WORTH, TEXAS é 
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TO THE JEWELERS OF AMERICA 


Season's Greetings and a Prosperous New Year 


RENSIE 
VIVE On = eas 


“Exquisite as America’s Beauties’ ~ Engineered for Accuracy 


asi’ 


. as 


© 1946 Rensie Watch Company, Inc., Sys 580 Fifth Avenue, New York 19, N. Y. 















































An Important Statement from W & § 





W&S Is Holding the Line on Quality 





OT just today — but throughout this entire period when quality materials 
have been so difficult to obtain — W & S has hewed to a steadfast policy 





of maintaining the excellence of its products. We have done so at a time when 


merchandise of lesser quality would have been readily accepted. 


Yet we would not — and will not compromise W & S standards. For we 
recognize that your customers pre-judge your store by the quality of your 


boxes and displays. 


That’s why every showcase tray . . . every window platform . . . every box 





and display which leaves the W & S factory embodies the same skillful work- 
manship, the same luxurious execution which has made W & S the leader in the 
field for over a half century. Today, as in the past, you are assured that W &S 
quality in display materials will pay off in the sales they provoke. 


If you’re planning a store modernization, our creative staff will be happy to 


cooperate with you in designing sales-minded window platforms and displays. 


fesse Mautner 


VICE-PRESIDENT 




















SINCE 1888...THE GREATEST NAME IN THE JEWELRY BOX & DISPLAY INDUSTRY 
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$ is One more reason why American watch 


CACAIZZ gives you the 
fect, easy way to sell watch bands 


A compact unit with a complete selection of all 
can style book holds a gross of watch bands. 


types and sizes for men and women, the Amer- 


We. 
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AMERICAN 


489 Fietu AveNvuE, New York 
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STARK 





CO. * 78 FOUNTAIN STREE P-:: PROVIiVpEwCe oo ee I. 

1225 Drexer Hire, Prtaperenia * 29 East Mapison Street, Cricaco * 707 SotrH Broapway, Los ANGELES 

Paes SEVE FPORETGN -Rarat oe 

CANADA: Arennes, Inc., Montreal 

SOUTH AFRICA: H. Canard & Co., Johannesburg 
CUBA: Del Riesgo, Havana 

Femandes & Cia Ttd Rio deo 


Nin TAYE S 
and Capetown 


Hermes ice vient 


BRRATZIT - 
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14¢ RADIO. 


PROGRAMS WEEKLY- 


feature the name ''VELVA"' to prize 
contestants and a listening audience 


estimated at 80,000,000 people. 





Single, double and triple strands, finely 
graduated and beautifully matched. 
Chokers, -bracelets, earrings. Beautiful 
collection of Sterling 14K gold and dia- 
sao} ae Rol XK) ot oh MI Tolaliol @ 


Counter and window displays featuring 
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723 SANSOM STREET 
PHILADELPHIA 6, PA. 
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marked by the 
splendor of exquisite 
gold jewelry. 


MR. RLM. BLAKE 
105 CHESTNUT ST. 
NEWARK, N. J. 





arry C. Nol itel aunt 


105 ..CHESTNUT S$T., 
Se eo ee 


MR. HUBERT A. WOOD MR. T. J. TRACY 
649 SO. OLIVE ST. 55 EAST WASHINGTON ST. 
LOS ANGELES, CALIF. CHICAGO, ILL. 


MR. THOMAS G. BOWKER 
347 FIFTH AVE. 
NEW YORK, N. Y. 


RS. 
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Coro creates beautiful gold filled tag bracelets that are first in fashion favor. 
Every woman will want one, two or more of these chunky, 1/20th 12 Kt. gold 
filled Coro designs. Via name or initial engraving, they lend themselves to the 
personal touch. . . a fact you can profitably feature. So be quick to take 


advantage of these fast-selling bracelets. . . . . $54.00 per dozen 1/20th 12 Kt 
gold filled jewelry 
CORO INC., NEW YORK « CHICAGO « LOS ANGELES + SAN FRANCISCO « MIAMI « TORONTO « LONDON 
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of Superlative SHyle, Beauly and Qualily 


1. D. WATCH CASE COMPANY, INC. 


137-11 90th AVENUE, JAMAICA, Lb. 1. 





’FOR IMMEDIATE 
DELIVERY 


$01, bl 


DIAMOND _ RINGS 


A SPLENDID SELECTION 
OF SOLITAIRES, MATCHED 
SETS AND WEDDING RINGS 
FOR CHRISTMAS SELLING! 


— 


== eS. 9 PLATE 
ee AMONDS * WATCHES * eS COMMUNITY + sa WESTCLOX 
ve ROGERS BROS. + WM. ROGERS pinche . WATERBURY 
| aT 
THOMAS . SIMMONS 
INGERSOLL dena RONSON * FORSTNER parse 
agers KESTENMADE » ARKIN . BRETTON 
: » KIDDIE- : iC |. 
HELLER-DELTAH * 
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hMide a modern timepiece styled for 


modern people, is a favorite of bakers and bankers 






















alike. Moving with perfect precision, Mido is con- 
stantly on the go 24 hours every day, 365 days a 


year, giving continuous lifetime service and 


satisfaction. 





* os 
hide Multifort Super-Automatic watches are 


expertly engineered to keep accurate time year-in and year- 


fe) 


ia7 


out. They are expertly styled to suit the tastes of discrimi- 
nating men and women. Today, with the demand at a record 
high, new Midos are comparatively scarce. Naturally, we 
would like to be able to supply all the Midos you need, but in 
order to retain our reputation for superior timepieces, quality 
of production must still come ahead of quantity. Sold and 


serviced in 65 countries, every Mido has a 17-jewel movement. 





Louis Aisenstein & Bros., Inc. 
ROCKEFELLER CENTER 
630 Fifth Avenue ° New York 20,N. Y. 
* 


Sole Distributors for United States and Territories for 
All Mido Watches 
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Bienes 


ELITE WATCH CASE 


10K YELLOW GOLD 
STAINLESS STEEL BACK 


For any 10/2 or 11'/2 ligne movement, 
) plain or sweep, thin or high 


- Manufacturers of the Famous Elite Waterseald Watch Case 
and a complete line of Rolled Gold Plate Cases in all sizes. — 
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WATCHES 


( WATCH CORP. 
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NEW YORK 2, 
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LIGNE MOVEMENTS 


WATCH CASES 


— FOR 5 AND 5S! 


, | 


WAlker 5-0627-0628 


herent, 


PEARLMAN 
CREATORS OF FINE JEWELRY AND WATCH CASES 
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14K PINK OR YELLOW 


83 CANAL STREET 





















LANGENDORF WATCH Co. 





Nationally. 
adverti sed 
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This exposed numberl!... 


What could be simpler than ordering a repair part for a 
Lonville Watch? The caliper number is plainly exposed on 


the plate. Give your supplier this number and the descrip- 








tion (or number) of the part required—that is all. If you 


have any difficulty, write to us. Do not send the damaged 


part. 
All Lonville parts are standardized and interchangeable, 





available here and in most civilized countries. All the mech- : .: “tn 


anisms are made under one roof with undivided responsi- 


bility for accuracy and quality. Each part can be inserted 
in its place with no fitting, so you can render quick, depend- , vi finn 
able and profitable repair service. - ~ oe 


Lonville Watches are nationally advertised. This makes a 6s - P r fs 





selling much easier. As the factory started in 1873, you 


know this is no fly-by-night venture but a continuing busi- 


ness from which you can build up selling profits over Se | 


: onville 


580 FIFTH AVE. Sole U. S$. Agent NEW YORK 19, N.Y. Thrceah Your Whhstesslecs 





indefinite years. It will pay you to sell and repair Lonville 
Watches. 
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E have, during the year now drawing to 
its close, tried to show our good will 
toward you in what we conceived to be 
the best way. 
We have not misled you with over-optimistic prophe- 
cies or promises that could only end in disappoint- 
ment for you. 
We have concentrated on production of those 
scarce and much desired staples that help form the 
backbone of the jewelry business. We have made 


as many of them as conditions would allow. 

We have put major effort into distributing them 
fairly. 

We want your good will. We extend ours most 


heartily. 


of, Stage Mp 


NORTH ATTLEBORO, MASS., U. S. A. 
New York—9 Maiden Lane, A. H. Betz 
Chicago—29 E. Madison St., A. B. Pinero 
Seattle—4014 Brooklyn Ave., J. F. Loveridge 


Chains + Bracelets + Lockets ¢ Knives » Baby Jewelry + Identification Bracelets 
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has become characteri | 
Doric timepieces es You are 


invited to see superlativel y 


selections of moderately price 3 Doric : 


atches and salesworthy jewel 





IT's HERE! 
Wow EMBLEMATIC TIE CHAIN 


20 12K GOLD FILLED 


oe By 
Sake 


Available with MASONIC and 11 other Emblems 


Brand new, and a winner! Cash in on the millions of 
new Lodge members with this assortment of EMBLEM- 
ATIC Tie Chains designed for volume selling. Author- 
itative 1&R enamelled Emblems, on sturdy flat curb 


chain. Gift-boxed, packed 12 to a carton. 


l 
r wholesaler TODAY: 


Order from you 


[IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
PROVIDENCE CHICAGO 
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How to win friends“ 
and influence 
watch sales 


Display these superbly designed ELREX 
watches prominently in your windows, 
and you're certain to attract friends and 
stimulate their interest. ELREX styling 

is what gets them. To influence ELREX 
sales, all you need do is add your as- 


surance that ELREX watches are made 





to keep time accurately and dependably. 
The thousands of ELREX watches 


now in use are your best proof of that! 


ELREX WATCH COMPANY, Inc. YY / 
551 Fifth Avenue, New York 17, N. Y. | : \\ (eh tel gle 


also, Heyworth Bidg., 29 East Madison St., Chicago, Hit, 
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-_ WW STERLING'= ANTIQUED OR ROSE GOLD FINISHES 
_™ ade. by -o. A. B allou & Co., Providence 
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As seen by readers of Vogue, 
Glamour, and The New Yorker 













B. A. BALLOU & C0., INC. 

} Established in 1868 _ Direct to Retailers 

: PROVIDENCE 2, RHODE ISLAND 
New York Chicago San Francisco | 
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HEARTFELT THANKS!... For the splendid support 
you've given us...and for your patience and under- 


standing during these difficult days of shortages. 


MERRY CHRISTMAS! ...We wish you and yours 
every possible joy, and hope that your Holiday business 


this year will be the biggest ever! 


HAPPY NEW YEAR!... May 1947 bring you a full 
measure of happiness and prosperity, and may all your 


hopes be realized. 


OUR PROMISE ...To maintain the high standards of 
quality and workmanship which have been traditional 
with Pierce Watches since 1883... wad to do our best 
during the coming year to supply you with Pierce 


Watches in the quantities and styles you desire. 


aa SINCE 1883 


a 





FESR CE WAT?TCR COMPANY, O88 Ces 2 2 WEST 48TH STREET, N. ¥. 19 


For DecEMBER, 1946 | . 91 











Pencil Co. 


Established 1846 


America’s Oldest Pencil Manufacturer 
WARREN STREET PROVIDENCE 7, R. |. 
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NATIONALLY ADVERTISED 
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P9774 
Platinum. 
30-diamonds, 


$6oq 
466664 
LOG Re pcx 


44 
4 


VI9S2B— 14K 
gold case and 
bracelet. 14 
diamonds on 
dial. 17 jewels. 


NEW YORK 19, N.Y. 


48 W. 48th STREET 
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Nationally Advertised 
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who symbolically stands guard 
over the Cathedral of Geneva 


Meigs oe 

bs as The dragon 
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, Stee ES and its priceless clocks, 


DRIVA maintains the bigh 2 
quality and style of its 3% 
watches, the pride of Gene 
workmanship. a 
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CREAT NATIONAL MAGAZINES 
10 WELP YOU SELL THE 
AWAY CHATELAINE 


. ee SEN 


% NANCY LEE wishes you a very Merry 
Christmas and a very Prosperous New Year 
... a wish that we help come true with month 
C >) after month advertising in top consumer mag- 
aes ¢ \ azines. Because of the planned selling force 
78 | behind Nancy Lee creations, the wide demand 
for Nancy Lee jewelry will even be greater 


in 1947. 
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PROVIDENCE STOCK COMPANY ¢ PROVIDENCE «© RHODE ISLAND 
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NET one—but TWO 
mighty good watch lines! 


In PACKARD and HYDE PARK, you will find just 
the watches you need for bigger, better, more 


profitable holiday sales. Smartly styled 17-jewel 


creations — each a dependable timekeeper. 
Choose from a wide assortment of styles 
and case qualities, including 14 kt. 


gold, gold filled, rolled gold plate. 


Emil Letchter 
ae | ITCH COM PA N } at On 
551 Fifth Ave., New York 17, N.Y. 


CONSULT YOUR 
WHOLESALER 
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SEMCA WICH 


30 Irving Place, New York 3, N. Y. 











Originality in design— 
precision in performance—make every 
SEMCA watch you sell a source of 
pride and satisfaction to your 
customer—a source of 
prestige as well as 
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CA WATCH 


30 Irving Place, New York 3, N. Y. 
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Seasons Greetings 


ain 


Best Wishes for the 
New Uear 





REPRESENTING 


MAX LANDAU & GCO., Inc. 
LANDAU WATCHES 


LOUIS SICKLES 


BELMAR WATCHES AND BELMAR JEWELRY 


OCTO WATCHES, ING. 


JOLAND, INC. 


MUSIC BOXES 


22 West 48th Street New York 19, N. Y. 
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ERWIN RosENTHAL and CO. 
665 FIFTH AVE., N. Y. 22 
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AzZ CHAIN COMPANY 


ESTABLISHED 1905 


116 CHESTNUT STREET PROVIDENCE 3, R. I. 
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SAMMARTINO BROTHERS COMPANY 
FINE JEWELRY CRAFTSMEN SINCE 1917 


PROVIDENCE 
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“On Time The World Over” 





Season's Greetings 





Let Us All Work Together 

Throughout the Coming Year 

for Peaceful Accord and 
Prosperity. 


Chee 


ARTHUR BAUER CO. 


48 West 48th Street 
New York 19, N. Y. 
Telephone LA 4-2760 
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EMPIRE ELEGANCE IN LATTICE MOTI; 
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Expertly fashioned in Sterling Silver 
Gold Plated or Rhodium Finish 


SOLD EXCLUSIVELY TO WHOLESALERS 
New York Office © 18 East 46th Street 














at These Low Prices for 
: Diamond-Platinum Watches 






















Here are five Louis watches, 10% iridium 
platinum, five ligne, 17 jewel movements. 

Their beauty and price appeal make them leaders 
for holiday and year-round business. 














Write or wire; quantities limited. 











Gpuis Webel Ce Sree. 580 Fit Ate Wea York 

















FOR DECEMBER, 1946 


WY; 
lL, 


TROOB-GORDON COMPANY Lé#< Jos |) PROVIDENCE - RHODE ISLAND 
MANUFACTURERS OF the beter Grade CHILDRENS’ JEWELRY IN GOLD AND GOLD FILLEO 


SOLD EXCLUSIVELY THROUGH YOUR WHOLESALER 




















-Lathin Watch lime 
To Wish You ; | 
The 
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LATHIN 
WATC 
H CO 
580 FIFTH AV 
E., NEW YO 
RK 19, N.Y 
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New Gift Stars 
in the ‘47 skies 
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and invites you, too, to hitch 
your sales wagon, to a star. 


EAT A EER. EI GER OEE TO 
. We Geee 


BRONZE and SILUER CO..1nC. 
TAUNTON, MASS. 


“GIFTS OF MERIT” — BY MASTER CRAFTSMEN 
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Produced by a Family 
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Sales Representative for Mid-West territory 
with headquarters in Chicago 



















— a - 


‘We're looking for a man who 


Top line manufacturer 


knows his way around the trade and 
is young enough to want to double - 
with 40 year 


his income. 


A substantial volume of business 


is already established in the territory successful backg round 

and the line is a major one with léad- 

ing wholesalers. National advertis- : serving wholesalers 

ing is being greatly expanded and 

trade relations are excellent. exclusively 

If you’re a go-getter looking for . 

: opportunity that calls for clear think- offers unusual r 
| ing and analytical selling — not ped- 

dling — write us, telling all about op portunity 


yourself and your experience. 





All correspondence treated confidentially 


Address Box N4951, Jewelers Circular-Keystone 
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§51 FIFTH AVENUE 





for celebrated styling 
for superb quality 


Not only in America, but in every other 
civilized country, the name DOXA on a watch 
is the highest recommendation it can have. 
For DOXA watches excel not only as dependable 
timekeepers, but as striking examples of the 
newest trends in watch styling and design. 


Indeed, there are no finer watches than DOXA! 


BRIDGE WATCH COMPANY, Ine. 


Emil Leichter, Pres. 


DISTRIBUTORS FOR THE U.S.A. 


NEW YORK }I7., N.Y. 
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for dependable performance 
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THIS IS THE WAY THE 


RETAILING WIND 1s BLowINa: 
Ay ow — for the first time 

























IES very APEX jobber—every APEX retailer 





tyled with pre-sold appeal! 
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<— . IMPROVED SUNGLASSES FOR 1947 

Transparent plastic package APEX "Glare-Bar’” SUNGLASSES are manufactured 
to a conscientious standard of excellence...com- 
petitively priced to prove that high quality does 
not mean high prices. A complete line for every 
sunglass need, retailing from $1.95 to $10.95. 


NEW TRANSPARENT PACKAGE 


Sparkling transparent plastic package whose com- 
plete visibility helps make sales merely by being 
seen! Shows sunglasses, carrying case, lens cleaning 
cloth. No need to demonstrate — No need to remove 
merchandise! It's a display and take-home re-use 





“FLIGHT LEADER” in two sizes, large and small. 
To retail at $5.95 package that sells! 


UNIQUE, PRACTICAL DISPLAYS 


A new idea in counter displays that yields the utmos1 
practical use of the smallest space. 


APEX “Miss America” recognition in a window 
streamer showing AMERICA’s most beautiful girls 
wearing APEX “Glare-Bar” Sunglasses. 


SALES-WORTHY MERCHANDISING AIDS 


AN oe Se ER AE TOT I IIE COE TG MR TNE ER RE te 


Each sunglass style packed 1n a transparent re-use 
box six to a carton. PLUS counter display. PLUS win- 
dow streamer. Gives a complete, ready-to-display 
merchandising package. 





44 


wee... 


SUNGLASSES 


A Complete Line of 






“STARDUST” High Fashion Sunglasses. 
To retail at $5.95 









is ele ia ae 


“Glare-Bar’ Sunglasses 


for every Sunglass Need 


(COUNTER Retailing from $1.95 to $10.95 


‘MISS AMERICA" Official Sunglass of DISPLAY) Ask your Jobber Today — or write to 
1946 Beauty Pageant. To retail at $5.95 


APEX SPECIALTIES CO. ¢ 38 WEST 33rd STREET - NEW YORK Il, UN. Y. 


MANUFACTURERS OF FINE OPTICAL PRODUCTS 
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GALTER TABLE LIGHTERS 


Sette 
es. 








ACTUAL SIZE 
(3%” wide, 4” high) 






ENGINEERED WITH 
THE FAMOUS 
GALTER 
PRECISION-MILLED 
IGNITION WHEEL a 






THE UNQUALIFIED 


acceptance of America's 


millions makes the Galter GIANT 









a tremendous sales favorite. Cash 


We Sept 


in now on this huge consumer 


demand created by national 


advertising. 


FEATURES 


@ Needs Only 4 Fillings a Year 


@ Ideal for Executive's Desk, Host- 
ess' Serving Table, Bar,EndTable 


© Smart Modern Design—Beauti- | : a. 
fully Made i 


® Covered in Simulated Leather; 
Black and Tan 


® Heavily Chrome Plated RETAIL AT $ 0 
YOUR COST $3.00 


© Handsomely Boxed 


IMMEDIATE DELIVERY 


BROWN, GOLD COMPANY 


110 SOUTH 8th STREET PHILADELPHIA 7, PA. 
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STYLES 


DIFFERENT 
WRITE FOR CATALOGUE 


OLAND JEWELRY CO. 


87 NASSAU STREET 


OVER 250 


canta ict 


NEW YORK 7, N. Y. 
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/]]} odern craftsmanship joins with old-world 





eraciousness in this Angelus musical alarm 
clock, iets of Swiss ingenuity. This charming new 28-note tune starts your day off 
pleasantly. Style No. 465 illustrated is an 8-day, 15-jewel precision timepiece with applied 
numerals, and radium hands and dots. 


Solid base. Yellow-gold finish. 








Neer em, 
tine KS 3 — ONOGRAPHS 


MERCURY CLOCKS, INC. 
37 West 57th Street e New York 19, N. Y. 


pe , = ye ae 


Our Service Department has a full line of replace- 
ment parts for all Angelus timepieces. 
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CELLET CUE 


Pee 
204—14 L€ 3 er Sake $68. 00 =_— 


205—1 — K. Cod Filled Men's ——— Watch Bracelet in Yellow or Pink ss 00 Keystone 








207—1 /20-12 K. Gold Filled Men’s Mesh Watch Attachment in Yellow, Pink or White $13.50 Keystone 




















210—17 Jewel Men’s Waterproof Watch, 


Incabioc, Sweep Second, Radium Dial, Non-Magnetic 
Steel Back & Chrome Top $38.50 Keystone 
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211—17 Jewel, 8% Ligne, 14 K. Yellow Gold Men's Dress Watch with Raised Crystal $65.00 Keystone 


~MAX SCHECHNER & CO. 


Wholesale Jewelers and Importers 


48 West 48th Street New York 19, .N. Y. 
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HERE IS WHAT 


Cit 





WILL REPRESENT IN 1947 


* Saleable merchandise—sold directly to selected retail jewelers. 

* 3 decades of skilled, quality production... Know-How” that inspires your confidence. 
* A Modern, new plant — equipped for the newest scentific manufacturing techniques. 
« Direct diamond importing from our own Antwerp offices. 
* A more efficient organization to better serve you. 

* Foremost styling among diamond ring manufacturers. 

* New leadership in unprecedented services to the retarler. 


* Advanced thinking in merchandising aids— directing traffic to every item you 
have to sell. 


* Consistent, colorful national advertising, extensive in rts scope—pre-selling your 


Columbia Diamond Rings. 


REMEMBER, HOWEVER, 
WE ARE NOT SELLING ADVERTISING — 
YOU ARE BUYING QUALITY and VALUE 


watch COLUMBIA in 1947 


A complete solicitation is impossible at the present time, so 
naturally, Columbia Agencies are still available to some territories. 
We invite your inquiry. 


A pivision OF AXEL BROS. 21-10 49th AVENUE, LONG ISLAND, CITY 1, N.Y: 
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f CULTURED PEARLS 


JUST RECEIVED FROM CHINA 


A large shipment of fine cultured pearl necklaces and undrilled 
pearls at a price that will make an indelible impression on today’s 


market. 


Order now for immediate delivery. 


Sold through jobbers and wholesalers only. 


Leonard Rosenthal, Inc. 


Formerly of Paris 
608 Fifth Avenue, New York 20, New York 


Cable Address LEOROSTHAL 
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IFIEILGIEIR 
RINGS 


SINCE 1880 








Ladies’ Fine 14K Rings, set with 
Precious and Semi-Precious Stones, 
ornamented with Diamonds. Star 


Sapphires, Star Rubies, Catseyes, 





Oriental Sapphires, Rubies, Emer- 





alds, Tourmalines, Aquamarines, 


Topaz-Quartz, Amethyst, Garnet. 





WFFFD 


Reg. Trade Mark 


F. & IF. FIELGER, INC. 


Manufacturing Jewelers 


480 Washington Street - Newark 2, N. J. 
New York Office: 608 Fifth Avenue 


Correspondence should be addressed to Newark, New Jersey 
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Any inconvenience caused 
our valued customers by our 
overdue shipments, may we re- 
gretfully explain,is due to in- 
dustrial conditions existing at 
our'factory over which we have 
no control. Soon we hope to 
again show you our breath- 
taking bracelets for another 


SN 
| season. 


8 GGG ew — vy = ° wv" 6 eo @ °° °° °eP e °e ee °°" '" 
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Sales Representative: Arthur J. Michaels 
SHOWROOMS: 366 FIFTH AVENUE, NEW YORK 1, N. Y. WISCONSIN 7-6476 
Factory and Main Office: 1548 Southern - 


Bivd., Bronx 60, N. Y.. DAyton 9-7090 
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: PROUDLY PRESENTING 3 SENSATIONAL ADDITIONS TO THE. 


PROCESS 


INE OF RINGS FOR THE NATION'S GREAT FRATERNAL ORDERS 


REG, U. S. PAT. OFF. 





- : Brilliant 
oF ‘he MAGICARVE Process became an overnight hit because Fraternal Rings— 





jeeps eye recognized its unlimited sales poten- : for Sales Unlimited! 





Neu! 


#643 Fraternal 
Order of Eagles 





#644 Benevolent 
and Protective 
Order of Elks 






ailable ir in synthetic spinel, 









thetic: ruby, and genvine 


_ : Odd Fellows 
Nyx. --in superb new w designs 


Sot ind pricing assures rapid 






; turnover and a favorable profit 
fo #603 


Masonic 






ae _ margin in each sale. Order your 








samples today on approval! 





MAGICARVE Stones are Produced Exclusively by 


ARTHUR GEORGE & CO., INC. 


Manufacturing Jewelers 
y WEST 45th STREET ¢ NEW YORK 19, N. Y. 


a! Your WHOLESALER 
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The Open H eart® isanew kind of ring that will make more sales for you- 


Versatile, too, because it’s made for men and 
ss a sales-getter as ® 14K gold men’s initi 
women as a new setting, for their old-fashioned 
And here’s why: Without destroying the basic desig® 
value of an out-of-date setting, the Open Heart transforms 
into a beautiful new women’s pinky oF dinner ring 


at nominal cost. The Open Heart pleases jewelers, too, because unlike 


other methods of remounting, the Open Heart requires none of his time. 


Just send us the ring ‘ be remounted, specify the desired size and 


we'll deliver the finished Open Heart within 10 days. Be the first in your 
community to make the Oper Heart the spearhead of your 


fall promotion program. write today for full information. 


For men $59 Keystone, including 3 initials. 
Remounting $50 to $80, Keystone. 
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- 9,100,000 consumers 


will see and read about 


Bands by Enel in. 1947. 


Smart Jewelers ride the Enel 
band wagon for greater vol- 


ume and profit. 


CHL ATIAITUPAGTURIIG CU. ase man cme nwo 


Cable address: “Enelmanuf’’ 
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KZ 


Caquist 
creations lie 


each breathtaking in its 
intrinsic charm and 

, classic beauty .. . delicately 
created by masters... 
for those who seek the unusual 
In accessories. 
Now shipping orders regularly 
to points the world over, 


by international demand. 


A) T| 


LIGHTERS [f CIGARETTE CASES 
———2 COMPACTS 









SUPERB: CASE MFG. CO. PROVIDENGE =o 





She has Rolls Royce tastes, and a bus pocketbook. 
She adores real rubies and pearls. 
But she settles for the next best thing... 


See the complete collection at 389 Fifth Avenue, New York 16, New York 
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SOLE AGENT IN U.S. A. 
FOR HENRY SANDOZ AND FILS, CHAUX DE FONDS, SWITZERLAND 


CG DLP lO \% ENST 52nd St. N.Y. 22 
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CONSUMERS PREFER CO 


Today s young modern has a keen eye for quality, 
el Seek telebtet a cel-molriaetelemerl ela att 
when selecting a diamond or a setting. 
But we like that! 
The Samuel Platzer “COPLEY CREATIONS” line, 
known to jewelers of the nation for many years, 
is styled to please the most discriminating taste. 
COPLEY CREATIONS are designed and executed 
by expert craftsmen— 
they'll make new friends for your store. 
COMPLETE MEMORANDUM SELECTIONS 
SHIPPED PROMPTLY 


Loose Diamonds— Ladies and Men’s Diamond Rings 
Stone Set Rings—Wedding Rings— Mountings 


REPRESENTED BY 


Samuel Piatzer Co. Ine. 


Diamond Merchants over 25 yeurs 
BOB PODEL in Va., N.C., S.C., BERNARD LIVINGSTON in Md.. 31 WEST 47th ST. - NEW YORK 19.N_Y 


(sa. Del., D. E.. 

ARTHUR H. BERGER in Pa., W. Va., PARRY STETTIN in N. J.. E. Pa.. BRyant 9-4686 
Va.. S. Ohio. N. Del. 

(CLARE A. TRAU in Ohio, Ind.., Ky.. ROBERT S. GILBERT in Tex., Okla.. 
Mich., Il] Ark. 
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These are the rings that are preterred by today’s 
brides. Why? Because RHODI-GEM tings 
are beautifully different. Carved in an exclusive manner 
of RHODI-GOLD .... that whiter-than-white 
precious metal . . . they give the impression of being 


gem set. RHODI-GEM rings are distinctively modern, 


beautifully finished. expensive looking, yet moderately priced. 


GOODMAN & COMPANY 


MAKERS OF QUALITY JEWELRY SINCE 1903 - 42 W. WASHINGTON, INDIANAPOLIS, IND 


he 
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Chinese 
ater Boy 
PIN AND EARRING SET 


by Winey 


An exotic “Winey Creation” 
utilizing an Oriental motif 
with unusual skill and crafts- 


manship. 


Beautifully styled in Hamilton 


Gold finish on Sterling Silver 
165° ~ 


Saied: SOc exiro —encrusted with brilliant, 
sparkling Rhinestones and 


multi-colored stones. 


This gorgeous ensemble will 
be a welcome addition to 


your jewelry department. 


H. WEINREICH CO., INC. 


1321 Arch Street, Philadelphia 7, Pa. 
347 FIFTH AVENUE, NEW YORK 
MIAMI, FLORIDA « DALLAS, TEXAS « PITTSBURGH, PA. * LOS ANGELES, CAL, 
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DISTINCTIVE 
STYLES 


By DALKEEN 


(Quick, Profitable Sales 


result from displays of this completely flexible 
man’s basket weave wrist wateh attachment 
--- 14K gold throughout ... 1/20-14K gold 
filled guaranteed non-corrosive base in yel- 
low, pink and white. 





“Finger tip control’’ 
provides size adjust- 


Features of the DALKEEN Buekle inelude: ment by the wearer 


of 1/16” to 1/2”. Can 


Easier to put on or take off ... Safety lock be engraved with in- 


sonalized for the 


gives added protection when band is worn, ng 
whether buckle is open or closed ... Finger- 

tip sizing control requires no tools for adjust- 

ment up to 14-inch. 


Availabie in the following qualities: 


14K Gold 1/20 14K Gold-filled 
Yellow or Pink Yellow, Pink or White 


(Pure Nickel Base) 


Keystone Price Keystone Price “Safety Hook” pre- 
vents band from 


$1 10 S15 slipping off the 


wrist. Gives added 
protection when lock 


Order Through Your Wholesaler is open or closed. 


J alheeu 


INCORPORATED 


1717 SANSOM STREET PHILADELPHIA 3, PA. 
NEW YORK SALES OFFICES: 11 WEST 42nd STREET 
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expedient of enc wing them with 
good rings: well made, imagina- 
tively styled, moderately priced. 
Abundant variety is important, too. 
Which explains why more and more 
alert jewelers are embracing the 
comprehensive BONCORT line of 
rings with a reputation. For now, 


for 1947 — feature BONCORT 


for better ring business! 


*BUY THROUGH YOUR WHOLESALER 


I. B. GOODMAN MANUFACTURING CO. ae 
CINCINNATI 





FOR DECEMBER, 1946 137 





Superb beauty expressed with ex- 


quisite craftsmanship in jewelry that 


will sell quickly to your most dis- 


criminating customers. 


FOB PENDANT 


10K gold. Set with = syn- 
thetic ruby. 


FOB LOCKET 


10K gold. Beautifully en- 
gine-turned, hand-engraved 


- 


DISTRIBUTED THROUGH WHOLESALERS 


‘PHILIPS 


7, 0 ot Comm OF OF 


32 Graham Ave., Brooklyn 6, N. Y. 


Chicago: 29 E. Madison St. 
§ 
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The Jeweler who knows Diamonds... 


,,. KNOWS -P Pelt y 


The diamond expert. will immediately 
recognize the outstanding quality of the 
: . <4 4 


“PURITY”. Diamond. 


The jeweler who is not a diamond ex- 
pert may safely sell “PURITY” Rings 
knowing that each diamond is exactly 


what the name implies. 


No more need. be said of a diamond 
other than it's a “PURITY”. 


Inquiries are invited from progres- 
sive jewelers. Exclusive “PURITY” 
franchises are still available in some 


communities. 


! 
! 


MW SUITE TANT 
“Shee Purely t) your ‘Securuly a 1 4 L J \ J ® 


22 WEST 48th STREET * NEW YORK 19 


WiAMaeND MERCHANTS FOR F OUR  GBeween A lS Oa 
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KNOW 


* 


or, CMM UAUSMCECE 


Rememlsunte 


RING COMPANY 
| WEST 47th STREET, NEW YORK 19, N. Y. 


* REG. U.S. PAT. OFF. 
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Expert craftsmanship is the 
“touch of magic” that trans- 
forms nature's raw materials. 
into Wilberg masterpieces. The 
experience of Wilberg artisans 
and the quality of precious 
materials used, make the name 
WILBERG synonymous with 
aristocratic elegance in jewelry. 
The Wilberg reputation rests 
on skill in craftsmanship from 
the original design to the 
breathtaking final creation. 


WILBERG JEWELRY CORP. 


31 WEST 47th STREET, NEW YORK 19, N. Y. 


Miami Office: Chicago Office: Western Representative: 
233 E. Flagler Street 55 E. Washington Street 


vy 
Management: Management: 
Michael and Aaron Berg Louis H. Geier 2002 Condon Way, Seattle, Wash. 


Ural Davis 
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lisley lo cree... 


Li at-mole}olUiicldin Mormellomaclil-o. Me lileMtielil-t Miimulele(- aim ame allaler 


is a rich source of new business for you. Rings, earrings, 
brooches, whatever you specify, are made to your order from 


your own, or customer's stones .. . Estimates gladly given. 


We carry a complete line of fine 
jewelry in gold, gold filled and ster- 
ling silver in all price ranges. Write 
for descriptions and price lists. 








KY IAAT 


WHOLESALE JEWELERS © 80 NASSAU ST. * NEW YORK 7, N. Y. 


WE HANDLE A FULL LINE OF MOUNTED CAMEOS. SEND FOR PRICES. 





Can 


Mn Invitation. " 


‘ato patterns 
ion 
craftsmen: Every creat 


of the jeweler art. 


HICE-WEINER a LO. 
Manufacturing Jewelers 


Main Office and Factory 
95 Chestnut St.. Providence, R. l. 
New York Showroom 
366 Fifth Ave., New York, N. Y. 


CHICAGO SHOWROOM: 36 SOUTH STATE STREET 
LOS ANGELES SHOWROOM: 607 SOUTH HILL STREET 
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Leading jewelers through- 
out America choose Buffalo 
Ring Company as their 
favorite ring manufacturer. 
Quality workmanship, 
modern styling, variety of 
design makes each ring a 
treasure to the purchaser, 
a fast seller and profit 
maker for you. 


HAD ORUNGR@ ON] 


135 SOUTH DIVISION STREET 
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Distinctive beauty and 
precision movements are an 


integral part of every Colomby 


watch ... the gem of fine wrist watches. 


ORR rt An 


COLOMDY WATCH CO. ING. 


280 PiF T-H AVENUE, NEW YOR K 9 


THE JEWELERS’ CIRCULAR-KEYSTONE 














est Quality at Lowest Prices!’ 





MAY, EEN Ng 


No. 1777 — Synthetic ruby or blue spinel, genuine 
onyx. Choice of encrusted fraternal order. 10k and 
14k gold mountings. 

: 7 No. 1830 — 10k or 14k gold Fraternal Ring, enam- 
a eled emblem. 

No. 1914 — Shrine ring, 14k gold with diamond 
set platinum emblem. 





FPF pias ay: ty ie: Saepidt a CU 

















FOR DECEMBER, 1946 


~~ 


‘iB: Value fu Ye Ap 


SUFPLIES YOU WITH 
J 


Increasingly, volume-conscious jewelers everywhere = a 
are recognizing the validity of the LB policy of “High- 





Also outstanding in the LB line are fraternal 
rings, emblems and lapel pins, distinguished 
watch bracelets, and quality rings crigina- 
tions for men and women. 









HIGH POWER SALES APPEAL! 
Y 
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MATCHED BRIDAL SETS 


Illustration is typical of 
smart styling. These rings 


‘i sold in group lots. 

























No. $348 — Eastern Star cluster ring, 14k gold set 
with synthetic rubies, sapphires or genuine garnets, 
enameled emblem. 

No. $311 — 14k ladies’ cluster ring, choice of gen- 
vine and synthetic stones. 

No. 1832 — 10k or 14k gold man’s,ring, with syn- 
thetic stones. 



















Established Over A Quarter Century 


F yo ERS: LB, 


MANUFACTURERS AND ORIGINATORS OF QUALITY RINGS 


2 WEST 47 STREET © NEW YORK 19, N. Y. 
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GRANA WATCH CORPORATION 
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ee Fs sr 
Stu th Drews 


OF a we ee) © ee ek a Ge 


Give Grana... 


piece of fine watchmaking 


by Kurth Fréres craftsmen for beau! 
fee Loren b bd: Lon'aumeat-0 am -salolbhd-an aletatnd-lonme 
Grana Masterpieces in Stainle 


Also...14 kt. Gold Gold-Filled 
on 


Steel-and-Gold 


GRANA WATCH CORPORATION.OF AMERICA ~- 521 FIFTH A\ 


AMERICA + 521 FIFTH AVENUE © NEW YORK 
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NC/UR VERY BEST WISHES FOR THE NEW 


FACH Mga FO 


GENUINE SINGERITY . .. 


May the Peace in 1947 be 
Magnified by Friendship, 


piness and Prosperity. 





matched wedding ring sets of unmatched beauty 
distinctively designed by Fred Barel 


Sold direct from manufacturer to you, 
bridal rings’ matched wedding ring sets of 
unmatched beauty will prove your fastest 
moving profit makers. You will be amazed 
and delighted at the speed they sell! 

Every jeweler who ordered and displayed 
these rings has repeat ordered time and 
time again — sometimes just days after he 
received initial shipment. 


bridal ring co., ine. 
87 Nassau Street ° New York7,N. Y. 
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Let us all continue our efforts to make 
the coming year a milestone of prog- 
ress in furthering the ideals of “Life, 
Liberty and the Pursuit of Happiness’ 


in a world at peace. 


HY FRACKMAN 


and Associates 


THE “LINE OF BEAUTY" BY _| 


' 62 West 47th St. New York 19, N.Y. 


Western office: 220 West 5th St., Los Angeles, Calif. 
a Mr. Albert B. Cohan, representative : 
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| Since Uy] 1900 




















a | HARRY & BEN FRACKMAN 


> £t-nwneeereEee¢erkr a * 82 


20 WEST 47TH STREET 
NEW YORK 19,N.Y. 










DALLAS MIAMI BEACH 
Emil F. Burger Julian E. Newbauer 
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\ene available to 

the Watch Retailers 

of America 

Fine watches in the 

WAKMANN tradition 
designed for 

discriminating buyers 


of quality timepieces. 


i eoig dois cgheberes cgcvpetaahans 
National advertising 
fo appear consistently 

Kslolellale Mmiilelele palates: 
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452 FIFTH AVENUE +* NEW YORK 18, N. Y. 


ALSO SOLE DISTRIBUTOR OF Breitling” CHRONOGRAPHS AND “ELECTION” GRAND PRIX WATCHES 
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COMPACT & CIGARETTE , r 
CASE SETS ; 


WZelitele)(- mia Zelalolemmaelanleliatehilelar: 
and design patterns. 
Cigarette case holds 12 cigar- 


ettes with matching com- 
okoKeh Mm dakoh mm alek-M Kol den- 


single loose powder 


compartment with yg ‘ 


ie lolo) ae 


' Above can be had singly 
if desired in beautiful gold 


rol amt =salelaaled meataltialstt 


THRU YOUR WHOLESALER ONLY 


Ask for Juan — 
A Mark of Quality. » 


“The Finest — today and tomorrow’ 


MANUFACTURERS OF COMPACTS AND CIGARETTE CASES 
PerASLISHMED FOR OVER A QUARTER OF A CENTURY 
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WE WISH FOR YOU q 
first, of course, health — and 3 
Wats Mial=m ol-tela-MelmanlisloMialelm elaisie ’ 
with it happiness — for you and all j 
of yours. ’ 
IN 1947 . May all of you enjoy the prosperity that American valor, industry and ingenuity has 
earned... We will help that wish become a reality with a completely new line of irresistible appeal 4 
jewelry creations that will make sales — create prosperity. ‘ 
In § ng and in 1/20-12K Gold Filled -* Sold exclusively through selected wholesalers a 











EN ZELL MANUFACTURING COMPANY 
Crewe 


LOT OF FINE COSTUME JEWELRY 
44 FRANKLIN STREET — PROVIDENCE 3, R. I. 
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War 


us 2, 
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a. 


a 


oa = Ve appreciate the Holiday Season for the opportu- 


it gives us to say "Thank You" and to wish you 


A HAPPY NEW YEAR 


NA-SSAVU STR 





WLLL LLL 





Every watch equipped with Incabloc is 


1000 TIMES STRONGER 
than the watch without 


The Incabloc can be adjusted to all watches, giving absolute 
protection to the pivots of the balance. The latter are 1000 times 
weaker than any other part of the movement. The Incabloc device 
confers to the balance a resistance equal to that of the other 
parts. This device ensures greater solidity to all watches, increasing 
their working capacily as well as their value. A watch without 
the Incabloc is old-fashioned, lacking an admirable technical 
improvement due fo modern horological science. 


How it works 





The function of the Incabloc can be compared to the movements of 
an athlete at the moment of jumping. An inexperienced man jumps 
stiffly and will be subjected to a most violent shock. The athlete 
executes a flexible movement and suffers no prejudice. The principle 
of the Incabloc is greatly similar to the movements of the athlete. 


Now look how it works in the movement 





e 4 
A \ y 
A — : 
oe 
AY 


ft NEP 
\ USD balance staff 


The Incabloc maintains the two pivots of the balance in their 
centered position but allow them fo shift around, under the 
influence of a shock coming from any direction, untii the most 
resistant parts of the balance rest against the banking-pins. imme- 
diately after, thanks fo the pressure of the Incabloc spring, the 
balance automatically resumes its original centrical position. These 
minimum movements represent 5 fo 7/100 mm. but are sufficient 
fo eliminate the danger of rupturing. 


ITS POPULARITY 


All parts are made with a maximum tolerance of about one thou- 
sandth of a millimeter. Special apparatus is used, enlarging all 
parts 50 times, allowing most careful checking. 

Of course all parfs are interchangeable — a great advantage to 
watchmakers. 

It is the most widely spread system, used in over 10million watches, 
giving proof of its efficacy. Its numerous imitations — another 
proof of its quality — have never come up fo the real incabloc. 


The block 





Because of the block-bed, the Inca- 
bloc shock protector is complete in 
itself, containing all the elements 
shown here, held together by the 


Incabloc spring 





PY LLL LALLA 


A remarkable discovery in itself. 
Exercises an evenly and carefully 
calculated pressure. Does not react 
under minimum shocks, but a fall 
of about 7 inches sets the Inca- 
bloc mechanism in motion. 


AMERICAN INCABLOC CO., 580 FIFTH AVE., NEW YORK 
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All territories are now open for sales- 


men experienced in the general line 
of men’s jewelry, to sell to jewelry 
wholesalers, jobbers, and haberdash- 
ery jobbers. 


We manufacture a complete line of 
men’s jewelry in brass, gold plated 
and gold filled, with or without stones 
—attfactively boxed. 


The TWEED line already has been 
introduced and wholeheartedly ac- 
cepted by the trade. 


SALESMEN 


A-1 FACILITIES 


One of the largest and best equipped 


plants in Providence. 


If Interested WRITE 
DO NOT CALL 


Give all particulars in your first let- 


ter. All replies strictly confidential. 


GLOBE JEWELRY & CHAIN MFG. CO. 


157 ORANGE STREET 


PROVIDENCE, RHODE ISLAND 








FOR DicEMBER, 1946 


163 





HIGHLIGHTING THE NEW 


LIMA DESIG. 


IN RINGS 


Excitingly new, refreshingly original in styling 

vere design, and expertly made in the tradition of fine 
ringcraft. Types and styles are sufficiently varied 

for you to go completely “linkwise” for bigger 


and better Christmas ring business! ...& 


Ringmark KSK J °F Merit 





IKKRITZER, STERN & KLEIN, Ine. 


Factory and General Offices: 44 West 29th St., New York 1 
Showrooms: 48 West 48th Street, New York 
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crattsmanship ..... . attractively boxed ...... combine to 


make these your INGEN an acto atcibeto] -<m t-tolol-129 


SOLD EXCLUSIVELY THROUGH YOUR WHOLESALER 


MANUFACTURERS OF FINE GOLD JEWELRY 


INCORPORATE? 


NEW YORK OFFICE...18 EAST 46th STREET, NEW YORK, N. Y. PROVIDENCE... 44 WASHINGTON 
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HERE’S THE ANSWER 










---G. F. FOR THE G. F. 


Sn SK SMSC Ae 


. # Gold Filled for the “Girl Friend”...there’s _ ing acceptance through both its beauty and value. 


the answer that many a man will find this yo Moreover, through national advertising in both 


to the problem of buying a gift. Likewise with 7, Saturday Evening Post and Collier’s, Gold 


women... it will be Gold Filled gifts for men. fiji js making many new friends...new friends 


on 





The reasons for this are sound. Gold Filled will become old| 
HARD COMPACT 


LAYERS OF 
is jewelry that is proudly given, proudly received buy anything made| apart coto 


jewelry is quality jewelry. . . popularly priced. It friends once they 


> 









SiiekOner 
PiiWw tia os 
en te Ke” 
Niy | 


aac iP 
iv” - 
F 
aw 





and proudly worn. It is jewelry that builds increas- of Gold Filled. 


Research Division of 


GOLD FILLED & ROLLED GOLD PLATE Mfrs. 
PROVIDENCE 1, RHODE ISLAND 
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Adjusting hard-to-adjust bands wastes your selling time. 


But Dominant Bands may be adjusted in a minute — with just a pen- 
knife or scissors — allowing you more time for selling and profit-making! 


Other Dominant Band features include: 


Super-Safety Buckles. Can- Greater Gold Content. |I4Kt. Extreme Flexibility. So flex- 
not open accidentally—yet may — gold instead of I2Kt. gold inthe _ible they may be coiled around 
be opened at will with a flick of | gold-filled qualities. Extra wear your finger. They hug the wrist 
the finger. for every band! smoothly, beautifully. 


Dominant Bands in 1/20 I4Kt. gold-filled (pink or yellow). Men’s Bands also in 1/20 palladium. 
Patents pending on Bands No. 110, No. 130, No. 150, No. 160. 


Sold thru Wholesalers Only 


GULL Ts e Attleboro e Massachusetts 
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Discover why jewelers 

who catch the tempo of 

M&P merchandising are at the 
alctole Me} a fal-wm oLeigele(-Mlameyel(-5 

and prestige .. . M&P style experts 
alert to the trends of public 

demand are ready to help 

Aol UM ol Mi ial) Am alohd-Mel-1] ol-te Mi (-telelfale 
retailers across the nation... 


"4/4 : is 


— 


VO eErixow 8 TUL. INC. 


WHOLESALE JEWELERS 


UNION PLANTERS BANK BUILDING...MEMPHIS, TENNESSEE 
New York Office: 580 Fifth Avenue 
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DIFFERENT... FASHION-WISE... TRULI FINE 


ing out, ye merry bells! Ring out with the 
spirit of Christmas joy! Ring out the era of 
scarcities . . . welcome in the coming year of 


peace and progress! Yes, ring out to all: 


A Truly Merry Christmas! 


oe Os te) cae e USEMELY ine mOnenecus ORE. i Oe an ee Oa 
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86 WEST EXCHANGE STREET PROVIDENCE 
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A New Headliner 1 
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“TRULY YOURS” 
by BERTL 


= 
Sole Distributors in Metropolitan Area 


A NEW INITIAL KEY CHAIN 
Heavy gold plate 


Original Sample on Velvet Display 


IMMEDIATE DELIVERY 


Guarantee slip with each chain. 
10 letters or less Retails $5.00 


25 cents additional retail each letter over 10. 


$5.50 KEYSTONE 





BERT L. KAUFMAN CO. 
Wholesale Distributors of 


MEN’S JEWELRY 


9-11-13 MAIDEN LANE, NEW YORK 7, N. Y. 
ANSON CAMPUS HADLEY NULOCK 
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EVERFINE extends Best Wishes to the trade. A very Merry 








Christmas and a productive prosperous New Year! May the 
distinctive creations of the Evertine line of expansion brace- 
lets and lockets help your 1947 sales top all previous years. 


Sold Exclusively through your Wholesaler. 
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JEWELRY MEG. C0. 


157 ORANGE STREET PROVIDENCE 3, R. 
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The JEWELER is the 
Best June of Fine Jewelry! 








When he puts his loop on “JEWEL 
GUILD” CREATIONS—this is what 


he sees. 


Individually Hand Set Stones. 





Individually Hand Soldered in 





Sterling Silver with an Everlasting 


Rhodium Finish. 


And of course he will observe that 
each stone is machine cut for the 


utmost in brilliance. 


Sold exclusively through Wholesalers 





Our attractive Spring showing will 





be ready in the near future. 








KARK. JEWELRY 60, Ine. 


Creators and Manufacturers 


FACTORY: 206 PEARL STREET | 
NEW YORK 7, N. Y. 





CHICAGO SHOWROOM NEW YORK SHOWROOM 
Leon E. Tumin . Rose Klipper Kantrow 


5 N. WABASH AVENUE 303 FIFTH AVENUE 
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QUALITY 


that men recognize 


Men who take pride in their personal . oa ete igs 
possessions will immediately recognize — | , 
true quality in these finely finished sets 
by Hayward .... . just as the jewelry 





trade for nearly 100 years has come to | 
expect quality in merchandise bearing a lig 
the Hayward trademark. : 
This alertly styled buckle and 
tie chain set by Hayward is 
superbly finished and luxuri- 
antly packaged in a lasting 


all-metal box. 





A new set by Hayward consist- 
yal ing of a collar holder and a 


precision made, engine-turned 
tie slide finished to highest 





Hayward standards of quality 


Lally pescbry for nearly 100 year. 


WALTER E. HAYWARD CO. Inc. 


Established 1851 
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The World's Finest Engraving Machine 
NEW HERMES PORTABLE 


Meet tomorrow’ s 
competition by 


rex-yaxxey ale] (P41aie) 





jewelry and 


aloha dela= 


The fast modern way 
... equal to hand en- 
graving ... eliminates 
merchandise returns 


-..no more refunds! 

















CAV (, CUMS. g. sii 


13-19 UNIVERSITY PLACE, NEW YORK 3, N. Y. 


GRAMERCY 7-8774 


Western Representatives 


HIGBEE & DORRER 


315 West Sth Street, Los Angeles |3, California 
) Pull Reptaring Mackin a 


~ 
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INCREASED SALE 


aes og : 
he examples of Burt's oflacts ‘i hel oS, . ey 
a such ble these, combining an assortment of oie — merchenchising. 2 
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Wedding rings in a com- 
plete range of sizes, in six 
patterns. ladies’ and men's 
to match. Tray and com- 
plete assortment, only... 


$257°° 


-- 









Have the right ring always 
on hand, with these solid- 
gold nitials or emblems 
that just Lave to be screw- 
edin place. Tray and com- 


plete assortment, only. ies 


$7995 










10th Floor Plymouth Bldg. 
Minneapolis 2, Minn. 






DIVISION OF 
AMSTERDAM 
DIAMOND CUTTERS 
AND IMPORTERS, INC. 
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* “AS DURABLE AS THE NAME” 


Announces the GREATEST Selling Features 
/ Ever to Back G. F, EXPANSIONS 


at no additional cost to you... but greater retail markup 


The NEWall plastic GIFT BOX... 


ion | n colors. 
beautiful two-tone creation in Cream and Maroo 


m3 cy exces 


OFS> Sep Pr 
¥B isn sich es 
» Baw Fork 4 ¥ 


G-1-GFSP 1/20 
12 Kt. Gold Filled, 
and Stainless. 
$12.00 retail. 
Fed. Tax Inc. 








| _ Why STONEWALL Expansior 
L-1 GFSC Ladies’ 1/2010 Kt. gold -. = Gre Top Profit-Makers : 
filled expansion, stainless ee 2 | | ee : 
back, carded...no ad- |. $martly boxed for consumer appeal. 
ee ee ditional cost, $9.00 | : e : 
1 GFSP Same 2a. bail Bac tan 2. Exquisite craftsmanship. Beautifully styled. 


in beautiful plastic “5 | “Velvet Grip" for wrist comfort. Thinner 


=~ 
~- 





=> 
- 


gift box with guarantee ae 


...slight additional cost if < e ee construction. 


(giving you additional ulela ats oD ' ot) ¥ ; : 
$9.50...Federal Tax Included. oe | 3. Every STONEWALL Expansion comes with 
es, guarantee of quality and durability. — 


4. Distributed. through wholesalers only. 


tas : | 70) In 
STON EWAL! PROP te pg 


pa Br 
wae) Sevent ier A874 _ 
WAtkins 9 M. DIAMOND 


220 W. 5th St., Los Angeles 


GA? CRS. pea | 


“ hy 
— GELLER 
19 Chicago 


: M adison > 
29 kr. MM 
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M000 SCORES AGAIWV 



















Ladies Jeweled Brace- 
let in a beautiful com- 
bination of filagree and 
expansion links. Expan- 
sion section covers half 
of wrist. 







Soe 







j \ Misses Jeweled Brace- 
i let in filagree—daintily 
i } designed for style ap- 
; | 








peal and youthful beau- 
ty. Expansion section 
covers half of wrist. 





ae 
OOO, 
Ni 


These bracelets combine beauty and comfort. They will 
receive immediate and favorable consumer reaction. In | 20 
12 kt gold filled, set in a variety of beautiful colored simu- 
lated stones. Both bracelets expand to slide. easily over 


the wrist. SOLD EXCLUSIVELY THRU YOUR WHOLESALER 
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FLEXCRAFT ... Extensively advertised. 


ee / 
C / or ‘ = Cd 


Flexcraft stainless steel bands . . . a piece of 
jewelry which appeals to your customers who 
demand only the finest. Flexible, unbreakable, 
fits any wrist... any watch... for men and 
women. Lustrous finish to add the crowning touch. 
Gold-plated also available. 


FLEACRAFT... (A onder s a | oe better jobbers 
SEIPP & LYNN, INC.- 1214-22 WEST MADISON ST. CHICAGO 7, ILLINOIS 


manufacturers—creators 
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FILLED 


1/20-10 KT. 















...ON A BRAND NEW LINE! 


Yes, this long established mark of quality will soon be seen on a new line of 
ladies’ jewelry—a cameo line complete with brooches, ealrrings, festoons, brace- 
lets, chatelaines and pendants, and the same items in fashionable gold filled 
designs. 













Our representatives will show this line to your wholesaler soon after December 
15th, and shipments will be made right alter January first. Ask your wholesaler 
about this new merchandise—it will be an outstanding feature of your store 


display. 
New York West Coast Mid-West 
CHARLES J. TONRY J. H. MERRILL CO. EARL M. BARNEY 
9 Mawen Lane 150 Post Street WorkKING FROM ProvipENCE 
New York, N. Y. San Francisco, Cat. 


a ATIGHLLGF a 


MANUFACTURING on 
158 Pine Street © eames | 
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pe @ Wht : Largest Manufacturer of pe Rings 


ALLISON- KAURMAN (0. 


424 8S. BROADWAY 
LOS ANGELES 13, CALIF, 








Fillies of 


“LUCKY 


FOREVER” 


Diamond King osiiiieies 
‘civ Styled in Hollywood 


Limited number of MADE IN OUR OWN MODERN FACTORY 
franchises now open. SOLD DIRECTLY TO YOU 


pincer today for full AT LOW MANUFACTURERS COST 
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DeWALD A-501 “Lyre” 
Achieving new grace and 
beauty in a Catalin Cabinet. 
Available in 5 desirable colors. 
Five Tube Supernet featuring: 
AC-DC operation; Standard 
American Broadcast and Police 
reception; easy-vision, slide 
rule dial; Automatic volume 


control; Beam power output; 
Large dynamic speaker; Built- 
in Looptenna. 
. 





DeWALD A-503 “Streamliner” 

Compact — Powerful — Beau- 

tiful Performance. This table 

model radio comes in a hand- 

& some, streamlined hard-wood 
cabinet. 

Five-Tube Superhet featuring: 

AC-DC operation; Standard 

American Broadcast and Police 

Reception; New easy- vision, 

slide rule dial; high ratio 




















. Vernier tuning. 
2 Ss Hroc 8 > ee 8 @be eis 3 + ® ‘. es = een 
m AXED EE :° JIMA IR KE 
MODEL DESCRIPTION LIST PRICES DEALERS’ COST 
NO. . ZONE 1| ZONE 2 | ZONE 1] ZONE 2 
A-501 | Catalin-Lyre 34.95 | 35.70 | 23.60 | 24.07 oy 
A-503 Wood-Streamliner oe — 
A-602 Portable Radio 34.95 35.70 23.60 | 24.07 | oe 
Phonograph oo DeWALD A-602 ‘Portable’ 
A-605 Raat dinanieanile 65.95 70.67 44.55 , 48.16 : q Radio-Phonograph Combination 
g P f Ss styled in the modern manner 
Combination 106.95 112.56 67.95 71.50 —<a new beauty in a popularly 














iced rtable radio-phono- 
ZONE 1—Consists of the counties of Texas, omitted in Zone 2 and _ - ww 


‘ é ! s : ra h. 
all other states in the United States and District of Columbia (exclusive oe : Feahuses AC operation; beau- 
of those noted in Zone 2.) | ! 


tiful Walnut finish; new, easy- 


ZONE 2—Consists of the states of Arizona, New Mexico, California, | vision slide-rule dial; standard 
Washington, Oregon, Idahé, Nevada, Utah, Colo., Wyoming, Montana, American Broadcast band; all 
and the following counties of Texas: El Paso, Hudspeth, Culberson, eo controls located for easy ac- 





Jeff Davis, Presidio, Prewster, Terrell, Pecos and Reeves. cessibility. ae 


















ye ee ‘e DeWALD A-605 “Connoisseur” 
is ‘pecan : DeLuxe DeWald Radio-Phono- 
im graph Combination with Auto- 
iA B - matic Record Changer. 
— j This Six Tube Superheterodyne 
has all the refinements of 
modern engineering including 
a large electro-dynamic 
pooner speaker and tone modulator, 
a IES Late plays twelve 10” or ten 12” 
records with the lid closed. All 
controls are conveniently lo- 
cated on the front of the hand- 
some hand rubbed Walnut 
cabinet. 


Vpolesate frueler lo the Nation 
710 SANSOM STREET = PHILADELPHIA 7, Pa. 


PRICE features the world’s leading lines ... at the right Price Always 


Nae 





FOR DECEMBER, 1946 181 





fy Yy 
Mujy Ny Uy 
Mpy My 
iy My, Ui yy’ 
yy Uy ‘ 
Myyftin.§ 2X: 
My 7 Wy 


Gy, % 
Y 
4, 


YY 
Y 


' YY’ 





Yj 
YY, 
Yy 


Uy, y, 
Uy, Uy 4, 
Yy, fp, - 
Ij /, jy 4 * 
Ly, Uy, 
Wy, 014 't, 





9 


val 
Tf 7) yj 


ty 


= , 
44 
4 


Yj 


I; 


ly 
Wy, Ny } 
vt /} 
vg y Wy Yj My ” 
Y Uy Ue a 


xX 


. STONE 
LERS’ CIRCULAR-KEY 

WE 

THE JE 


The (URNOVE, 


IE VAN. 


The front of this beautiful gold-filled expansion watch 
bracelet is “turned-over’ to continue the smooth 
satin-finish across the back. Only gold can touch 
the wrist. It will not tarnish or catch the skin. and 


the links are constructed so they will not come apart. 


New dies and equipment have been made and set 
up to produce this brand new exclusive feature. 
Available in styles for both men and women in ster- 
ling silver and 1/20 I2kt gold-filled, front and back. 
in yellow and pink. Sold only to jobbers write now 


for information and prices. 


ALSO AVAILABLE: Miraculous medals and chains 
in sterling silver and engraved, and in sterling silver 
cloisonne enamel. Gold-filled and sterling silver neck 


CNaInNs. 


IN PREPARATION: A _ new line 


military brushes and babies forks. sp 


AMERICAN METAL CRAFTS COMPANY. Inc 


FACTORY, ATTLEBORO. MASS 
REPRESENTED BY 


FREDERICK B. PLATT 


366 FIFTH AVENUE, NEW YORK 1. W_. Y. 


~ ~ 
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10 REASONS 
why it will pay you 


to feature ... 


The Up-Draft Lighter 


IT LIGHTS ALWAYS! The Lord Oxford Automatic 
reflects the most advanced ideas in modern design and 
craftsmanship. Based on an entirely new principle, it 
is the only lighter that works with an “up-draf?’’... 
like a lamp with a chimney. Unlike ordinary lighters, 
the draft of Lord Oxford starts below the flame. 


FINGER-TOUCH ACTION! No pressure or effort is 
required to light the Lord Oxford Automatic. A mere 
touch...and the top opens automatically, providing an 
instant flame! 


BUILT-IN WINDBREAKER! Lord Oxford Automatic 
has its own built-in windbreaker. The wick burns within 
a sheltered recess, scientifically ventilated in front and 
back to provide a lusty light, even in a breeze. The 
stronger the breeze, the greater the flame! 


STREAMLINED!... Styled like a piece of fine jewelry! 
Contrast the sleek, streamlined contour of Lord Oxford 
Automatic with the cumbersome shapes of other auto- 
matic lighters. No clumsy “‘super-structure’’ to mar its 
beauty. No protruding gadgets or parts to catch on to 
other articles in the pocket or handbag. Fashioned of 
gleaming non-tarnishable metal, Lord Oxford’s parts 
are precision-fitted to thousandths of an inch. It has a 
large fuel capacity. 


FREE FROM “TEMPERAMENT”! The construction of 
Lord Oxford Automatic is simplicity, itself. It’s com- 
pletely fool-proof and trouble-free. No complicated 
mechanism. Nothing to get out of order. Even the flint 
adjusts itself automatically! Extra flints are available 
in a separate compartment in the filler cap for those 
infrequent occasions when a change of flint is necessar:z’. 


184 


FEATURED BY THE FINEST STORES! Lord Oxford is 
the prized possession of hundreds of thousands of men 
and women of good taste and is sold by fine shops 
the country over. 


NATIONALLY ADVERTISED! Month in and month 
out, striking advertisements for Lord Oxford are catch- 
ing the eyes of millions of readers of The Saturday 
Evening Post, Vogue, Harper’s Bazaar, Esquire, The 
New Yorker, The New York Times and other leading 
newspapers. 


FREE SALES HELPS! Attractive Lord Oxford displays 
suitable for counter or window are available, without 
charge, on request. Mats for newspaper use will also 


be furnished. 
ATTRACTIVELY CASED! Each Lord Oxford Automatic 


is encased in a stunning black suede-fabric bag which 
sets it off like a piece of fine jewelry and keeps its 
gleaming surface free from scratches. 


FULLY GUARANTEED! Every Lord Oxford Automatic 
is thoroughly inspected before leaving the factory and 
is fully guaranteed against any defective material or 
workmanship. 





$36 A DOZEN 


RETAIL PRICE *5 NO FEDERAL TAX 


(Price fixed, pursuant to Fair Trade laws) 


Packed individually in 
display cartons holding 
| dozen lighters. 


OXFORD-PYKE, INC., 551 FIFTH AVENUE, N. Y. 17 
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?, TRADITIONALLY WESTERN... 


( 
. COLORFULLY CALIFORNI 





Y) -<csSSSSSS SSN, ie 
E> “WK Ass <> (A) Style 7B Gold plated buckle, hand carved leather. 
SF $1.00 individually boxed. 


i Style 17B Same band as above, in 2-tone leather. 
$1.25 individually boxed. 

atchbands with the sales . (B) Style 10B Sterling Silver buckle, hand engraved. 
$2.50 individually boxed, 

Style 8B Same band as above, in 2-tone leather, 
$2.75 individually boxed. 


The above watchbands also available for women. 


ssssst 





magic of the “Old West’, designed and made in 
the California manner. All are individually hand 


carved in the finest of leathers, featuring both hand 










carved buckles and plain semi-precious buckles. haw a 


AVAILABLE FOR IMMEDIATE DELIVERY A complete line of P a Cc i F i Cc WwW & T Cc H 2 
watch bands in pigskin, calfskin, cordovan, alligator, lizard, 
and sharkskin, with the following choice of buckles: gold plated, ATTACHMENTS COMPANY 
gold filled, sterling silver, and sterling silver with gold overlaid. 246 snot es cway ope lec 
We have representatives in all sections of the country. On , 
request they will be happy to show you our complete line. 
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TIMI .W.. Va 


Developed and perfected by Williams metallur- 
gical engineers, Dyna-flo is definitely making 
history in the field of precious metal reclaiming. 


Far surpassing conventional refining methods, 
this exclusive Williams process is faster, more 
efficient, practically 100% thorough! This means 
that all precious metal content— platinum, pal- 
ladium, gold, silver—is extracted from the scrap 
you submit. Naturally you receive a higher cash 


REFINING DOES IT! 


return for your scrap. Important, too, is the 
Williams procedure of triple-checking all ship- 
ments of scrap, with a special Refining Memo 
submitted showing all details of the transaction. 


Send a “test shipment” of scrap, sweepings, 
filings, tank residue for an extra-cash proof! 
Williams Gold Refining Co., Inc., 2978 Main 
Street, Buffalo 14, New York; Fort Erie N., 
Ontario; Havana, Cuba. 


WILLIAMS HAS CONSISTENTLY PAID HIGHER SCRAP 


PRICES 
186 


FOR OVER A QUARTER OF A CENTURY 
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“THE HOUSE OF JEWELS”... FEATURING LINES WITH NAMES YOU CAN TRUST 
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GOOD NAMES 


SHS GUARANTEE EVERY PURCHASE 
FROM 


“THE HOUSE of JEWELS” 


... THE NAME OF A NATIONALLY 
KNOWN MANUFACTURER AND 


vuitiheam Pitelal Fae Ot 


“THE HOUSE of JEWELS” 
VALDOSTA, GEORGIA 
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FOR YOUR 


CUSTOMERS... 





lhis retailers” fuend- winning tooklel 


Here’s a fact-packed booklet ready for over-the- 


counter and mailing distribution. 


Written primarily for women, this engrossing booklet 
tells the fascinating story of palladium. Your cus- 
tomer will be interested in what palladium is... the 
origin and romantic significance of its name... and 


why palladium is ideal for her fine jewelry. 


Half a million booklets have already reached potential 


customers through leading jewelers . . . sustaining 
interest and anticipating questions which may arise 


in merchandising palladium. 


PLATINUM METALS q 


i Section of } 
‘THE INTERNATIONAL NICKEL COMPANY, INC. 67 Wall Street, New York 5, N. Y. 


ae 
3 
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“Palladium ... A Precious Metal For Fine Jewelry” 
aids in winning new friends and sales. How many 


customers do you want to reach? Use the coupon. 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N. Y. 
Gentlemen: Please send me copies of the latest edition ot 


[ 
[ 
[ 
7 Palladium —A Precious Metal For Fine Jewelry. We plan to use these 
| 
| 
| 
| 
| 
| 





for: [] counter distribution [_] mailing 


Name 





Company 





Address 
City 
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Buy with pleasure NAMES 
YOU KNOW 


IN DENVER _| cece weno ntse2 


nationally known manufac- 
turers represented by THE 
Denver Wholesale Jewelers. 





82 ComBINE pleasure with profit on your next jewelry buying ai Connie 
R p iss Brothers Co. 
trip—come to Denver, the wholesale jewelry center of the West. The New Haven Watch & Clock Co. 
Here you have as wide a selection as anywhere in the coun- ee ene 
try ... The Denver Wholesale Jewelers represent more than —— meget etna 
° ° raper orp. 
250 nationally-known manufacturers. Westclox Division, 
‘ . , General Time Instruments, Corp. 
| ~ Here, you do business with friendly Western people who General Time Instraments, Cord. 
know how to serve this territory best . . . and you avoid the rush and pmenerry poem tag 
crush of eastern centers. Dolan & Bullock Co. 
‘ ’ r . Eversharp, Inc. 
And here—when you've finished your buying — you have America’s Alexander Manufacturing Company 
‘ , , ‘ Courtley Jewels 
wonderland playground to enjoy. Marvelous scenic trips, outdoor sports Hickok of Sess. Boanclece 
. relaxation and rest. Paramount Wedding Ring Co. 
. ; p ; : F 7 : P Berma Jewelry Co. 
Denver’s mild, mile high climate is exhilerating the year round. Safe. Franklin Jewelry Mfg. Co. 
7 . e . Jewelry @& Cutlery Novelty Co. 
surfaced roads take you to the hunting, fishing or recreation <> on itn aa . 


Briggs, Bates & Bacon Co. 

Otto Baer, Inc. 

Forstner Chain Corp. 

Alsan Carved Wedding Ring Co. 
Elgin National Watch Co. ry 
Waltham Watch Company Malirncas 
Bulova Watch Company Only 
Gruen Watch Company 


grounds of Colorado’s famous Rockies in just a few minutes 9 
golf and outdoor sports are played 300 days a year a (> 


in Colorado. 





On your next buying trip plan to buy with pleasure ... in 
Denver. If there is any information you wish about jewelry 
lines, pleasure trips—or accommodations—write 


THE PYenver Wholesale Jewelers 


207 Tramway Bldg., Denver 2, Colorado 











Verne Anderson Co., 324 University Building Albert F. Long, Colorado Building Stier-Andersen Co., Steel Building 


J. P. Byrne & Sons, 1441 Welton Street Robitaille Company, Colorado Building United Tool and Material, University Building 


Morris Krulak, 420 Steel Building Wm. Schenkein, 449 Steel Building Vicksman Jewelers Supply, 444 Steel Building 
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It isn’t news any more that the advertising campaign for Art-Carved 
Rings is the greatest promotion ever put behind rings. For 
months now, we’ve described, and you’ve witnessed, 


the telling power...the selling power ...of the paid 





support for your sales of Art-Carved Rings. 


But when newspapers all over America carry a record- 
breaking number of stories about Art-Carved Rings ly 


Wood ...that’s news ! 


And when three great networks carry the name Art-Carved into 


millions of American homes... that, too, is news ! 


It’s important news, because it means that editors and broadcasters, quick 
to observe the preference of Americans everywhere...rate Art-Carved Rings 


tops among fine rings on the market today! 


Only Art-Carved Rings support your ring sales with full-page 
advertising in ten great national magazines. PLUS hundreds of newspaper 


stories. PLUS radio publicity on three nationwide networks! 


Only Art-Carved Rings make news whenever and wherever 


they’re offered for sale! | 


Jj. R. WOOD & SONS, INC. 
216 East 45th Street 
New York City 17, N. Y. 


MEMBER OF GEMOLOGICAL INSTITUTE 
OF AMERICA 


Your Jewelry Industry Publicity Board 
is working for you. Give it your support. 
We have pledged. Have you? 
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Publicity for Art-Carved 
Rings by Wood 
is heard coast-to-coast on: 
Married for Life . . . Mutu:! 
Truth or Consequences . NBC 
Maggie's Private Wire . NBC 
Dave Elman’s 
Victory Auction . CBS 


BELOVED BY BRIDES FOR ALMOST A CENTURY 




















Holiday Greetings 


The dawn of a new year reminds us that 


from Time Hy // this is Gruen’s 73rd year 


in the watch industry. 
It is with a deep sense of pride that we look back on Gruen’s 
progress since the day it was founded back in 1874. 
These 73 years have seen Gruen grow from the most humble beginning 
to distinguished leadership. Faithful adherence to an ideal—that of producing 
the world’s finest watches — has earned for Gruen the reward of priceless friendship 


with millions of consumers and thousands of 





jewelers from coast to coast. 
All of us here at Time Hill take this opportunity to 
express out deepest thanks to you jewelers for your loyalty and goodwill 
without which Gruen’s success could not have been achieved. 
May I also extend my personal warmest 


holiday greetings to each of you. 


Benjamin S. Katz 
President, THE GRUEN WATCH COMPANY 


Time Hill; Cincinnati 6, Ohio, U.S.A. in Canada, Toronto, Ont. 
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Men’s Stainless Steel’ $ 





20) 


DOZ. 


132° 
Women’s Corro- 


’ gold $ i 320 
Plated °,/0s" Proof Doz. 


Order from your jobber or write us. 
q 





Men's Corrogo* mast $ 


on stainless steel . 












Some jobber territories still open. 


Dewelry for Jewelers 
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Expansion 
Watchbands 





"Wai 


Flat Mirror-Top 





50,000,000 wrist watch owners 
can afford these beautiful watch bracelets... 
inexpensive but very attractive. Expansion 
comfort to fit any wrist, any watch. 


FAIR TRADE —Life Timer is the only 
Stainless Steel Expansion Watch Band that is 
Fair Traded to protect your full profits. 


For Women: Corro-gold Plated in yellow, 
pink, white. Dainty, beautiful, yet has the 
strength and “snap back” of the men’s bands. 


For Wen: Stainless steel and Corrogo* 
Plated on stainless steel. Precision made 


of finest chrome steel. Mirror. bright finish. 
*Reg. U.S. Pat. Off. 


manufactured by 


SPECIAL PRODUCTS DIVISION 


163 North Morgan Street ¢ Chicago 7, Illinois 
285 











= WO +. ee 
Wanted 


TEXAS * OKLAHOMA 
ARKANSAS 


FOR 


N. Y. STATE * NEW ENGLAND 


Good opportunity for experienced men selling a 
fine line of Diamond Bunch Rings, Stoneset 
Rings, and Mountings to well rated retail 
jewelers. 















Must have following in the above territories. 


Write fully giving complete details as to your 
qualifications. 


All applications will be held 
in strictest confidence. 


Samuel Platzer Co., Inc. 


31 West 47th St., New York, N. Y. 
BRyant 9-4686 





























Peete OS 


DAY and NIGHT P EARL COMBINATION 


(simulated) 


Appearing in Vogue and Mademoiselle 


7” 


A charming, three- 
strand necklace and 
bracelet for daytime. 
Couple the two as a 
necklace, and you add 
a gracious air to your 
evening elegance. Dis- 
tinctively crafted, 
graduated, simulated 
pearls, carefully 
matched to maintain 
that lustrous sheen of 
quality. Generous sized 
clasps are studded with 
well-cut, white rhine- 
stones—for sparkle and 
brilliance. 


8 strands, #283/299, 

to retail ...... 0 
4 strands, #281/299. 

to retail ...... $37.50 
5 strands, £285/299, 

to retail ...... $45.00 




















Popular 
Priced 


COSTUME JEWELRY 
NOVELTIES 
WATCH ATTACHMENTS 


and the nationally advertised 


CLEOPATRA PEARLS 


1500 NEW 
SALEABLE JEWELRY ITEMS 


FOR— 
WHOLESALERS 
DISTRIBUTORS 
JOBBERS 
QUANTITY USERS 
EXPORTERS 











































On your next New York trip, see 
our sumptuous assortment of money- 
making resale items. Send for our 
latest illustrations today — NOW! 


IRVING SACKS, 


Manufacturers and Exporters 


264 FIFTH AVE. 
NEW YORK I, N. Y. 





Ine. 





TEL. LE 2-6950 
Cable Address SACKSIRVIN, N. Y. 

















The | 
PHENOMINAL VAN CLEEVE 
BALL POINT PEN 







2 4 
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. 
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\ 
vs 
Made in 14K Gold, Sterling Silver and 


Cleeveplate Aluminum. Write or wire 


for Christmas Shipments. 


CLEEVELANDT CORPORATION 


33 West 46th St. 
New York, N. Y. 
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THE EASTERN MANUFACTURERS and IMPORTERS EXHIBIT, INC. 
Invites you ta make your season's selections 
of the World's finest decorative accessories and arctwares 


CHICAGO 
GIFT SHOW 


Februaty 32d thew 14th | 
at the | 
PALMER HOUSE | 


Hours: 9 A.M. to 6 P.M. 
except Saturday the 8th 
and Friday the 14th— 
9 A.M. to 1 P.M. 
Closed Sunday the 9th 











FOR DECEMBER, 194 
: 34a 















| Gifs by DANIELS 


:" 7 Pc. WHISKEY & WINE SETS 


i G910—Ruby-etched DECANTER with jigger stopper at $4.75 set 
or $54.00 doz. sets. 


G8Z7—CRYSTAL, gold banded at $3.75 set or $42.00 doz. sets. 


See our exhibit at the 
CHICAGO GIFT SHOW—FEB. 3rd to 14th, 1947 
. PALMER HOUSE—Rooms 884-885 


In addition to our domestic lines, we will show European imports fea- 
turing new items from Czechoslovakia, Italy, Holland, England, Belgium, 
France—in China, Pottery, Glassware, Wood, Alabaster, Basketware, etc. 


‘ 
| Write for illustrated folder of other items 


M. B. DANIELS & CO. 


31-37 West Z7th Street New York 1, N. Y. 











| SINCE 
| 1925 


$ we have manu- 
} factured count- 


| less creations in 


MIRRORS 
| FRAMES 
| TRAYS 

‘And Now 


we proudly 
offer the 
SHADOW BOX FRAME and TRAY with mirrored 
border of hand-cut cased glass—for immediate de- 
livery. 
All our frames are corduroy easel-backed guaranteed 
} not to warp. 
Other frames ranging in price from $1.75 ea. up; trays from 
$2.25 ea. up. 


4 MIRRO NOVELTY CO. 


Pioneers, Originators and MANUFACTURERS since 1925 
«225 FIFTH AVE. + Room 933 + NEW YORK 10, N. Y. 
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SCUSON 5, Mei iucs 
pee oS tee Ie = 
A”© Greetings| 


*¥ Co our Customers, 
x and Jricnds, and $x 
to the entire Jewelry 
Industry we grate- 
fully extend the 
Season's Greetings 


and our Best Wishes 
for the coming ycar. 
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A dependable 
source for 


WATCH MATERIAL 


JEWELERS’ FINDINGS 
and SUPPLIES 


* JEWELRY 
* LEATHER GOODS 


Lofehen Company 


JOCWELERS 











CWHOLESALE JEWELERS | 


5 North Wabash Avenue ° 
725 S. Spring Street 


Chicago 2, Illinois 
Los Angeles 14, Calif. 














INTRODUCTORY GEMOLOGY 


by 
Webster and Hinton 






The contents of this book are offered as an introduction 
to the fascinating study of gems. Students may safely 
use chapters therein as stepping stones to higher things; 
jewelers will find reference to this volume very helpful. 
Concisely written and profusely illustrated. 


Price $3.50 Postpaid 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd St., New York 17, N. Y. 
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Highest quality photo frames 
at remarkably low prices. Avail- 
able through your jobber. 
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Special sizes on request. 





CORPORATION 


CHICAGO 10, ILLINOIS 






he lalevif / 


By = 820 N. ORLEANS STREET, 
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PAUL LINN 


WATCH CRYSTAL FITTINGS 
Leading in Quality, Dependability and Service!! 


(It pays to do business with a Jong-established) 
(and highly-rated firm.................0.-06. ) 


oe ee a ee a 
pitas Ri pi ea seni SRS 








aS UHemilton ; 
“Sane: De Luxe <= 





DIAL REFINISHING — 4 Day Service! 


% We are now ready to serve you with the SILBERT * 
% METHOD of Hairspring Vibrating! 
Flats—$2.00 Breguets—$3.00 














We carry a Complete Line of Sandsteel Mainsprings for Swiss 
& American watches—$3.00 per Dozen 





| Cabinet with 72 most popular models 
Genuine Swiss Staffs for Bulova Watches—$22.50 








We feature the L. I. C. Staff Assortment No. 46 consisting of 
| Gross of staffs for the full Swiss line—$30.00 





Genuine G. S. Flexo Crystals—Round & Fancy 
COMPLETE LINE—90¢ per dozen 


p AU | L| N N 5 SOUTH WABASH AVENUE 


Established since 1922 CHICAGO 3, ILLINOIS 
Jobber of Watch Materials and Jewelers’ Supplies 




















LAPPING FACETS? 
ANY SHOP 
PROBLEMS? 


New modern designs for Rings, Bracelets, Watches. Any de- 
sign, division, angle. This new lapping machine adaptable for 
superfinishing any part. Made by specialists in jewelry prob- 
lems—Lapping, Ring Stretching, Collets, Punches, Dies, Jigs, 
Fixtures. Machines made to order. 


ALKA PRECISION TOOLS & EXP. WORK 
22-44 122 ST. COLLEGE POINT, N. Y. 








wateh repairing 


FASTER, WITH PROVEN ACCURACY 
and with greater profit 


When watches come in for repairs, a 
WatchMaster printed record tells you 
immediately what is wrong with the 
watch. When work is completed, a 
chart gives you the 24-hour rate (with 
the watch in any position) all in 30 
seconds, 


And, repairs done with “proven” accu- 
racy justify higher charges, too. 


Write for details about the 


Watch Master 








Ameriean Time Products, Ine. 
580 Fifth Avenue, New York 19 














; —— 


MOST WIDELY USED 
WATCH AND CLOCK OILS 


for more than a 


\ 


\ 


WILLIAM F° 


FOR DECEMBER, 1946 


























REYNOLDS No. 2 


SCREW PRESS 
(ADAMS TYPE) 


Wt. Approx. 
600 Ibs. Net 


PRICE — $325.00 


NEW Welded Steel 
FOOT PRESS 


PRICE: Crated F.O.B. 
Providence, R. 1. — $97.50 


SEND FOR DESCRIPTIVE CIRCULARS 


REYNOLDS 


MACHINERY COMPANY 


303 Eddy Street, Providence 3, R. I. Tel. GAspee 5187 
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Special Notices. 

Payable invariably in advance. 

Rates under all headings except “Situations 
Wanted” $1.30 for first 25 words. Additional 
words, Sc. a word. 

SITUATION WANTED ‘f{5e. for firse 25 
words. Additional words, Sc. a werd. 

Heavy type, $3.00 for first 25 werds. Ad- 
Attional words, 10c. a word. | 

Name, address, initials and abbreviations 
eount as words, and are charged for as part 
ef the advertisement. 

If answers are to be forwarded, enelose 15c. 
extra toe cover postage. 

All answers will be directed care Jewelers’ 

Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 

letters of re endati e 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 


Situations Wanted 
7Se. for first 25 werds, Se. for each addi- 
tienal word; minimum echarge 75e. 





YOUNG veteran, intelligent, reliable, de- 
sires position as assistant to caster; 
New York City only. Address “G., 
4925,” care J CeK. 





SALESMAN ; tup flight, high class execu- 
tive type, seeks well paying job, repu- 
table store, Pacific northwest. Address 
“T., 4952,” care J C-K. 





GOOD clockmaker desires position in 
Southern part of Gulf States, preferably 
Florida or Texas. Address ‘*“E., 5032,” 
care J C-K. 





WATCHMAKER wants permanent posi- 
tion; has seven years’ experience at 
the bench and good references. Address 
“N., 5051,” care J C-K. 





MODEL maker, advanced ring creations 
for 1947, for men’s stone rings and un- 
usual gents’ diamond mountings. Ad- 
dress ‘“‘New York, 5021,” care J C-K. 





NEXT year, a man of outstanding man- 
agerial ability becomes available for 
reputable credit jewelry store; loca- 
tion immaterial; hizhest reference. Ad- 
dress “J., 4927,’ care J C-K. 





YOUNG man, 22; my last position was 
with diamond, precious jewelry dealer; 
seeking position with dealer or firm in 
New York City, vicinity. Address “A., 
5060,” care J C-K. 


WATCHMAKER, 30 years’ experience; 
desires position in Southern California 
with modern, reputable firm; perma- 
nent, best references. Address “A.,, 
4985,”’ care J C-K. 


SALESMAN, traveling, aggressive, now 
connected, retail following, seeks gold 
and gold filled line; manufacturer only: 
commission basis. Address “S., 5019,” 
care J C-K. 


SALESMAN, traveling, go-getter, now 
connected, retail following, seeks only 
high class line of costume jewelry; 
manufacturer only. Address “T., 5020,” 
care J C-K. 


SECOND engraver, veteran, can do plain 
engraving, some clock and _ jewelry 
work; Eastern New York preferred. 
Glenn Jones, c/o Hoyt, Jeweler, 316 
Fair St., Kingston, N. Y. 

















RETAIL jewelry manager, nine years’ 
experience, married, 29 years old; pre- 
fers position in city of 30,000 or more; 
references furnished. Address “C., 
5062,” care J C-K. 


A-1 watchmaker, age 44, 17 vear~" ex- 
perience on all types, including chrono- 
graphs, desires connection in Florida; 
50-50, or strairht salary. Address “J., 
5102,” care J C-K. 








EXPERIENCED jewelry woman, buyer, 
saleswoman, wholesale, executive, 
managerial experience, desires 
change as of January 1. Address 
say 5093,” care J C-K. 





ANXIOUS, ambitious veteran, desires to 
learn engraving; knowledge of letter- 
ing; eligible for G.I. Bill of Rights for 
“Job on Truining’’; experienced in dia- 
ee trade. Address “A., 4913,” care 





EXPERIENCED man, selling in noted 
wholesale house, catering to the jewel- 
ry trade, desires connection with credit 
jewelry concern, as, or leading to man- 
agerial position. Address “F., 4962,” 
care J C-K. 





SEATTLE watchmaker, young veteran, 
23, attending watchmakers _ school, 
seeks position, your city, about Febru- 
ary 1947; will accept “on job training” 
ag otherwise. Address “F., 4924,” care 





WATCHMAKER, Bowman graduate, 10 
years at the bench, thoroughly experi- 
enced in all phases of the jewelry busi- 
ness, wants position where advance- 
ment is assured; prefer to locate in the 
South. Address “S., 5070,” care J C-K. 





CAPABLE, junior executive, experienced 
at handling watch production, distribu- 
tion, office sales, purchases, etc.; thor- 
ough knowledge of the jewelry busi- 
aon ‘ age 27. Address “B., 4839,” care 





WATCHMAKER, experienced, 38 years 
old, would like partnership or interest 
in established jewelry store in small 
Midwestern town; with present concern 
20 years; desire change. Write, James 
O. Norsworthy, 3120 N. 77th Ave., Elm- 
wood Park 35, IIl. 





WATCHMAKER, 34, bondable; four 
years’ experience; tradeshop; importer ; 
timing machine; desires steady job 
with high class mechanic to improve 
himself; prefer retail; out of Wew 
York considered. Address “B., 5195,” 
care J C-K. 





PAWNBROKER’S manager, 36, expert 
appraiser diamonds, jewelry, cameras, 
etc.; 18 years’ experience, dependable 
all phases, desires position with future 
and possible interest in business; avail- 


able 1947. Address “V., 4768," care 


J C-K. 





SALES engineer available, reputable, 
progressive enterprise operating bct- 
ter class retail units; man of in- 
genuity and strong analytical abil- 
ity; extremely profilic creating 
attractive displavs, advertising, etc. 


Address “W., 4954,” care J C-K. 





CASTING technician desires connection 
well established jewelry manufacturer ; 
supervise casting department, make 
rubber, metal molds; metal, wax mod- 
els: knowledge finishing; must have 
housing, family four; prefer West, 
oe Address “A., 5025,” care 
J C-K. 





IDEAS for selling; young woman, five 
years’ experience, precious, imitation 
stones; four years’ additional business 
and law experience; loves selling: ex- 
cellent stenographer; good appearance; 
desires position New York City. Sylvia 
Munt, Telephone Olinville 5-1918, or 
2920 Holland Ave., New York City, 67. 





EXPERIENCED, competent costume 
jewelry buyer, formerly with one of 
Brooklyn’s leading department stores, 
would like to associate herself as cos- 
tume jewelry buyer with a fine retail 
jeweler in the Metropolitan area only; 
best of references upon request. Grace 
Schumacher, care Urie Mandle, 411 
Fifth Ave., New York City. 


AVAILABLE, jewelry executive with 
background of six years jewelry 
store management; three years 
chain jewelry store supervising: 
five years buying, jewelry sales pro- 
motion; three years advertising, dis. 
plays; four years credits, collections, 
accounting. Address “P., 5017,” 
care J C-K. 





GOOD man; enviable knowledge jewelry 
business; seeks responsible position 
where his unusual sales creating quali- 
fications could be put to greatest ad- 
vantage managing office of reputabie 
wholesalers, importers or manufac. 
turers; invaluable acquisition for suc. 
cessful organization; very finest ref- 
erence obtainable. Address “V., 4953,” 
care J C-K. 





AVAILABLE January 1, high grade 
jewelry executive, at present employed 
as general manager of group of cash- 
credit units, seeks larger chain store 
operation; successful experience in pur- 
chasing, management, merchandising 
and credits; only proposition from well- 
rated firms considered: salary $10,090 
and percentage to start. Address “F., 
4719,.”" care J C-K. 








QUALIFIED general manager and buyer, 
32, family man; thoroughly experi- 
enced in merchandising, buying and 
selling highest type watches and jewel- 
ry, familiar with domestic and foreign 
concerns; thorough knowledge of es- 
timating watch and jewelry repairs; 
desires connection with established firm 
in New York: references; state offered 
salary. Address “H., 4935,” care J C-K. 


MANAGER, retail cash and credit jew- 
elry store, thoroughly qualified in 
every department; can furnish the 
finest references; at present man- 
aging five cash and credit jewelry 
stores doing over one hundred thonu- 
sand dollars yearly; will consider 
real good proposition anywhere in 
the United States after January 1, 
1947. Address “‘N., 5015,"° care 


J C-K. 


VETERAN and wife, age 34, wish to con- 
tact a jewelry store owner who needs 
watchmaker, sober, with 11 years’ ex- 
perience on all makes of watches and 
clocks, including chronometers, chrono- 
graphs and repeaters: salesladv, 12 
years’ experience, including bookkeep- 
ing, typing, displaying merchandise and 
buying; would prefer small store with 
a good going business, in which the 
owner would like to become inactive 
and still have his business in honest 
and capable hands: can furnish A-1 
references as to character, ability and 
honesty: available March 1, 1947. Ad- 
dress “B., 5089,” care J C-K. 








ee 
Lines Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





IF you have a good watch line here’s 
iy. “ee Address “M., 5003,” care 





OHIO resident salesman, traveling by 
car, desires watch line; excellent fol- 
lowing; references. Address “‘C., 4958,” 
care J C-K 





PACIFIC Coast representative with ex- 
cellent following desires complete line 
ey jewelry. Address “K., 5108,’’ care 


——————— 


JORBER wants lines, prefer specialty 
item from small manufacturer; state 
full particulars. Address “A., 4438,” 
care J C-K. 
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LINES WANTED—Continued 








representative, traveling by car, 
aimee Pon jewelry and department 
stores, desires a good factory line for 
his tiade; references ; commission basis. 
Address “D., 4959,” care J C-K. . 





REPUTABLE diamond line sought by 
prolific salesman, for exclusive dis- 
tribution San Diego to Seattle and 

Spokane ; finest reference available. Ad- 

dress “H., 4926,” care J C-K. 





OUTSTANDING diamond ring line 
wanted; man of 40; excellent back- 
ground; will consider any attractive 
territory. Address “L., 5002,” care 


J C-K 





MANUFACTURERS’ representative: ex- 
cellent following, retail and wholesale ; 
beautiful display room; diamond and 
quality jewelry only. Address P. O. 
Box 1182, Miami, Fla. 


SALESMAN, experienced, moving to 
California, desires to represent ex- 
clusively a leading manufacturer on 
the Pacific coast; Al references. 


Address “‘A., 5079,” care J C-K. 


eel 





WATCH SALESMAN, Pacific Coast ter- 
ritury over 20 yeurs, desires good line 
of watches in 14K and gold filled; 
cumtmission basis. Address “E., 1449,” 


care J C-K. 


EXPORT, San Francisco representa- 
tive open for manufacturer’s mer- 
chandise; over 2,000 potential ac- 
counts. S. Vitenson, 609 Sutter St., 
San Francisco, Calif. 








PACIFIC COAST salesman who calls on 
the better trade, desires a line of 
platinum, gold chains, lockets, crosses, 
watch cases and specialties; best of 
connections. Address “C., 1448,’ care 
J C-K. 


PACIFIC COAST representative, Wash- 
ington, Oregon, California, for 
manufacturer of diamond mounting 
line, desires non-conflicting lines 
starting next year. Address “O., 
4975,” care J C-K. 


MANUFACTURERS’ representation 
wanted; Miller Brothers, with offices 
in Metropolitan Detroit, seeking open 
lines for surrounding territories, to 
wholesale trade. Address Miller Bros., 
1210 Metropolitan Bldg., 33 John R St., 
Detroit 26, Mich. 


TOP NOTCH sales record Metropolitan 
New York area; substantial volume 
developed with rated jewelers; ex- 
cellent qualifications; seeks con- 
nection with reputable firm. Ad- 


dress “P., 5053,” care J C-K. 


TRAVELING representative interested in 
fine gold line, mounted or semi-mounted 
line, or an important watch line: enjov 
fine following throughout New England 
and New York States: catering only to 
the better stores. Address “K., 5000,” 
care J C-K, 


EXPERIENCED salesman, with Chi- 
cago office and excellent following 
with Midwest jobbers and all large 
outlets, wants manufacturer's line. 
Address “Cireular 1475” Room 


1415, Heyworth Bldg., Chicago 2. 




















SUCCESSFUL sales manager, now build- 
ing own nationwide distributing sys- 
tem, with important contacts, can han- 
dle a few additional jewelry lines of 
quality and profit. Address, House of 
— Ltd., 16 W. 55th St., New 

ork. 


SAN FRANCISCO representative, open 
for manufacturers merchandise, for 
domestic and export; 250 potential 
buyers; sold trade for the past 20 
years. Chas. Grellmann, 704 Market 
St., Mutual Bldg., Room 814, San Fran- 
Cisco, Calif. 








HIGH calibre salesman desires connec- 
tion with manufacturers of high grade 
jewelry line or jewelry items, to sell 
wholesale tiade in Chicago and Middle 
West territory; no drawing account 
necessary. Martin Goodman, Belmont 
Hotel, Chicago, Il. 


SALESMAN with large following in the 
Middle West, amongst the better 
jewelers and department stores, seeks 
as a side line a factory line of fine 
sterling white stone or marcasite 
jewelry. Address “Circular 1485” 
Room 1415, Heyworth Blidg., Chicago 2. 


MANUFACTURERS’ representative, of- 
fices San Francisco, wasits manufac- 
turer’s lines sold directly to retailer; 
Cummission basis; unmeunted ladies’ 
Platinum and gold muwuuntings, guld 
jewelry, gold findings, highest reler- 
ences. Address “A., 4371," care J C-K. 


WEST COAST sales organization, with 
San Francisco otftices, has an opening 
fur a fine specialty line fur the best re- 
tail stores; we are a lung established 
outfit, with the best connectiuns; will 
be in New York during December for 
personal interviews. Address “A., 4775,” 
care J C-K. 


PACIFIC Coast salesman, who is very 
well known, having called on the better 
Class retailers, whvulesalers and jobbers 
fur the past 12 years, is nuw available 
for a high grade watch line, or a 
Platinum and diamond jewelry line, or 
luuse diamund line; best of trade and 
bank references furnished. Address 
*K., 4758,” care J C-K. 

















MANUFACTURER'S line wanted by live 
wire sales organization, four top notch 
producers residing New York, Chicago, 
Los Angeles; either high grade guld- 
filled or sterling jewelry, hollowware 
or tlatware, produced for jobbers ex- 
clusively; travel entire U. S. A.; com- 
mission; excellent references. Address 
“P., 1324,” care J C-K. 


MANUFACTURERS’ agent, with com- 
plete coverage of the 13 Western 
States, including Texas and Okla- 
homa, desires additional lines, pref- 
erably jewelry and Swiss watches; 
interested only in lines of bonafide, 
established manufacturers and im- 
porters. Address “T., 5022,” care 

__J CK. 

JEWELRY salesman, with established 
trade, now selling finest quality line of 
platinum and diamond mountings to 
the best stores in the Western States, 
seeks an additional quality line, such 
as fancy piatinum or white gold brace- 
lets, or watch attachments; diamonds 
mounted or unmounted. Writes, D. C. 
Frark, 2919 De Mille Drive, Los An- 
geles 27, Calif. 


HOLLOWWARE in sterling or silver 
plate, from reputable manufacturer, 
wanted for Middle West jobbers and 
department stores; volume produc- 
ers from most desirable accounts; 
have large Chicago display offices; 
on commission basis only. Address 
“Circular 1480,” Room 1415, Hey- 
worth Bldg., Chicago 2, Tl. 

MANUFACTURERS’ representative, with 
headquarters in Chicago and jobber 
outlets in the principal cities in the 
Middle West, wants manufacturer's line 
of gold filled chockers, gold filled watch 
bracelets, gold filled watch attachments 
and gold filled brass base costume 
jewelry, priced for jobbers. Address 
“Circular 1478,” Room 1415, Heyworth 
Bldg., Chicago 2, Ill. 

MANUFACTURERS of metal stamp- 
ings, compacts, cigarette cases, nov- 
elties, desiring representation in 
Middle West and Southwest; have 
Chicago office; excellent trade with 
jobbers, catalog houses, mail order 
firms and large chain stores in this 
territory; interested in quality mer- 
chandise only; strictly commission 
basis. Address “Circular 1479”, 
Room 1415, Heyworth Bldg., Chi- 


cago 2, Ill. 























PROGRESSIVE manufacturer, desir- 
ing best dependable, energetic ex- 
perienced representation; available 
January Ist, primary manufactured 
line priced for wholesalers, quantity 
users only; territory East and South; 
thorough knowledge sales possibil- 
ities and accounts throughout coun- 
try; interview desired to outline ex- 
perience qualifying successful sales 
career; experienced all phases of 
jewelry and ring manufacturing; 
commission. Address “J., 4966,” 
care J C-K. 





ATTENTION manufacturers; experi- 
enced salesman, for many years with 
established following amongst A-1 rated 
jewelers, large department stores and 
specialty shops, doing a very large 
sales volume for competitive jobber, 
would like to make a change to nation- 
ally recognized and nationally adver- 
tised manufacturer’s line of high class 
costume jewelry, for the coming spring 
season; traveling by car through New 
Jersey, Pennsylvania, Maryland, Wash- 
ington, D. C., West Virginia, Ohio, Ken- 
tucky and Indiana; would consider also 
opening an office or showroom in New 
to Address “W., 5033,” care 





CALIFORNIA salesman, now handling 
manufacturer’s line of beautiful, 
hand wrought sterling costume 
pieces, sterling and solid gold com- 
pacts, cigarette cases and lighters, 
would like additional non-compet- 
ing line in better stone jewelry, 
staples, or expensive novelties, for 
only high rated West Coast stores 
comparable in distinction to fine 
Fifth Avenue jewelers; intensive 
coverage throughout California, 
Oregon and Washington; pleasant 
and convenient showroom in prin- 
cipal Los Angeles building; com- 
plete record of experience upon in- 
Fr Address “R., 5054,” care 








Side Lines 
Minimum charge (25 words) $1.50 
Additional words, & eents a word 





SALESMEN to carry side line of stone 
and signet rings; several territories 
open; full particulars in first letter. 
Address “R., 4947,” care J C-K. 





MANUFACTURER, long established, de- 
sires salesman for side line of men’s, 
ladies’ and children’s stone set rings. 
Address “L., 5049,” care J C-K. 





SIDE line of jewelers’ tags and cards, 
etc.: catalogues showing full line. Rex 
Tag Co., 26 Park Place, New York 7, 


N. Y 





SALESMAN, watch material and jewelry, 
can be an extra line; many territories 
open; references. Address “C., 5088,” 
care J C-K. 





SALESMAN, calling on retail jewelers 
to carry line of gent’s gold and ladies’ 
stone rings, covering New England; 
also one for West Coast. Address “J., 
5094,” care J C-K. 





SALESMAN, Pacific Coast, experi- 
enced, calling on better stores, to 
carry fine line 14K bracelet watches, 
superbly styled: state full details. 
Address “R., 5034,” care J C-K. 


(Continued on page 386) 
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SIDE LINES—Continued 





(Continued from page 385) 





SALESMEN to sell line of gold blue and 
white zircon rings to retail jewelers; 
write, stating territory you cover and 
other details; interviews in New York 
o:3 te Address “L., 5010,’ care 





SALESMAN, for the South, to carry as 
side line, diamond bunch rings and 
wedding rings, ladies’ and geiits’ mount- 
ings and stone rings and platinum 
rings; on commission. Address “B., 
4872,” care J C-K. 





MANUFACTURER of “Devine Line,” 
exclusive style wedding rings and 
other items; sell to department 
stores and large retailers; many ter- 
ritories open. Louis Vogel, 39 S. 
State St., Chicago 3, Ill. 





MANUFACTURER of ladies’ and gents’ 
10K and 14K birthstone rings, wants 
experienced salesmen calling on the 
jobbing trade, on commission basis; 
New York and vicinity; also man for 
Chicago; good opportunity. Address 
“R., 4977,” care J C-K. 





SALESMEN experienced, wanted by 
manufacturer of ladies’ and gents’ stone 
rings, in 10K and 14K, also 14K 
crosses; calling on the retail stores, on 
commission basis; Pacific Coast, and 
man for Western territories. Address 
“T., 4979,” care J C-K. 





MANUFACTURER of sterling gift, baby 
and specialty items, no costume jew- 
elry, requires experienced local repre- 
sentatives with references, to call on 
retail trade and mail order houses; at- 
tractive commission. Address “B., 
5061,” care J C-K. 





SALESMAN for a manufacturer of gold 
and platinum ring mountings; must 
have a following among jobbers and 
wholesalers in Mid-western and West- 
ern territories; we have the right line 
for the right man. Address “A., 5104,” 
care J C-K. 





SALESMAN, experienced, wanted by 
manufacturer of ladies’ and_ gents’ 
stone rings in 10K and 14K gold; men 
with good following, calling on estab- 
lished retail jewelry stores, on com- 
mission basis; most territories open; 
good opportunity. Address “S., 4978,” 
care J C-K. 





SALESMEN wanted, start January 1; 
well known 14K gold jewelry manu- 
facturer to be represented in Middle 
West, West Coast, Southwest areas, 
popular priced 14K gold jewelry, other 
non-conflicting lines allowed; corre- 
spondence confidential and prompt. Ad- 
dress “C., 5006,” care J C-K. 


SALESMAN to call on retail jewelers, 
gift and department stores with fast 
selling line of watches, clocks and 
jeweliy; every cooperation given to 
capable individual with following; sev- 
eral territories open; please give ail 
details and reference in first letter. Ad- 
dress “G., 5099,” care J C-K. 


SALESMAN wanted, calling on retail 
trade in Mid-West, to carry side line 
of fine ladies’ platinum and dia- 
mond single stone and wedding 
rings, semi-mounted; for experi- 
enced man only; state references 
and experience. Address “H., 5046,” 
eare J C-K. 











SALESMAN wanted for quality line of 
perfumes and toilet waters, with spe- 
cial feature as names, dedications, ref- 
erences to hobbies painted on bottles; 
trade mark for gifts by business 
houses also available: all territories 
open to right representatives. Michele, 
Perfumer, 6975 Franklin Ave., Holly- 
wood 28, Calif. 


MANUFACTURER of an attractive and 
popular pearl line, trademark, in 
graduated necklaces, bracelets and 
chokers, wants salesmen with es- 
tablished following, with jewelry, 
gift, specialty and department 
stores; state full particulars. Ad- 
dress “V., 4984,” care J C-K. 





MANUFACTURER of 14K gold cluster 
earrings, for pierced and _ pierceless 
ears, wants salesman with following 
among the retail trade in the city of 
Chicago and Western territory; this 
line is fast selling, should average 
from $100 to $150 per week; commis- 
a basis. Address “T.5071,’’ care J 
—_. 





ESTABLISHED territories in New 
York State, Chicago, Middle West 
and Pacific Coast, now open for 
men to carry a side line of fine 
sterling silver jewelry, calling only 
on the better jewelers and depart- 
ment stores; write details and ref- 
erences. Address “*M., 5013,” care 


J C-K. 





MANUFACTURER of 14K gold cluster 
earrings seeks man traveling New 
England territory, who in all prob- 
ability has served the same accounts 
as we have in period of years; we have 
a fast selling line with established ac- 
counts in New England; should aver- 
age from $100 to $150 per week; com- 
mission bassis. Address “V., 5072,’ 
care J C-K. 





REPRESENTATIVES wanted for sev- 
eral choice territories, to carry na- 
tionally known and advertised line 
of plain and engraved maiched wed- 
ding rings; only those with ring ex-~ 
perience and now traveling an estab- 
lished territory will be considered. 
Address “Circular 1484”, Room 
~ Heyworth Bldg., Chicago 2, 





MANUFACTURER desires to make con- 
nection with live wire salesmen to call 
on wholesalers, only; one for the East 
and one for the Pacific Coast; will con- 
sider only men who have experience in 
selling a popular priced line of ladies’ 
simulated birthstone ring assortment, 
boys’ and girls’ signet rings, pendants, 
ring and pendant sets and crosses; 
only those who can produce volume 
business will be considered; write in 
detail. Address “G., 4328,” care J C-K. 





TWO, stone ring, traveling salesmen, 
experienced and with good following; 
must have a car; calling on established 
retail jewelers; one in Pennsvlvania, 
Maryland, Ohio and West Virginia, 
the other in California; line consists of 
10K and 14K ladies’ and gents’ genu- 
ine and synthetic stone rings, large as- 
sortment of ladies’ birthstone rings, 
boys’ and girls’ signet rings, crosses, 
pendants, ring and pendants, baby rings 
and cameo brooches: good opportunity 
for live wire; no objection to non-con- 
flicting line; give full particulars in 
,ax Address “H., 4329,’’ care 








Help Wanted 


Minimum charge (25 words) $1.50 
Additional words, S cents a word 





WATCHMAKER wanted. Leo J. Sim- 


ard, 54 Suffolk St., Holyoke, Mass. 





JEWELRY stone setter, good ali around 


mechanic: good salary and fine lova- 
tion. Address “T., 4983,” care J C-K. 








JEWELER who is able to do fine set- 


ting; $2.75 per hour. Address ‘“M., 


4981,’’ care J C-K. 








WATCHMAKER to work in Washington 
D. C.; $100 to $140 per week. Address 
“H., 5101,” care J C-K. 








ASSISTANT watchmaker; good opporty. 
nity to gain experience in establisheg 
store. Lee Clegg, Inc., Norwich, Conn, 





tr 

WANTED, first class watchmaker; com. 
mission or salary. A. R. Brandenburg 
Independence, lowa. 





JEWELERS on special order work, gold 
and platinum; fine place, courteous 
treatment; $2.50 per hour. Address “J, 
4980,” care J C-K. 





a 

CLERK, watch material; watchmakers’ 
and jewelers’ supply house; state ref. 
erences and experience. 


Address “Y, 
4955.”" care J C-K. 








SALESMAN to sell watches and attach- 
ments to Post Kxchanges and ship ser. 
vice; can be carried as a side line. Ad- 
dress “G., 499%,” care J C-K. 








WANTED ; letter engraver on silverware; 
good wages, steady employment; high 
class store in Boston, Mass. Address 
“E., 4994,” care J C-K. 


JEWELRY salesman to call on retailers 
or jobbers, with short side line of new 
low priced costume jewelry. Greenleaf 
Co., 197 Mulberry, Newark, N. J. 


WATCHMAKER; permanent position in 
Los Angeles for first Class mechanic; 
tup pay, excellent working cunditions, 
Address “D., 4710,"" care J C-K. 


WATCHMAKER, experienced, to take 
complete charge of watch repair de- 
partment; salary or commission, Rogers 
Jewelry Co., Fairmont, W. Va. 


WATCHMAKER for West Coast posi- 
lium, permanent, good working coundl- 
tions; state age and experience. Ad- 
dress “E., 2040,” care J C-K. 


MANAGER with watch and jewelry ex- 
perience for leased fine jewelry de 
partment, in department store. Ad- 
dress *“G., 3981,” care J. C-K. 


YOUNG lady, experienced in office of 
diamond ring manufacturer, knowledge 
of stenography; excellent opportunity; 
permanent. Address “M., 4940,” care 
J C-K 


CREDIT store manager and two salesmen, 
wanted for live aggressive organiza- 
tion; must be thoroughly experienced. 
Norman Bernard Jewelers, 139 Albany 
St., New Brunswick, N. J. 





























JEWELRY manager, Dayton, Ohio; 
beautiful store in heart of town; must 
take complete charge; lifetime opportu- 
nity for capable man; replies confiden- 
tial. Address ‘‘K., 4967," care J C-K. 





ALL around diamond setter, engraver 
and jeweler; best working conditions; 
top wages; in Bay area of California. 
Associated Jewelers, 477 15th St., Oak- 
land, Calif. 


SALESMEN for men’s western jewelry 
and new line of charms; calling on re- 
tail trade; all territories; representing 
California manufacturer. Address “Q., 
4738,” care J C-K. 


WATCHMAKER, dependable and capa- 
ble: excellent opportunity ; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321," care J C-K. 


WATCHMAKER, ring sizer, experienced 
only; large store, pleasant surround- 
ings; living quarters available; salary 
$100, plus commission. Hill's Jewel 
Box, 952 Broad St., Augusta, Ga. 


WANTED: combination engraver, watch- 
maker, stone setter: top salary in fine, 
old Southern store; references re 
ake Address “X.Y.Z., 4280," care 
J C-K. 


WANTED;; first class watchmaker; well 
established firm, pleasant working 
conditions; salary $100 per weck. 
Andersen’s Jewelers, 355 Second St. 
Macon, Ga. 
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HELP WANTED—Continned 

JEWELERS, engra 

special poe Rl fraternity, permanent; 40 

eek and overtime; large mod- 

ern shop. Midwest Jewelry Co., Okla- 
homa City, Okla. 





vers, setters, jobbing, 








SMAN with following; by manu- 
cae of fine gold jewelry; from 
Denver to West Coast; give details 
revious experience; eon fidential. 


Address “y., 5024,” care J C-K. 








NTED; experienced and capaba 
Fae eaker ; $100 a week; leading 
store in a live town; state age and 
furnish references. Bell Jewelers, 


Aberdeen, Wash. 








TCHMAKERS; trade shop in New 
be will give work out to first class 
watchmakers, no others; write for 
interview. Address ay 4263,” care 


J C-K. 


SALESMAN, with established following 
in the South or Midwest, to call on 
jobbers and large retailers, with a line 
of ladies’ and gents’ stone rings, 10K 
and 14K. Address “F., 4923,” care 


J C-K. 














JEWELER and engraver; light jewelry 
repairs, sizing and engraving; no silver 
work: credit jeweler located Detroit, 
Mich.; good working conditions, high 
pay; no bothersome records to _main- 
tain. Address “H., 4965,” care J C-K. 











SALES representative, West Coast; 
manufacturer’s gold and platinum 
mounting line known to better retail 
stores: commission basis; state experi- 
ence and present connections. Address 
“H., 4998,” care J C-K. 

FINE stone ring and advertised diamond 
ring line; desirable teriitories open tor 
experienced men with established fol- 
lowing; no objections to non-conflict- 
ing side line. Hy Spreckman & Co., 31 
N. State St., Chicago, II. 











WATCHMAKER wanted, experienced ; 
permanent position in modern air-con- 
ditioned store; state salary wanted; 
experience and references. M. W. Davis 
Co., Jewelers, 311 Fremont St., Las 
Vegas, Nev. 








WANTED, watchmakers on very liberal 
weekly bonus arrangement; permanent 
positions in one of the Southwest's 
largest and oldest finer jewelry stores; 
healthful year round climate. Address 
“F., 5041,” care J C-K. 





FINE sterling silver hollowware; sales- 
men with following preferred; addi- 
tional non-competing line permitted: 
territories open; commission: give full 
details in first reply. Address “R., 
5065,” care J C-K. 





SALESMAN, experienced, to call on retail 
stores in New York and vicinity, to 
carry ladies’ and gents’ 14K synthetic 
and genuine stone rings and diamond 
mountings. S. Steinberg, 87 Nassau St., 
New York City. 


WANTED, watchmaker and engraver, 
$75 week guaranteed and all overtime 
you want to make; plenty of good 
clean work in nice air conditioned store. 
J. L. Albritton, 418 East Capitol, Jack- 
son, Miss. 





JEWELER, stone setter, special order 
work, platinum and gold; perma- 
nent position; air-conditioned shop; 
$2.25 per hour; old established 
firm. Pugh Bros., Jewelers, 15 W. 
Federal St., Youngstown, Ohio. 








SALESMAN for retail jewelry store, 36 
years established, modern store: wide 
awake experienced man required; good 
salary; permanent position for right 
. Berner’s, 16 Third St., Troy, 





WANTED; good watchmaker to take 
charge of ail watch repairs for high 
frade, small store; send reference and 
any other desirable information to, 
Henebry & Son, 110 Hay Street, Fay- 
etteville, N. C. 








FIRST class watchmaker on _ better 
grade of watches; $125 week guar- 
anieed; hours 8:30 to 5:30, South- 
ern city, 130,000 population; refer- 
ences required. Address “Q., 4735,” 
care J C-K. 





WANTED, experienced and  capapie 
watchmaker; $100 week and goud 
working conditions; air conditioned 
sture; tine climate; state age and fur- 
nish references. Crothers, Jewelers, 
Yakima, Wash. 


WATCHMAKER, with experience; 
goud working conditions; retail 
store; overtime opportunity; steady 
employment, vacation. Gurney Bros. 

rockton, Mass. 








COSTUME jewelry salesmen; resident 
men with cars and following, for high 
grade line to cover Minnesota, Indiana, 
Wisconsin, Iowa, Kentucky, Ohio, Penn- 
sylvania; high commission; good op- 
2 et Address “J., 4936,’ care 





WATCHMAKER for Indianapolis; sal- 
ary $100 plus commission; excellent 
working conditions, in  air-condi- 
tioned store; good opportunity for 
capable man. Address “D., 4931,” 
care J C-K. 





JEWELER; first class model maker ac- 
customed to doing fine work, to take 
full charge of factory making gold 
rings; located Middle West; salary 
$6,000, first year and bonus; state quaii- 
fications in strict confidence. Address 
“N., 4974,” care J C-K. 





JEWELRY salesman, retail store man- 
ager for store in San Pedro, Calif.; 
excellent future with growing chain 
operation; salary and percentage; 
can earn upwards of $7,000 a year. 


Address “K., 5009,” care J C-K. 





SALESMAN, sterling silverware, antique 
style; manufacturer has opening for 
experienced representative to cover 
Middle West; residence Chicago; all 
inquiries and references treated con- 
fidentially. Address “S., 4950,” care 
J C-K. 


WE HAVE the following openings in 
our store; watchmaker, jewelers, 
engravers and front man; this is in 
a town with a population of about 
20,000, not an industrial town, 
with a firm founded in 1875. Keller 
& George, Charlottesville, Va. 








SALESMEN; side line, with following 
jewelry stores in West, Middle West 
and South; sell gold, gold filled, better 
costume jewelry, compacts; good op- 
portunity; commission; give details, 
references. Address “T., 5058," care 
J C-K. 





SALESMAN, with initiative, experi- 
enced and with following in New 
England retail stores, wanted by 
established Boston wholesale jew- 
eler; good salary; opportunity for 
right man. Address “N., 5004,” 
eare J C-K. 


WANTED, engravers to work 40 hours 
week; permanent positions in one of 
the Southwest’s largest and oldest, finer 
jewelry stores; healthful year round 
climate, pleasant working conditions; 
$100 a week minimum. Address “E., 
5040,” care J C-K. 





EXPERIENCED watchmaker wanted; 
permanent position; pleasant work- 
ing conditions; good salary; kindly 
furnish us with references. Grun- 
bergers Inc., 133 Atlantic St., Stam- 
ford, Conn. Established over 36 


years. 





TOP grade window decorator, with a 
complete knowledge of jewelry win- 
dows, mechanical and interesting dis- 
Plays; fine position, perfect climate, 
excellent salary; must be personable. 
—— & Adams, Box 270, Tucson, 

Z. 





WATCHMAKER, experieuced, to take 
Cumplete charge of watch repair de- 
Ppart¢ament; straight salary vr cvilimis- 
sion; would prefer man whe graduated 
frum Bowman's Watchimaking Schuul 
Weimer’s Jewelry Stvre, 13 S. 4th St, 
Hamburg, Pa. 








TWO salesmen; manufacturer of na- 
tionally known line of stone rings 
has .exclusive territories open for 
live wire to call on retailers; give 
full experience and territory desired 
in first letter. Address “L., 4948,” 
care J C-K. 





WE have two, we want two more watch- 
makers; air-conditioned store; ideal 
working conditions; salary $85 to $1v0 
tu start, according to ability; expenses 
paid for interview. Herbert's, Your 
Jewelers, Curner 58th St. & 7th Ave., 
Kenosha, Wis. 





JEWELRY repair man and diamond set- 
ter wanted; permanent position open 
for expert jewelry repair man and dila- 
mund setter; fine wurking cunditiuns; 
in tuwn of 123,000, salury would be 
$75 per week. Cari W. Kose, 826 S. 
Calhuun St, Ft Wayne, Ind. 





WATCHMAKER;; capable of taking in 
work, quoting estimates, making 
minor repairs at bench; must have 
good appearance, and prefer ex- 
perienced man; modern retail store, 
in Southern tier of New York State. 


Address “E., 4918,” care J C-K. 





WATCHMAKER wanted; top salary paid 
to A-l watchmaker; permanent salary 
per month will be set at 60% of vol- 
ume turned out during first month; 
fine working conditions, in town of 
125,000. Carl W. Rose, 826 S. Calhoun 
St., Ft. Wayne, Ind. 





WANTED, assistant manager, must be 
aggressive and excellent salesman 
with experience in cash and credit 
jewelry business; splendid oppor- 
tunity; in first letter state age and 
give complete experience. Address 


“O., 5016,.”’ care J C-K. 





SALESMAN wanted to ecall on retail, 
credit and better department stores, 
protected territories; one, lower South- 
ern States; two, Middle West Coast; 
three, Upper West Coast; exclusive 
sterling silver rhinestone line: attrac- 
tive earnings assured. Address “K., 
4928,” care J C-K. 





SALESMEN with following among better 
jewelry and department stores, for 
nationally advertised and long estab- 
lished quality line, on commission 
basis; territories open for sale distri- 
bution; Washington, Oregon, Montana, 
Idaho, also Texas. Address “L., 4968,” 
care J C-K. 





(Continued on page 388) 
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HELP WANTED—Continued 





(Continued from page 387) 





COSTUME jewelry; experienced sales- 
men with car and following to cover 
Texas, New Mexico, Middle West and 
West Coast for highly competitive line 
of gold filled and sterling silver and 
brass jewelry; good commission; ex- 
cellent opportunity. Address “‘K., 4937,” 
care J C-K. 





WATCHMAKER;: experienced; per- 
manent position; well-established, 
modern, retail store; excellent work- 
ing conditions and salary; send ref- 
erences and all information in first 
letter; located in Central New York 
State. Address “D., 4917, care 


J C-K. 





LARGE New York diamond cutting firm 
is seeking two salesmen, one to repre- 
sent them in the South and another to 
represent them in New York and New 
England territory; prefer residents of 
their respective territories; all replies 
will be held in strict confidence. <Ad- 
dress “E., 4921,” care J C-K. 





SALESMAN; old established manu- 
facturers of ladies’ and _ gents’ 
mountings, semi-mounted and dia- 
mond bunch rings, desire salesman 
with good retail following in Middle 
West; excellent opportunity; com- 
mission basis. Address *“M., 5050,” 
care J C-K. 





SALESMAN for outstanding line of com- 


pacts and cigarette cases for each of 
the following territories: South, Middle 
West and West Coast; good opportu- 
nity for live wire with following of re- 
tail jewelers, gift department and drug 
stores; protected territory; give refer- 
ences. Address “D., 5039,” care J C-K. 





YOUNG LADY, thoroughly experi- 
enced, to take complete charge of 
merchandise production department 
for large diamond ring house; good 
future; write stating full particu- 
lars: information will be strictly 
confidential. Address “E., 4932.” 
care J C-K. 








COSTUME jewelry designer - model- 
maker; well established manufac- 
turer with reputation for quality 
line, offers unusual opportunity; 
exceptional salary; write in confi- 
dence giving background and ex- 
ray Address “J., 5008,” care 





WANTED, buyer and manager, thor- 


oughly experienced watch and jewelry 
line, selling ability, capable assuming 
full responsibility; New York whole- 
sale jewelers and importers; excellent 
opportunity for right party; first class 
references required. Address “C., 1341,” 
care J C-K. 





JEWELER, diamond and stone setter; 


six man modern but old _ estab- 
lished shop in Ohio; permanent po- 
sition for efficient combination man 
with proper references; oldest men 


WANTED; a watch repair man, also an 


engraver with some experience § in 
jewelry repair; steady empluyment. in 
pleasant surroundings with a zgvuod sal- 
ary assured for the right persuns; 
lease write, W. D. Pharmer Cu., 90 
urth St, Pittsfield, Mass., giving ex- 
perience and wages expected, etc. 





FIRST class watchmaker for perma- 


nent position with old established 
and leading jewelry firm, in Texas 
city of 50,000 population; air-con- 
ditioned store; qualifications and 
full references required; good 
wir Address “J., 4605,” care 





WANTED, experienced jewelry salesman 


thoroughly experienced in every phase 
of credit jewelry business, sales crea- 
tive, merchandiser, advertiser and 
executive ability: position with North 
Carolina organization operating several 
stores; permanent for right party; 
write full particulars in first letter. Ad- 
dress “K., 4929,” care J C-K. 





SALESMEN; exclusive 


sterling silver 
costume jewelry line; to open new ter- 
ritories in South, Middle West and 
West Coast; no objection to other non- 
conflicting lines; experienced men only 
with following in better retail jewelers 
and department stores; 15% commis- 
sion; write references and all details. 
Address “F., 4996,” care J C-K. 





OPPORTUNITY in January 1947, as 


assistant to the manager in progres- 
sive and growing jewelry store; ap- 
plicant must be able to assume re- 
sponsibilities and should have knowl- 
edge of cash and credit operations; 
in first letter give age and full de- 
tails of past experience. Address 


“G., 5092,” care J C-K. 





DUE TO I. Buster Goodman’s illness a 


salesman is wanted to cover all the key 
cities, carrying the Boncort line of 
gent’s cameo, stone, emblem, signet, 
onyx, onyx initial and onyx and plate 
rings to the wholesalers. Write or call 
I. B. Goodman Mfg. Co., 205 W. Fourth 
“ee 2, Ohio. Cherry 1206 and 





SALESMAN ; 


experienced man _ for 
New England, Eastern and Southern 
Atlantic States; an opportunity for 
great earning power, with a manu- 
facturer of a well known line of 
diamond rings, wedding bands and 
semi-precious stone rings; no side 
lines. Morris Kaplan & Sons, 21 W. 
46th St., New York City. 





SALESMAN with established follow- 


ing in Mid-West to call on depart- 
ment stores, jewelers, and gift trade 
for well known manufacturer of 
silver plated hollowware, aluminum, 
and wood gift ware: commission 
basis; excellent opportunity; give 
complete particulars in confidence. 


Address “G., 4700,” care J C-K. 





JEWELER, A-1 mechanic, with excellent 


background, to act as foreman in a 
shop of about 20 people; if ability is 
shown an opportunity will be given to 
take out an interest in the business; 
must be capable of taking full charge 


MANUFACTURER’S representative, 
men’s and ladies’ rings; 10K ang 
sterling, stone-set, emblem and jy, 
taglio; exceptionally well made; 
popular priced by old, well rated 
manufacturer; commission;  gtate 
other lines carried; territory oy. 
ered. Address “P., 4976,” care 
J C-K. 





ee 


SALESMEN; to represent well known 
manufacturer of fine emblem rings 
men’s diamond mountings and stone get 
rings, covering Middle West territory; 
another man to cover Pacific territory, 
Denver, West; established accounts jp 
these territories; desire men traveling 
by car and accustomed to good earn- 
ings; commission basis. Address “My, 
4973,’ care J C-K. 





Se 


COSTUME jewelry; a leading importer 
of high grade costume jewelry is ar. 
ranging territory for 1947; this line ig 
exceptional in quality and design, and 
can only be sold to best jewelers, de. 
partment stores and specialty shops 
catering to better merchandise; an ex- 
cellent income can be had by men of 
experience in this line; please give ful] 
particulars in first letter. Address “A,, 
4956," care J C-K. 





SALESMAN, following among better 
retail jewelers in Southern territory; 
well-known, exceptionally fine qual.- 
ity semi-mounted gold and _plati- 
num ring line; commission basis, 
large earnings; may carry non-con- 
flicting line; inquiries confidential; 
state full particulars. Address “M., 
4971.” care J C-K. 





MANUFACTURER wants salesmen for 
leading line sterling and _ plated 
hollowware; territories open in 
South, Southwest, Middle West, 
Pacific coast; earnings will be excel- 
lent; only experienced men _ with 
silver or jewelry following apply; 
positions open Jan. 1. Address “L., 
4939,” care J C-K. 





LONG established New England jewelry 
manufacturer, seeks qualified sales rep- 
resentation to jewelry, wholesaler and 
jobber trade: gold, gold filled and 
sterling items: several territories open; 
only those with established following 
among reputable jewelry wholesalcrs 
desired: commission basis; write full 
details first letter. Address “C., 4987, 
care J C-K. 





EXCELLENT opportunity for jewelry 
repairman in Northeastern Ohio; m 
be experienced in all phases of jewel- 
ry repair, including diamond setting, 
etc.: will have complete charge of our 
repair department and personnel; this 
is definitely an opportunity worthv of 
investigation: state age, qualifications, 
etc., in first letter. Address “Y., 4771, 
care J C-K. 





TRAVELING salesman for Southeast; 
exceptional opportunity for experi- 
enced man with car, living in South, 
to take over established trade of 
two manufacturers; stone rings, 
jewelry; present salesman retiring; 
state full qualifications; expenses 
paid for New York interview. Ad- 
dress “‘N., 4944,” care J C-K. 





SALESMAN, or ambitious young man 
eager to make good, to represent 4 
well known, established factory line of 
high quality ladies’ jewelry, sold to 
better jewelry and department stores: 
Midwest territory ; ear essential; 
straight commission; give full back- 





and developing same; applicant must 
be definite in his reply and give in- 
formation in detail. Address “U., 
4982,” care J C-K. 


with us 20 years; give full particu- 
lars first letter. Address “F., 4933,” 
care J C-K. 


ground in first letter. Address “Circular 
1482,” Room 1415, Heyworth Bldg., 
Chicago 2, IIl. 








——— 
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PROMINENT jewelry manufacturer and 





SALESMEN; one of America’s fore- 





— wholesaler, 20 years’ standing, with i 
HELP WANTED—Continued national distribution, has various terri- most manufacturers of nationally 
— tories open for qualified sales repre- advertised costume jewe 
sentatives, with jewelry sales experi- openings for salesmen to call on 


— ee following ones pe ae and 
ALES . epartment stores an etter Class spe- 
of better department and jewelry Bows oe cialty shops; extensive line consists of 
to represent by - a. popular staple and costume jewelry in sterling 
highly styled —, wWeat Coast, Mid- silver, gold filled and gold; commis- the trade 

priced gold jewelry; tern arenas, ais0 sion basis; state full details, including 
est and some LEaste , territory covered, in first letter; replies 
ee Address “B., 4986,” care 


jewelers and department stores; we 
seek top notch men; apply only if 
you have an established following in 
and have sold jewelry; 
territories open: Middle West, New 
York and New England States; 
splendid earnings assured; commis- 
sion basis; send complete details 
and references in first letter; strict- 


MEN, with established following 


Ww b ~y 

erica; experienced men only; 
oo ail particulars first letter; non- 
conflicting lines permissable. Address 
“B., 5082,” care J C-K. ine 





Ss 2S & wee "T 


ll i i ee ee i | = 











PLENDID opportunity for high type 
' jewelry representative, familiar with 
jobbers in South and Southwest, to 
replace retiring salesman now sell- 
ing our line of popular priced gold 
and gold filled jewelry to wholesal- 
ers exclusively; prefer resident of 
above area; state complete experi- 
ence and present contacts. Address 


“w., 5073,” care J C-K. 











Ss 


DUE to the death of our watchmaker, 
who had been with us 20 years, we 
need a thoroughly experienced watch- 
maker on all types of watches; prefer 
one working on trade shop basis, in 
our building; if interested send all 
particulars regarding self, stating age, 
education, years of experience and 
marital status to: Herman Hiss & Co., 
Est. 1867, Jewelers, Bay City, Mich. 





een 


WANTED; experienced advertising 
and display man, or woman, for 
high class chain of Southern install- 
ment jewelers; must have experience 
in this line and devote full time to 
the job; good salary and permanent 
position; state experience and sal- 
ary expected; also give references 
in first letter. Address “C., 4991,” 
care J C-K. 





SALESMAN, or combination salesman- 
watchmaker, for leased jewelry and 
silverware department in prominent de- 
partment store, located in Eastern 
Pennsylvania; capable of taking com- 
plete charge; straight salary and com- 
mission, or partnership if desired; here 
is an excellent opportunity to step into 
an established business; must be avail- 
able January 1, 1947; all replies strictly 
— Address “D., 5031,” care 





SALESMAN, with a good retail follow- 
ing in the Middle West and one for 
the West Coast, wanted by manufac- 
turer of an extensive and fast selling 
line of platinum diamond watches, 
diamond attachments, platinum dia- 
mond rings, ring sets and wedding 
rings; also bunch rings for delivery ; 
good chance for the right man; no 
objection to non-conflicting side 


line. Address “D., 5063,” care J C-K. 








WANTED, Iowa licensed watchmaker; 
leading jewelry store in Waterloo, 
Iowa has a wonderful opportunity 
for a first class watchmaker; mod- 
ern, air conditioned store; short 
hours ; ideal, congenial working con- 
ditions; top salary to skilled man; 
we are interested in quality, not 
speed, and will obtain living quar- 
ters for right man; can start in 
January or February. Address “S., 
9057,” care J C-K. 


SALESMAN wanted, two; old estab- 


lished Middle West manufacturer who 
has always sold jobbers is now going 
to sell direct to the stores: line con- 
sists of ladies’ fine and men’s diamond 
mountings, complete line of men’s and 
ladies’ stone rings, including cameos 
and signets; territories open are: West 
Coast and Southeastern States; men 
with established following only need 
apply, as we need men who can earn 
&@ minimum of $15,000 a year; all re- 
plies kept in strict confidence. Address 
“Circular 1486,” Room 1415, Hey- 
worth Blidg., Chicago 2. 





SALESMAN; one of the oldest and 


largest manufacturers of wedding 
and engagement rings desires ex- 
perienced man with following for 
already established territory in 
Maryland, Virginia, West Virginia 
and North Carolina; excellent qual- 
ifications needed; give all details; 
state experience, references in first 
letter; all replies will be held in con- 
son Address “A., 5107,” care 





SALESMEN wanted by New York 


manufacturers; splendid opportun- 
ity; must ve large retail follow- 
ing; nationally known line, 10K 
gold colored stone rings; desirous 
of men who can earn $15,000 an- 
nually; territories available: Illinois, 
Iowa, Indiana, Michigan, Minne- 
sota, Wisconsin, Ohio, New England 
and parts of Southwest; liberal 
commission; send complete details 
and references in first letter. Ad- 
dress “J., 4999,” care J C-K. 





SALESMEN; nationally advertise 


manufacturer’s line of gold and 
platinum diamond rings, ladies’ and 
men’s stone rings and plain and 
engraved matched wedding rings, 
seeks men with following in this 
line among fine jewelers; only men 
with ring experience will be con- 
sidered; territories open: Chicago, 
also Texas, Oklahoma and Kansas. 
Address “Circular 1483,” Room 
a Heyworth Bldg., Chicago 2, 








SALESMAN, nationally known manu- 


facturer of fine gold rings and jew- 
elry, wants salesman accustomed to 
selling high grade merchandise to 
better class retail jewelers, for a 
well established Eastern territory; 
successful applicant must show that 
he will be capable of maintaining 
present large volume of sales; earn- 
ings will be in proportion; write 
full details, age, experience, etc.; 
all replies will be held in confidence. 


Address “A., 5086,” care J C-K. 


ly confidential. Address “H., 5007,” 
care J C-K. 





SALESMAN, for the Southeast states: 


Maryland, Virginia, South Carolina, 
North Carolina, Alabama, Georgia, 
Florida, Mississippi, preferably one 
who is covering this territory by 
automobile, on the retail 
jewelry stores, to carry a well ad- 
vertised line of ladies’ and gents 
stone rings, mounted cluster rings, 
diamond bridal sets and a line of 
men’s and ladies’ fraternal rings 
and pins; man carrying only one 
other non-conflicting line preferred; 
write full details and references. 
Address “C., 5109,” care J C-K. 





DIAMOND salesman, travel Pacific 


Coast and Denver west; require man 
who wants to earn $25,000 annually 
or more; work with large delivery 
line of diamond rings; man who is 
forceful and experienced in selling 
on the road; must have a following 
with retail jewelers of this territory; 
knowledge of diamonds not essen- 
tial; need capable man to produce 
volume business; travel in states of 
California, Washington, Oregon, 
Montana, Idaho, Utah, and Colo 
rado; this is an established territory 
with many active accounts; carry 
this line only; commission basis, 
drawing account given; all replies 
will be confidential; this firm has 
been established since 1900. Mack 
M. Burnstine, 220 W. Fifth St., Los 
Angeles 13, Calif. 








DIAMOND salesmen travel Southern 


States; require two men who want 
to earn $25,000 annually or more; 
work with large delivery line of di- 
amond rings; men who are force- 
ful and experienced in selling on 
the road; must have a following 
among the retail jewelers of these 
territories; knowledge of diamonds 
not essential; one man travel South- 
ern States East of the Mississippi, 
Alabama, Tennessee, Mississippi, 
Georgia, Florida, North and South 
Carolina; the other man to travel, 
Southern States West of the Missis- 
sippi, Texas, Louisiana, Arkansas, 
Oklahoma, Kansas, and Missouri; 
these were established territories and 
there are some active and many in- 
active accounts; carry this line only; 
commission basis, drawing account 
given; all replies will be confiden- 
tial; this firm has been established 
since 1900. Mack M. Burnstine, 220 
W. Fifth St., Los Angeles, Calif. 
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For Sale 


Stores, Steeks and Businesses 


Minimum charge (25 werds) $1.50 
Additional words, & cents a word 





FOR SALE, going jewelry store, estab- 
lished 20 years in heart of Balti- 
more; will take about $65,000 cash. 

Address “R., 5018.” care J C-K. 





WELL established small jewelry store 
and shop; good location; good busi- 
ness; good lease; in large Florida city: 
fair price.. Address “C., 4916,” care 
J C-K. | | 





FOR. SALE, long established jewelry 
store, central location Philadelphia; 
fine modern store doing cash and in- 

‘stalment: long lease. Address “K., 
5048,’ care J C-K. 








FOR SALE, small jewelry store: will in- 
voice $2,000; owner old and sick; first 
reasonable offer. Howards Jewelry 
Store, 202 S. Main St., Bellefontaine, 
Ohio. 








ONE of the finest and most reputable 
jewelry stores in south Florida for sale; 
20 x 100: in best location; long lease; 
$50,000 cash required; unusual op- 
portunity for a business man. Address 
“B., 4915,” care J C-K. 





THIRTY-FIVE year old established 
jewelry shoppe, for sale; excellent op- 
portunity for watchmaker; good rea- 
sons for selling; New Haven, Conn.; 
would be interested in partnership. Ad- 
dress “G., 4964,” care J C-K. 





STORE for sale in North Florida town; 
good watch and silver quotas; excel- 
lent for watchmaker; good location, 
low rent; approximately $7,500, stock 
ee: a Address “B., 5081,” care 

C-K. 





ESTABLISHED costume jewelry whole- 
saler in Chicago, must sell; best loca- 
tion; beautiful showroom; salesmen 
and catalogs; wonderful opportunity 
for Coast jobber to expand. Address 
“H., 5033,” care J C-K. 





FOR SALE, a modern up-to-date jewelry 
store, doing a good business; merchan- 
dise will inventory $100,000; in the 
heart of Kansas; the reason for selling 
is illness; or will take in a good man 
who can run it. Address “D., 5090,” 
care J C-K. 





ILLNESS forces me to sell this jewelry 
store located in central Wisconsin in 
rich dairy district of 100,000 popula- 
tion; clean stock: modern fixtures; 
good lease in modern building: about 
$15,000 will handle. Address “F., 
4788,” care J C-K. 





FOR SALE, established 25 years, jewel- 
ry trade shop; excellent accounts of 
long standing, combined with retail 
business; modern fixtures; shop fully 
equipped with four benches; great op- 
portunity; ill health; must sell. Ad- 
dress “P., 4457,” care J C-K. 


FOR SALE, owing to death of owner, 
good going, 40 year old established 
manufacturing jewelry shop, fully 
equipped; fine location; reason- 
able rent; annual volume $8,000; 
price $3,000. Evelyn Palmer, 621 E. 
Second St., Duluth, Minn. 





BECAUSE of other interests, will sell 
jewelry store in city of 350,000 in 
Ohio; 100% location, good lease; has 
nice fixtures and clean stock; will sell 
store, merchandise, furniiture, fixtures 
and lease to responsible party or chain, 
for cash. Address “C., 5028,” care 
J C-K. 





BECAUSE of other business interests, 
1 will sell my jewelry store located 
in Columbus, Ohio; excellent loca- 
tion, well established; employing 
two watchmakers; clean stock, low 
rent; marvelous opportunity for a 


good merchandiser. Address *K., 
4702,” care J C-K. 





ONE nice jewelry store, modern fixtures, 
stabilized merchandise; extra good 
business all year round; good watch 
repairing; business has been. estub- 
lished for 11 years; have built a very 
good reputation: in most desirable 
location in town, located four miles 
from Erwin Textile Mills: 23 miles 
from Fayetteville and Fort Bragg; sev- 
eral other small towns nearby; just 
renewed lease on October 1; lease will 
expire in 1951; this town is located in 
the best agricultural center in North 
Carolina; here is your chance to buy. 
Apply in person or write, J. T. West- 
brook, Dunn, N. C. 


FOR SALE, small, high grade jewelry 
store in Western New York; $100.- 
000 sales; $40,000 repairs and spe: 
cial orders; 16 employees; rent 
$150 month; modern front and fix- 
tures; air conditioned; 90% loca- 
tion; clean, active stock. no war 
junk; established 35 years; approxi- 
mate price $50.000, all cash; ill 
health reason for selling. Address 


“P., 4945.” care J C-K. 











FOR SALE, jewelry store in growing 
east Texas County seat town of 
6,000; State Hospital, two canning 
plants, farming and lumbering here; 
only store in town and nearest com- 
petitor 14 miles; all the repair work 
two men can do; gross volume last 
year $25,000; should do better this 
year; will sell stock, fixtures and ac- 
counts at inventory; about $8,000 
to $10,000; reason for selling, ill 
health. Address “K., 4854,” care 
J C-K. 








REAL Investment; modern, well estab- 
lished firm, with reputation for high 
standard merchandise and service; 
well proportioned stock; have all 
nationally advertised lines, silver- 
ware, watches, glassware, etc., most 
of them exclusive; direct list on 
some lines; ideal lease; modern 
eases and fixtures; complete floor 
plan designed by interior decorator ; 
located in the best block in Florida 
East Coast; finest 
city; large volume with little sea- 
sonal fluctuation; one of the best 
established concerns in Florida; ex- 
perienced personnel. Address “F., 


5091,” care J C-K. 


all-year-round’ 





FOR SALE, group of three jewelry 
stores located in States of Oregon 
and Washington, all in close pro,. 
imity; because of other business jp. 
terests must sell at once; all stores 
can be continued on present leage;. 
each store located in best busines 
district; rents average about two 
per cent of gross sales; annual sale; 
volume approximately $140,000. 
the price for everything in the thre, 
stores will be between $65,000, ang 
$70,000, January Ist, depending 
upon the amount of the inventory; 
excellent fixtures and moderpy 
equipment; choice, new diamond, 
watch and jewelry stock; examina. 
tion of past sales records will show 
these stores have been consistently 
profitable and all enjoy excellen 
reputations; none of these store: 
have ever been advertised or offered 
for sale; marvelous financial invest. 
ment for veterans or proficient, 
adept jeweler who is interested in 
real future in the jewelry business. 
these stores will also make an excel. 
lent addition to any group of stores 
now operated by an alert operator: 
we are not interested in receiving 
inquiries from sales promoters or 
stock buyers; why not telegraph 
now for full particulars; you will 
not be obligated. Address “€., 


5038.” care J C-K. 


FOR SALE, outstanding jewelry store 
located in Metropolitan West Coast 
Florida city; good business loca- 
tion; established 35 years; 12 years 
in same location; rent averages just 
slightly less than three per cent of 
sales: complete, modern, well bal- 
anced jewelry, watch and diamond 
stock; good fixtures and modern 
complete equipment; never been 
advertised before; reason for sell- 
ing, have been successful; the profit 
secured has made it possible for the 
owner to retire and enjoy a well 
earned vacation; we are particular 
to whom we sell; hope to secure 
buyer who will cherish excellent 
reputation we enjoy; inspection of 
books will reveal, in prosperous or 
dull times this business has been 
consistently profitable; younger 
man with progressive spirit, initia- 
tive and ambition could easily in- 
crease sales volume and profit tre- 
mendously; we are not interested in 
receiving inquiries from stock buy- 
ers or sales promoters; please save 
your stamps; we have had many op- 
portunities to sell in the past but 
we were not ready then to retire; 
price will be from $25.000 to $28,- 
000, depending upon the amount of 
sales before sold; our advice, wire 
or write as soon as possible, we 
think the first to inspect this op- 
portunitv will buv same _ immedi- 
atelv. Address “B., 5027.” care 
J C-K. 


sR A tn i ENR Si ea SA 
For Sale 


Tools, Equipments 
Minimum eharge (25 werde) $1.50 
Additional werde, & cents a word 


————_ 





FOR SALE, seven jeweler’s made-to- 
order show cases. See, Mr. Juncker, 
767 Lexington Ave., New York, N. Y: 

FOR SALE, Boland polishing bench, by 
Astle; large size #1; in fine condition. 
U. C. Smith Co., Brockton, Mass. 
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a 


ewelry show cases and one wall 
sa Be foot length, for immediate de- 
livery. Address “J., 5047,” care J C-K. 





OS tO 


IUINE G. Boley, Germany, slide rest. 
GENT vindolph, 1548 Belmont Ave., Chi- 


cago 13, Ill. 





hein 

ER power flat rolling mill, 414” 
age motor: $200. Paul Link, Jewel- 
er, Church & Main Arcade, Orlando, 


Fla. 








LEIMAN sand blasting machine; Little 
Giant melters; hardening stove ; pyrom- 
eter; large blower, with D. C. motor, 
reasonable. Harry Raeburn, 40 W. 48th 
St.. New York 19, N. Y. Br 9-7479. 








——" 


MANUFACTURERS of unmounted plati- 
num mountings and gold mountings at 
popular prices; no castings. Joseph 
Ring Co., Inc., 93 Nassau St., New York 
City. 





ee a ene 


MANUFACTURERS of assemoled 10K 
and 14K yellow gold pierced and un- 
pierced ear wires; immediate delivery. 
Joseph Ring Co., Inc., 93 Nassau St., 
New York. 





ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for cataog; factory 
and oflice muved to 277 Halsey St., 
Newark 2, N. J. ' 





FOR SALE; rolling mill, flat rolls, five 
inches wide, three inches diameter, 
chain or belt driven, operated with 
double turning head; picture upon re- 
quest; floor space required 48” x 30”. 
mg Tam, 169 S. Dewey, Lima, 

0. 





NEW AND USED wheel cutters; slide 
rests; lathes and attachments; cash 
paid for used watchmakers’ lathes 
and attachments. R. P. “Dick” 
Gallien, 220 W. 5th St., Los An- 
geles, Cal. 





MOSLEY #2 watchmaker’s lathe, 50 
Wire chucks, face plate, set turning 
gravers and other tools; ophthalmo- 
scope, retinoscope set, with battery in 
handle ; 10 acres land near Orlando; 
disabled veteran; must quit. Paul 
i Rt. 1, Box 27A, Palatka, 

a. 








CAMEO machine; circumstances make it 
necessary for inventor to offer for sale 
his recently developed and fully auto- 
matic cameo carving or agate engrav- 
ing machine; far superior to anything 
now in existence; samples of finished 
Product and all further information 
we a had by writing “D., 4992,” care 


(ee 


REFLECTORS; patented blue or white 
silver mirrored glass, double walled 
and diamond cluster, for durability 
and brilliancy on jewels, for win- 
dows, diamond rooms, diamond 
lamp or drops over jewel cases, also 
adjustable focusing holders. Pitts- 
burgh Lighting Equipment Co., P. 
0. Box 801, Battle Creek, Mich. 








JEWELRY CARDS for rings, pina, 
brooches, lockets, pendants, lavaliers, 
bar pins, earrings, watches, bracelets, 
wrist bands, etc., and displays for 
counter sales. Dauer Printing Co., 
America’s foremost card manufactur- 
ers, jewelers’ printed display supplies, 
31 E. 22nd St.,. New York 10, N. Y. 
Algonquin 4-2174-5. U. S. parcel post 

es us your next door neighbor; 
mg get acquainted; write for sam- 
ples. 





SWISS mainsprings, $2.45 dozen; staffs, 
$2.45 dozen; stems, $1.98 dozen; most 
popular sizes now available: sleeves 
$1.08 dozen; D.E. 8-day clock keys, 
$1.19 dozen; 48 different sizes convex 
clock glass, $6.63; three dozen, 1/10 
14K yellow, pink or white gold filled 
bracelet crowns, $3.97: 100 Geneva 
crystals, $1.98; 100 case screws, 0 to 
18 size, 79¢: send for bargain bulletin 
of round and fancy. unbreakable and 
glass crystals, hands, staffs, stems, 
screws, tools, supplies, etc.; hundreds 
of items. Beck Bros., 715 W. Wild- 
wood, Fort Wayne, Ind. 





— 


COMPLETE setup for jewelry store, 
sufficient to equip store room 20 x 
80; includes the following; nine, 
$ ft. walnut wall cases; nine, walnut 
show cases; 60 ft. wall panelling to 
match; two wrapping tables; office 
radio bar; watchmakers’ service 
bar; partitions and setups for two 
private offices; all in good condi- 
tion; delivery can be made January 
15, 1947. Leon Rubin Jewelry 
Store, 513 Washington St., East 
Liverpool, Ohio. 





JEWELERS! read carefully; this is im- 
portant; in stock for immediate de- 
livery, watch and jewelry repair books 
and checks; jobbing envelopes with 
attached call checks, all sizes; complete 
stock books for diamonds, watches, 
nga A diamond guarantees; daily re- 

rt sheets; complete credit forms; 
business stationery; window priced 
cards; if not in stock we will make it 
Dauer Printing Co., manufacturers, 
headquarters for jewelers; printed sup- 
plies of every description; 31 E. 32nd 
St.. New York 10, N. Y.; i 
given; write for samples;*a good house 
to get acquainted with: U. S. parcel 
post delivery service makes us your 
—. neighbor. Phones Algonquin 





HANDIEST new tools for jewelers, 
watchmakers, engravers, lapidarists ; 
Tungsten carbide tipped engraver 
guaranteed to cut hardened steel 
balance staffs; long point for long 
life, $5; diamond laps- 1” diameter 
to keep engraver sharp and to trim 
and shape precious stones (Diamond 
laps made up to 10” diameter, for 
fast production cutting), £10; pol- 
ishing laps for precious stones 534” 
diameter, $6.50; 10” diameter, $10; 
diamond lapidary drills 1% and 2 
mm., $6.50; diamond reamers (to 
drill fast and enlarge holes in onyx, 
jade, other precious and hard stones, 
and crystals), $6.50; diamond pen- 
cil and scriber (for marking any 
hard object), $3; diamond saws for 
sawing precious stones 1” to 10”, 
prices on request; all tools are great 
time savers and pay for themselves 
many times over in faster produc- 
tion; your check with order assures 
prompt delivery. Action Diamond 
eago 10, Ill. 





Business Opportunities 
Minimum charge (25 werds) $1.50 
Additienal werds, & cents a word 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., 
must furnish trade references. An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. 





WANTED to buy, jewelry store; will 
pay cash: all information confidential. 
Paul Vermillion, 121 N. Harrison St. 
Alexandria, Ind. 





WE maintain an office in New York City; 
will represent out-of-town firm; any 
phase, buying or selling; confidential 
service. Address “S., 5055,” care J C-K,. 





GORDON BROTHERS, cash buyers of 
complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 33. 





MODERN, old established jewelry store 
wanted in lively city by jeweier, now 
in business; want a larger and finer 
store; pay cash. Address “M., 4942,” 
care J C-K. 





WANT to purchase, jewelry store; one 
that is established; will pay cash; 
large store preferred; correspondence 
— Address “G., 2370,” care 





WANTED; an established credit store 
doing a large volume business in 
Philadelphia, Pa., area; please give 
full details; all replies confidential. 
Address “G., 4789,” care J C-K. 





IDEAS to solve your merchandising 
problems; specialists in jewelry manu- 
facturers’ advertising, promotion. 
Timely Associates, 70 E. 45th, New 
York. MU 4-0286. 





CASH for diamonds, watches and jewel- 
ry; established 40 years; send surplus 
stock for cash estimate: bank refer- 
ences. Emil Noel, 39 E. Madison S8t., 
Chicago, IIL 





HIGHEST cash prices paid for surplus 
or entire and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. State St., 
Chicago. 





WANTED to buy, after January lIst, 
small jewelry store with repair depart- 
ment, in town of 5000 to 20,000, pref- 
erably in North Carolina, Virginia, 
Maryland or Pennsylvania. Address 
“E., 4960,’ care J C-K. 





COLMES BROS.; cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at Our ex- 
pense in any part of the country; 
bank and trade references. 13 
Tremont St., Boston, Mass. 





TRAVELING auditor, accountant, 15 
years’ installment experience, chain 
stores, unit control; install practical 
systems of inventory; sales, collections, 
bookkeeping; prepare income _ taxes, 
statements; reasonable. Address “D., 
4919,” care J C-K. 








(Continued on page 392) 














BUSINESS OPPORTUNITIES—Cont. 





(Continued from page 391) 





ABLE installment jewelry and appli- 
ance executive; young, aggressive, 
experienced; desirous of investing 
some capital in good going jewelry 
store, with services; partnership 
only; Western New York State. Ad- 
dress “G., 5044,” care J C-K. 


FRENCH designer of fine jewelry de- 
sires contact with American jewelry 
manufacturing firm; at present work- 
ing for well known Paris jeweler; 
those interested in exclusive modern 
models, write to Georges Domette, 5 
Allee Borghese, Neuilly, Paris. 


SAMUEL GANSBERG will buy your 
surplus or entire stock and fixtures of 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the high- 
est character. Write 15-17 Maiden 
woth New York. Telephone, Rector 











JACK M. WERST will pay you spot 
for your surplus or entire 
stock of jewelry, diamonds, estates, 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or s1aall; 
act now. Miami Savings Bldg., Day- 
ton, Ohio. 





WANTED to buy, jewelry store some- 
where in Tri-State area of. Pennsyl- 
vania, West Virginia or Ohio; am ina 
position to pay at least half, and pos- 
sibly all cash; have plenty of experi- 
ence; am first class watchmaker and 
can do some jewelry repair and engrav- 
ing. C. F. Green, 409 Smithfield St., 
Pittsburgh, Pa. 





JEWELRY stores and stocks bought for 
cash ; any size, any amount, anywhere; 
my tremendous outlet and direct con- 
nections enable me to pay you highest 
prices; communicate with me at once 
and my representative or myself, will 
call on you; our offer will amaze you. 
Louis Rifkin, 81 Bowery, New York 
City. Phone Walker 5-3936. 





ARE YOU GOING out of business? I 
ean guarantee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
eonfidential; best of references 
throughout past 30 years. Herman 
Nathan, 5 S. Wabash Ave., Chicago, 


WOULD YOU like to retire from busi- 
ness, if you were given a respon- 
sible guarantee, that your entire 
stock, fixtures, material, lease and 
accounts would be sold for much 
more than the actual wholesale 
eost; our service will find you a 
eash buyer for your store as it 
stands today in bulk. or as a going 
concern; do you realize your good 
will is an asset that will bring you 
eash the same as your stock: Write 
us for complete details; you will 
not be obligated: references from 
many jewelers who have had us 
liquidate their business recently will 
be sent you along with unques- 
tioned bank references; no store 
too large or too small. Write at 
once to MeRae & Shaw, Sixth Floor, 
168 N. Michigan Ave., Chicago. Iil. 











Wanted to Purchase 


Minimum charge (25 words) $1.50 
Additional words, 5 eents 8 word 





WANT TO BUY jewelry store for cash, 
in small town up to 50,000 population. 
Address “L., 2513," care J C-K. 





NEW YORK jobber wants. specialty 
items; watch bracelets and attachments 
from small manufacturer. Address “F., 
5033,” care J C-K, 





WANTED to purchase one or more bas- 
kets, to fit Velvo clear cleaning ma- 
chine. Write, A. Graves & Steuwer 
Co., 160 Madison Ave., Memphis, Tenn. 





WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Ernest Linick, 29 E. Madison 
St. Chicago, IIL 





JEWELRY store in good location, any 
size town or city; must be in Illinois 
or Missouri; possession February or 
March; give details; all replies con- 
fidential. Address “Circular 1477” 
Room 1415, Heyworth Bldg., Chicago 2. 





WANTED ; all types of watches or move- 
ments in large or small quantities, in 
bond or otherwise. Jack Fried & As- 
sociates, Manufacturers and Importers’ 
Representatives and Resident Buyers, 
170 Broadway, New York 7, N. Y. 





CASH for surplus stock; jewelry, 
watches, movements, diamonds, etc., 
broken or new merchandise; ship what 
you have express collect; check by 
return mail and your shipment held 
for your approval: bank references. B. 
Lowe, Holland Bldg., St. Louis 1, Mo. 





WANTED; am desirous of purchasing 
a going jewelry store, either cash or 
credit, doing volume from $50,000 
to $100,000 per year; prefer store 
located in Middle West; no agents; 
principals only. Address “B., 4777,” 
care J C-K. 





MANUFACTURERS of imitation jewel- 
ry would be pleased to receive offers of 
all kinds of findings for use in manu- 
facture of imitation jewelry; also in- 
terested to receive offers of rough fin- 
ished chains, per yard, for necklets and 
bracelets. La Portena S. R. Ltda., 
Victoria 1778 (R. 70), Buenos Aires, 
Argentina. | 





Watch Work, etc., for 
the Trade 


Minimum charge (25 words) $1.50 
Additional words, S cents a word 





WATCH repairing for the trade; price 
list and reference upon request. M. J 
Gallo, 922 N. Plum St, Lancaster, Pa. 





QUALITY always; Tell Bros.; fine watch 
repairing, 192 N. Clark St., Chicago 1, 
Till. Cable address—‘“Tell Time.” 








SPECIALIZING in repairing of chrono- 
graphs and all kinds of fine watches 
for the trade. Altay & Co., 22 W. 4gtp 
St., New York 19, N. Y. 











WATCH crystals; crystal fitting for the 
trade, jobs returned same day. Ross 
Watch Crystals, Room 1318, 15 ER 
Washington St., Chicago 2, III. 








JOSEPH J. POST; a quality name ip 
watch repairing to the trade since 
1920; member of Jewelers Board of 
—— 55 E. Washington St., Chicago 








WATCH Repairing for the Trade; Cali- 
fornia and neighboring States; fast 
and guaranteed service. Henry Pine, 
220 W. Fifth St., Room 611, Los 
geles 13, Calif. Phone Vandike 5068, 





| 


ELECTRIC elock parts and repairing 
for the trade; domestic, commercial 
timers; an authorized factory ser. 
vice station. Electric Clock Service, 
139 S. Main St., Akron 8, Ohio, 





See 


FOR accurate watch repairs and prompt 
service at reasonable prices, contact 
us; also chronograph specialists. Orbit 
boy Co., 92 Liberty St., New York 6, 





FINE watch repairing for the trade; all 
watches timed and tested on the new 
Western Electric Watchmaster:; repairs 
completed within 10 days. A. S. Soloff, 
165 Ross St., Brooklyn 11, N. Y. 





WATCH repairing to the trade; reliable, 
dependable; for prompt delivery to 
out-of-town trade. H. Drimer, 3726 
Maple Ave., Brooklyn 24, N. Y. EHs- 
planade 2-2963. 





CAREFUL, honest watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York City. 
Phone Bryant 9-5065. 





HIGH grade watch repairing for the 
trade, the factory way; fast and 
guaranteed service at low cost. Watch 
craft Co., 132 Nassau St., New York 7. 
Beekman 3-5541. 





CLOCKS repaired, all makes, foreign 
and domestic, spring weight and elec- 
tric; prompt service; work guaranteed. 
Gem Clock Service, 1344 W. Division 
St., Chicago 22, IIL 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watch- 
master for accuracy. Frederick Lowey. 
48 W. 48th St., New York 19, N. Y. 








RELIABLE watch repairing for the 
trade, since 1921; efficient, depend- 
able mail service. Standard Watch 


ieee 949 Broadway, New York 


EXPERT watch repairing for the trade; 
many years of experience; all work 
guaranteed; out-of-town trade at- 
tended to promptly: moderate prices. 
Israel Weiser, 24 Eldridge St., New 
York City. Walker 5-9264. 





————— 





EXCLUSIVE watch repairing for the 


trade; qualified to repair 50 additional 
watches weekly; service and accurate 
timing guaranteed; send trial package 
to, Bob Vishnick, 198 Broadway, Room 
1102, New York, N. Y. 
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SALE AFTER SALE FOR YOU! 





HADLEY NEVER UNDERESTIMATES the influence of 
women on sales— zor a woman’s pride in her lovely hands! 
That is why Hadley devotes a generous portion of its national 
advertising to women — and that is why this advertising so suc- 
cessfully helps to build sales for you. 

You will find Hadley “Hands”, both men’s and women’s, in 
the most popular consumer magazines month after month. They 
tell your potential customers, and tell them forcefully, of the 
beauty, the durability, and the timeliness of Hadley Watch 


Attachments. Sold, of course, through jewelers only. 





THE HADLEY COMPANY PROVIDENCE, RHODE ISLAND 
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